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Abstract	
The growing importance of subcultures in marketing has emerged as consumers are 
increasingly choosing brands based on what is acceptable within their subculture (Mason & 
Wigley, 2013). As such, organisations must know how to attract subcultures using marketing 
strategies to build trust, acknowledge subculture value or practice equitable policies (Mason 
& Wigley, 2013), on top of traditional factors, such as quality and price (Kozinets, 2001). 
This needs to be communicated effectively to the subculture group as well (Mason & Wigley, 
2013; Leigh, Peters & Shelton, 2006). However, brands targeting subculture consumers have 
encountered backlash from society, particularly when target markets are stigmatised or 
discriminated in society (Hildebrand, DeMotta, Sen & Kongsompong, 2013). Specifically, 
this thesis focuses on the gay subculture as the context for examination. This research aims to 
understand what factors influence consumers’ behaviour to subculture marketing and how 
companies can strategically overcome potential brand alienation in three studies. As such, 
this thesis addresses the following, broad research question: 
How can companies target subculture groups without encountering potential consumer 
backlash? 
To begin, the thesis evaluated the theories of social identity theory (Tajfel, 1982) and social 
categorisation (Hogg & Terry, 2000), which accounts for consumer behaviour on subcultures, 
such as the gay community. Some consumers consciously resist and avoid association with 
the gay subculture due to stigma and stereotyping; judging others based on the group in 
which they identify with (Maldonado, Tansuhaj & Muehling, 2003). This creates the 
challenge in marketing communication when targeting subculture consumers. As such, there 
is a need to understand the factors in which society reacts in support for – or oppose to – 
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advertisements that are gay themed. Therefore, the first research question addressed by this 
thesis was: 
What are the factors that influence consumer response to gay-specific advertisements? 
To address the first research question, the first study analysed 231 online comments from an 
online newspaper article about the ‘Rip and Roll’ advertising campaign. The study was 
analysed using thematic analysis with findings indicating strong, differing views that 
reflected anti-gay biased, indifferent and gay-receptive points of view. Themes emerged from 
the analysis found that factors such as attitudes, beliefs and values and religiosity reflect 
previous research studies (Hooghe, Claes, Harell, Quintelier & Dejaeghere, 2010; Averett, 
Strong-Blakeney, Nalavany & Ryan, 2011). These factors about the gay community shaped 
the behaviour of audiences and these attitudes and behaviours were unlikely to change, 
especially those deemed gay-intolerant. For this reason, marketers have to circumvent the 
objections of gay-intolerant consumers, while not alienating non-targeted audiences in their 
attempt to target the gay market via mainstream media. Consequently, the second research 
question addressed by this thesis was: 
How can marketers avoid alienating the non-targeted market when communicating to 
the subculture market? 
Instead of adopting covert marketing communication strategies, where marketing messages 
are surreptitiously targeting audiences, this thesis introduced the concept of cryptic 
marketing. For the purpose of this research, cryptic marketing is defined as a strategy to 
overcome the restraints in targeting subculture markets via mass media, without backlash 
from other consumers, while positively influencing subculture consumers through the use of 
cryptic subculture symbols and cues. This means that subculture markets are targeted overtly 
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with subculture cues, but remain hidden to the non-target audience. This fundamentally 
overcomes the shortcomings of current covert approaches and enables brands to target gay 
consumers in the mainstream media without alienating the non-target markets. Using four 
different car print advertisements to test the effects of cryptic marketing, a group of 10 
heterosexual and 10 homosexual/bisexual respondents were interviewed for the second study. 
The interview results showed that the advertisement with the cryptic-gay cues worked 
effectively in masking the cryptic-gay tones from the heterosexual sample, while positively 
influencing the gay/bisexual respondents. The concept showed how marketers can target 
subcultures through the use of cryptic cues, symbols and underlying messages, while 
avoiding alienation from the non-target market. To prove the effectiveness of cryptic 
marketing, factors important to subculture groups need to be incorporated while including the 
respondent types identified in study one; such as gay-intolerant, gay-indifferent, gay-friendly 
and the gay subculture. Consequently, the third and final research question addressed by this 
thesis was: 
How effective is cryptic marketing in improving brand perception in subculture 
markets without lowering brand perception among the non-target audience? 
The final study employed an experimental design with 400 online survey respondents from 
MTurk who were randomly assigned to one of three advertisement types: control, target-
cryptic or target-specific. Respondents were also categorised into one of four respondent 
types, based on their “attitude towards gays” scores or if they identified themselves as 
gay/bisexual, at the end of the survey. Results showed cryptic marketing was validated with 
overall brand perception maintained with the non-target audience, while showing increased 
brand affect among the gay/bisexual respondents.  
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Combined, the three mixed design studies provide an understanding that consumer behaviour 
is tied to their social identity and category, and that factors such as attitude, beliefs and values 
determine their perceptions toward subcultures. The results also revealed that through the use 
of cryptic marketing, it is possible to target subculture markets without encountering potential 
backlash. Study three quantitatively confirms the potential effectiveness of a cryptic 
marketing approach.   
Consequently, this research contributes to extending current understanding of marketing 
communication through the use of covert strategies, employing covert tactics on the non-
target (wider) market, instead of the target (subculture) market. In addition, cryptic marketing 
can be applied to any other subculture or social group, whether based on religion, ethnicity, 
social status, stereotype or taboo. Overall, this thesis highlights the possibilities cryptic 
marketing can provide to brands, as new target subculture markets emerge, without risking 
the current customer base. 
 
Keywords: 
Marketing communication; Cryptic marketing; Subcultures; Gay subculture; Social identity 
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Chapter	1:	Introduction	
The growing importance of subcultures in marketing has emerged as consumers are 
increasingly choosing brands based on what is acceptable within their subculture (Mason & 
Wigley, 2013). These include groups with distinct values and norms that differ from the 
majority, such as religion (e.g. Muslims), generation (e.g. youth), sexuality (e.g. lesbian, gay, 
bisexual and transgender) or interest (e.g. goths). As such, organisations must use marketing 
strategies to build trust and acknowledge subculture value, or practice equitable policies 
(Mason & Wigley, 2013), which must be communicated effectively to that group (Mason & 
Wigley, 2013; Leigh, Peters & Shelton, 2006). When marketing to subcultures, however, 
organisations run the risk of alienating – and possibly losing – the wider, dominant culture 
consumers, especially if the subculture group is deemed to be stigmatised (Hildebrand, 
DeMotta, Sen & Kongsompong, 2013). Consumers may be wary about brand association 
with these groups, especially if the group is perceived negatively or discriminated against in 
society (Hildebrand et al, 2013). Accordingly, the focus of this research is to establish how 
marketers can effectively target subculture consumers without alienating other consumers 
within a dominant culture society.  
This chapter provides an overview of this thesis, introducing the concept of cryptic 
marketing, which is a covert strategy that aims to overcome the challenge of targeting 
subculture markets without backlash from other consumers, while positively influencing 
subculture consumers through the use of cryptic subculture symbols and cues. Specifically, it 
outlines the research problem (Section 1.1), research rationale (Section 1.2), research 
objectives (Section 1.3), research approach (Section 1.4) and an overview of the structure of 
the thesis (Section 1.5). 
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1.1 Research Problem 
Targeted marketing strategies that focus on specific subculture consumers risk alienating 
other markets (Oakenfull & Greenlee, 2005). If the subculture markets are deemed 
stigmatised, this concern is compounded (Hildebrand et al, 2013). The use of subculture-
specific media in targeting subculture markets, such as the gay community, is not always 
effective, due to either the lack of reach or accessibility (Um, 2012). The use of covert 
strategies to subconsciously reach subculture markets in general media has not been effective 
in communication with both subculture and general consumers. Covert strategies include 
marketing approaches such as subliminal, product placement or viral/buzz marketing, and can 
have limitations as consumers may believe brands have misplaced their trust by targeting, 
without their knowledge or permission (Ashley & Leonard, 2009; Martin & Smith, 2008; 
Thomson, MacInnis & Park, 2005).  
This thesis focuses on the gay community as the context for subculture marketing because 
this group exists in many societies, yet is still perceived negatively by the wider market 
(Clyman & Pachankis, 2014; Hatzenbuehler & McLaughlin, 2014; Hildebrand et al, 2013; 
Ross, Tikkanen & Berg, 2014; ). Given this prejudice, some consumers will actively avoid 
any brands associated with the gay market (Mason & Wigley, 2013; Puntoni, Vanhamme & 
Visscher, 2011; Puntoni, Schroeder & Ritson, 2010; Kates, 1999, 2002 & 2004). Companies 
intending to target the gay market therefore, need to consider how to avoid alienating – and 
potentially losing – customers through negative sentiments generated by anti-gay protesters. 
As such, marketers can either attempt to understand why anti-gay consumers behave the way 
they do, or consider adopting covert marketing strategies.  
Covert marketing strategies conceal the commercial source of the communication, making an 
effort to not show the marketer to the target consumer (Kaikati & Kaikati, 2004). This 
masking approach may work in countering the rising consumer scepticism and disinterest in 
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marketing communication and preconceived brand ineptitude (Sprott, 2008; Martin & Smith, 
2008; Goodman, 2006; Kaikati & Kaikati, 2004), as well as hide the intended message in the 
communication to overcome being explicit. However, a covert strategy’s nondisclosure of 
persuasive intent to consumers may be perceived as unethical and deceptive, and can have 
lasting and damaging consequences for companies through the loss of brand trust (Kuhn, 
Hume & Love, 2010; Martin & Smith, 2008; Milewicz & Herbig, 1997; Mujtaba & Jue, 
2005; Aaker, Fournier & Brasal, 2004; Ashley & Leonerd, 2009; Thomson, MacInnis & 
Park, 2005). As such, the use of current, covert marketing strategies, may not be the answer 
to the problem.  
 
1.2 Research Rationale 
With ever-changing marketing and communication realities, organisations need to constantly 
adjust their objectives and strategies to ensure the most effective communication channel is 
used, coupled with the right marketing message (Holm, 2006; Cravens & Piercy, 2003). 
However, the targeting of subculture can be vehemently opposed by some culture groups 
within society. For example, JCPenney launched a Father’s Day outdoor advertisement, 
featuring a same-sex couple, only to incur the wrath of lobby group ‘One Million Moms’ – a 
part of the American Family Association (AFA). Members were encouraged to close their 
JCPenney accounts and return their catalogue, for the company’s insistence on “continuing on 
the same path of promoting sin” (Hasan, 2012). Thus, the focus of this thesis lies in how the 
message can be delivered strategically to the subculture markets.  
In order to investigate the behavioural response to gay-targeted advertisements, this thesis 
takes on the social identity theory and self-categorisation theory approach. Knowledge plays 
a significant role in social identity and, therefore, in the way people behave, whether as an 
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individual or as part of a group (Hogg & Abrams, 1988). These identities form a unique self-
concept and each identity appears at the forefront, when situations call for it (Stets & Burke, 
2000; Maldonado, Tansuhaj & Muehling, 2003), resulting in certain behaviours. As such, 
using gay-specific nuances may gain attention and positive reaction from gay consumers who 
identify them through self-identity and self-categorisation. Therefore, the theoretical 
framework of social identity/self-categorisation is used as a lens in which to inform and 
develop the strategic approach in targeting subcultures. 
When marketers feature information familiar to a target audience, it helps guide consumers’ 
behaviour based on their inner self, beliefs, emotions, attitudes, decisions and thought 
processes (Friestad & Wright, 1999). This allows consumers to accept or reject marketing 
messages and form attitudes and emotions about the brand (Friestad & Wright, 1994). To 
avoid message rejection, covert strategies could be used to cloak the target audience message 
(Petty & Andrews, 2008). However, with current covert marketing approaches, organisations 
run the risk of losing brand trust (Ashley & Leonard, 2009; Martin & Smith, 2008; Thomson, 
MacInnis & Park, 2005). Therefore, there is a need for a new marketing communication 
strategy that can (1) reach subculture markets effectively; (2) avoid opposition by anti-gay 
consumers; and (3) avoid losing brand trust and equity with the wider consumer market. 
 
1.3 Research Objectives 
The purpose of this thesis is to address the following broad question:  
 How can companies target subculture groups without encountering potential 
 consumer backlash?      
As discussed earlier, covert marketing strategies have been used in targeting consumers 
through hidden means, but the consequence can have negative and long term effects on 
brands. Therefore, adopting knowledge of social identity theory and self-categorisation to 
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develop the right approach for both target and non-target groups, could be applicable. 
Consequently, this research program seeks to answer the following research questions: 
 RQ1: What are the factors that influence consumer response to gay   
  specific advertisement? 
 
RQ2: How can marketers avoid alienating the non-target market when 
communicating to the subculture market? 
 
 RQ3: How effective is cryptic marketing in improving brand perception in  
  subculture markets without lowering brand perception among the non- 
  target audience? 
 
By investigating the factors that influence behaviour on subculture groups and developing a 
strategy to overcome these factors, this research will provide marketers with a method to 
effectively target subculture markets without judgement or consequence from wider society. 
 
1.4 Research Approach 
To answer the research questions presented above, a research program was developed based 
on three studies. The first two studies stem from a critical realist point of view, leading to the 
final study, in a positivist perspective. A mixed design of qualitative and quantitative 
methods was used to examine the different phenomenon to answer the research questions 
(Tashakkori & Teddlie, 1998).  
Firstly, Study One examines 231 comments from an online news article on gay-targeted 
advertising placed in bus shelters, using thematic analysis. This article details the ‘Rip and 
Roll’ campaign – a safe sex campaign targeted at the gay community, featuring two, fully-
clothed men hugging back to front, shot in black and white and with a full-colour condom 
packet in one of the model’s hands. This research method is appropriate as the online 
platform provided anonymity for comment contributors, which empowered them to be free 
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and open with their opinion without real-life identity boundaries (Papacharissi, 2004). The 
study was designed to identify the factors and themes that influenced audience response to 
gay-targeted advertising and to determine if it supports the findings of previous research 
studies (Whitley, 2009; Averett, Strong-Blakeney, Nalavany & Ryan, 2011; Jefferson & 
Bramlett, 2010; Felmlee, Orzechowicz & Fortes, 2010; Walls, 2010; Calzo & Ward, 2009; 
Hooghe, Claes, Harell, Quintelier & Dejaeghere, 2010; Heath & Goggin, 2009) Factors found 
in Study One will be used to inform the remaining studies.  
Study Two focuses on the introduction and development of the proposed concept of cryptic 
marketing, which addresses the current gap in covert marketing studies. Specifically, the non-
targeted consumers are masked from the underlying message through cryptic codes and 
symbols that only the targeted group can interpret. This concept is explored through twenty, 
face-to-face interviews, made up of ten heterosexual and ten gay/bisexual samples, of equal 
gender split, with the use of print car advertisements of various levels of gay encryption. 
Findings of RQ2 will inform and address the third and final study.  
Study Three utilises an experimental design to empirically test the effectiveness of cryptic 
marketing to determine if (1) gay-intolerant and (2) gay-indifferent respondents, are able to 
identify, understand or respond negatively to the gay cues in the cryptic advertisements. And 
(3) if gay-friendly and (4) gay/bisexual respondents, are able to identify, understand and 
respond positively to the gay cues in the cryptic advertisements. An experimental design was 
deemed appropriate for this study because it provides more persuasive support for causality 
than traditional exploratory or descriptive research designs, due to the manipulation of the 
supposed casual construct (Churchill & Iacobucci, 2005). The results will empirically 
determine if the proposed cryptic marketing concept works in targeting subculture groups, 
while circumventing the awareness of those potentially disagreeable consumers in the wider 
market. An overview of the research program is presented in Table 1. 
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Research 
Overview 
Sample Size  Research Questions to be 
Addressed 
Objectives Method
Study One
 
Online 
comments 
 
Qualitative 
 
231 comments 
 
‘Rip and Roll’ 
Campaign, News 
Article 
 
What are the factors that 
influence consumer response 
to gay-specific 
advertisement? 
 
(RQ1) 
 
To identify and 
understand the factors 
that influence 
behaviour when 
exposed to gay-
specific 
advertisements 
 
Thematic 
Analysis 
Study Two
 
Semi-
structured in-
depth 
interviews 
 
Qualitative 
 
20 interviewees 
 
5 male and   
5 female each: 
(gay/bisexual) 
(heterosexual) 
 
How can marketers avoid 
alienating the wider market 
when communicating to the 
subculture market? 
 
(RQ2) 
 
To introduce and 
develop the use of 
cryptic marketing in 
targeting subculture 
and avoiding negative 
sentiments from non-
target audience 
 
In-Depth 
Interview 
Study Three
 
Online 
surveys 
 
Quantitative 
 
 
400 
(Gay-intolerant: 
n=94) 
(Gay-indifferent: 
n=95) 
(Gay-friendly: 
n=108) 
(Gay/Bisexual: 
n=103) 
 
How can we improve 
branding in subculture 
markets in marketing without 
lowering branding among the 
non-target audience?   
 
(RQ3) 
 
To empirically test the 
effectiveness of 
cryptic marketing on 
branding among target 
subculture and non-
target audience 
 
 
Experimental 
Design 
Table 1: Overview of Research Program 
 
1.5 Overview of the Thesis 
This overview briefly describes the content of each chapter in the thesis. The thesis comprises 
of seven chapters (see Figure 1). 
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Chapter 2: Literature Review provides a review of literature across the fields of study 
related to the overall research question, including current shortfalls in covert marketing 
strategies, subculture cues and social identity theory. Based on this review, the chapter 
identifies the key research gaps and presents the research questions driving this thesis.  
Chapter 3: Methodology and Research Design provides the philosophical orientation of 
this research study as well as the overall research program. Consequently, this chapter 
presents all three studies and their approach in data collection and ethical considerations.  
Chapter 4: Method and Findings for Study One presents the qualitative results of Study 
One, which aimed to identify and understand the factors that influence audience reaction to 
gay-specific advertisements. Consequently, this chapter presents an introduction and brief 
justification of the method used in Study One, followed by the findings and discussions 
specific to those results.  
Chapter 5: Method and Findings for Study Two presents the qualitative results of Study 
Two, which aimed to develop and explore the effectiveness of cryptic marketing with both 
gay and non-gay interview respondents. Consequently, this chapter presents an introduction 
and brief justification of the method used in Study Two, followed by the findings and 
discussions specific to those results. 
Chapter 6: Method and Findings for Study Three provides the quantitative results of 
Study Three, which aimed to empirically test the effectiveness of cryptic marketing in 
targeting subculture groups, as well as bypassing objections from non-subculture markets. 
Consequently, this chapter presents the experimental design method of Study Three through 
the use of an online survey tool, the proposed hypotheses and the hypotheses test results, 
followed by the findings and discussions specific to those results.  
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Chapter 1: Introduction 
Provides a brief overview of the research purpose and design 

Chapter 2: Literature Review 
Presents critical analysis of current literature, highlighting the research gaps 
and outlines the research questions 

Chapter 3: Methodology and Research Design 
Presents the philosophical orientation, overall research program and ethics. 

Chapter 4: Method and Findings for Study One 
Presents the method, results, findings and discussions specific to Study One 

Chapter 5: Method and Findings for Study Two 
Presents the method, results, findings and discussions specific to Study Two 

Chapter 6: Method and Findings for Study Three 
Presents the method, hypotheses, results, hypotheses outcome, findings and 
discussion specific to Study Three 

Chapter 7: Discussion and Conclusion 
Addresses the research questions, based on the combined results of the studies, 
and provide the overarching contributions of the research 
Figure 1: Summary of Thesis Structure 
 
Chapter 7: Discussion and Conclusion concludes this thesis by addressing the research 
questions outlined in Chapter 2 by drawing on key findings of Study One (Chapter 4), Study 
Two (Chapter 5) and Study Three (Chapter 6). This chapter also provides the overall 
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theoretical and practical contributions of this research, as well as the limitations of the overall 
research design. Finally, it presents suggestions for future research. 
 
1.6 Conclusion 
This chapter has provided an overview of this thesis, which introduces the use of cryptic 
marketing in strategically targeting gay subculture markets, while circumventing the gay-
intolerant consumers. Specifically, it outlined the research problem (Section 1.1), research 
rationale (Section 1.2), research objectives (Section 1.3), research approach (Section 1.4), and 
an overview of the structure of the thesis (Section 1.5). 
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Chapter	2:	Literature	Review	
The previous chapter outlined the overview of the thesis, including the research problem, 
rationale, objectives and approach. The structure of the thesis was also explained. The 
purpose of this chapter is to review relevant literature and to highlight key discussions to 
support the research focus. An evaluation into aspects of culture and subculture theories will 
be reviewed, including a discussion on the current research findings of consumer attitudes 
toward the gay and lesbian community. Although the focus of this research is on the gay 
subculture, the ideas are relevant to all other subcultures. Therefore, the literature review will 
begin with the use of a cultural model and cues (Section 2.1). This will be followed by self-
categorisation theory and social identity theory, explaining why consumers react and behave 
the way they do when processing advertising messages using their self-schemas (Section 2.2). 
An evaluation of communication strategies will determine current approaches and gaps in 
marketing methods that target consumers covertly (Section 2.3). Then, consumer behaviour 
theories will be discussed; specifically, on perception, motivation, beliefs and attitudes 
(Section 2.4). Following that, branding theories will cover aspects of brand legitimacy, brand 
community, emotional branding, brand equity, brand perception and involvement, as well as 
brand value (Section 2.5). Finally, the gaps and propositions of the research will complete 
this chapter (Section 2.6).  
Marketers are constantly striving for better and more efficient ways of targeting the ever-
changing consumer market. Mass marketing is no longer the best approach to getting 
audiences’ attention and, therefore, a better understanding of the market is vital to the success 
of brands (Webster & Lusch, 2013; Thomas, 2007). The focus on niche markets is rising, as 
marketers identify specific values and subculture behaviour to understand how best to 
communicate with them (Mason & Wigley, 2013; Leigh, Peters & Shelton, 2006). For 
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example, the visual of a family having dinner in an advertisement may imply an aspect of 
family values in which audiences can relate to the brand. If the family was of Asian descent 
and the advertisement contained Mandarin-speaking characters, it can be interpreted that the 
intended target audience is of Chinese heritage who understand the language (Brumbaugh, 
2012). Similarly, brands can differentiate themselves from others through their offerings by 
including cues such as the halal symbol, which indicates that the products sold by the brand 
are consumable by the Muslim market (Rarick, Falk, Barczyk & Feldman, 2012). Although 
such marketing strategies are effective in targeting the intended audience, the non-target 
markets can perceive it as “exclusive” and, therefore, feel excluded from the brand (Rezai, 
Mohamed & Shamsudin, 2012). More concerning, some non-targeted consumers may even 
misinterpret the signs and meanings to be discriminatory or unpatriotic if it meant excluding 
the dominant culture in the communication. For example, the halal symbol has been 
misinterpreted as supporting the Islamic religion and possibly funding acts of terrorism 
(Ramakrishna, 2005). Therefore, it is important to understand how marketers can strategically 
communicate to their intended audience without alienating the non-intended audience.    
 
2.1 Marketing to Subcultures 
In order to discuss the topic of subcultures such as the gay market, it is important to 
understand the role of subcultures and culture within a society. As such, the following 
sections will discuss culture, subculture and the challenges of marketing to gay consumers.   
2.1.1  Culture 
To effectively communicate with consumers, organisations need to build experience and 
knowledge about their target markets. Besides demographic variables (such as income, 
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gender, education levels or age), social aspects (such as culture) can be beneficial information 
to behold (Kale, 1991). The proposed definition of culture is: “the set of basic values, 
perceptions, wants and behaviours learned by a member of society from family and other 
important institutions” (Kotler, Brown, Adam & Armstrong, 2001, p. 203). This set of basic 
values, perceptions, wants and behaviours provide a cognitive map of consumers that “drive 
perception, thoughts, reasoning, actions, responses and interactions” (Leo, Bennett & Hartel, 
2005. p.34). As such, culture is a product of the mutual adaptation between environment and 
human – including symbols, languages, values and norms – as well as life attitude, 
behaviours and styles (Chang & Huang, 2005). 
Culture underlies the way consumers think and is, understandably, important in the decision-
making process (Leo, Bennett & Hartel, 2005). As knowledge is shared and perpetuated by 
members of a group, culture can be adapted easily through socialisation and participation in a 
cultural group (Brumbaugh, 2002). This suggests that, through a high-context cultural society 
or community, many verbal, non-verbal and visual cues can be interpreted differently and 
distinctively from other dissimilar societies or communities (An, 2013). Consequently, as 
culture shifts, it will impact on cultural consumption meanings and practices and 
consumption-related subcultures forms and changes (Kozinets, 2001). 
It should be noted that with online communication on the rise and the embracing of cultural 
diversity in societies, the ability to experience foreign cultures is much easier than previously 
(Harrison & Thomas, 2009). Likewise, with popular culture, J. K. Rowling’s Harry Potter 
books created a cultural phenomenon and the first six books sold in excess of 300 million 
copies, only to trail The Bible and The Thoughts of Chairman Mao as the biggest bestseller of 
all time (Brown, 2007). Along with that came the movies and tie-in merchandise (such as 
DVDs, computer games, action figures and Potter-themed apparel), spawning “Pottermania” 
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(Nylund, 2007; Cova, Kozinets & Shankar, 2007) and catering to subgroups within the 
broader culture. The expansion of culture beyond traditional realms has also brought about 
another important influence in consumer purchasing choice of brands – the rise of 
subcultures.   
2.1.2 Subculture 
Consumption choices bring about the growth in the number of subcultures. The importance of 
subcultures in marketing is likely to increase as a result of growing global integration and the 
concomitant decline in the importance of the nation-state (Ohmae, 1990). Products and 
objects have meanings independent of their functional uses. Therefore, the key to 
understanding subculture is to understand how consumers accrue symbolic meaning and 
construct an identity with their products and services consumed (Velliquette, 2000). With the 
growth of subculture clusters within a dominant culture, marketers are continuously finding 
strategies that will effectively communicate with the target groups (Cunningham & Melton, 
2014; Baxtor, 2010; Burnett, 2000; Haslop, Hill & Schmidt, 1998; Sha, 2004; Tuten, 2005). 
For example, the popularity of science fiction entertainment brought about the existence of 
Star Trek fans, or “trekkies” in 1967. Until today trekkies are considered fans of the Star Trek 
franchise who worshipped anything connected with Star Trek and would “sell his or her 
mother for a pair of Spock ears” (Ahl, 1977, p. 162). Another example of a symbol is the use 
of the Vespa scooter and the Italian youth market (Mason & Wigley, 2013). Similarly, Kates 
(2002) identified significant subculture affinities, such as goths, punks, lesbians, gays, 
fundamentalist Christians, Harley Davidson enthusiasts, Star Trek fans, mountain men and all 
manner of consumers, forming local, national, global and even cyber collectivities (p. 383). 
Likewise, the use of the Burberry checked caps, represented the chav subculture in the UK, 
who are described as “white working class youths dressed in street wear clothing and 
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jewellery associated with vulgar taste, loutish and anti-social behaviour” (Mason & Wigley, 
2013, p. 174). With this also comes avoidance among non-subculture consumers as the 
uncertainty of subculture-associated brands may result in higher levels of anxiety (Singh, 
2006). For the current research, the focus is on one such stigmatised subculture – the gay 
community.  
2.1.3 Attitude towards Gay Subculture 
Gay and lesbian valence into mainstream culture has occurred in many societies, such as in 
the US, UK and Australia (Trau & Hartel, 2007; Pope, 1995). Besides the annual Mardi Gras 
in Sydney, the “gay street” along Oxford Street in Sydney has become the meeting place for 
many gay males to catch up, socialise, shop and interact (Van de Ven, Kippax, Crawford, 
French, Prestage, Grulich. Kaldor & Kinder, 1997). As more western societies accept gay and 
lesbian lifestyles, the rights of the ‘Lesbian, Gay, Bisexual and Transgender’ (LGBT) 
community has also increased significantly (Hooghe et al, 2010). Legal protections (such as 
same-sex marriage or sexual preferences within anti-discrimination laws) have been added as 
recognition of overall public attitude towards the LGBT community in countries such as 
Canada and Belgium (Hooghe et al, 2010). Such support for gay legal rights reflects 
improved public opinion about the subculture group (Averett et al, 2011).  
However, homophobia remains a concern in some societies with strong prejudice against the 
gay and lesbian market (Hooghe et al, 2010). According to Tucker and Potocky-Tripodi 
(2006), a substantial proportion of the population still believes that homophobia should be 
embraced, rather than challenged. Studies have shown prevalence of stereotype, violence, 
discrimination and harassment towards the gay subculture (Clyman & Pachankis, 2014; 
Hatzenbuehler & McLaughlin, 2014; Hildebrand et al, 2013; Ross, Tikkanen & Berg, 2014; 
Herek, 1984; Herek, 2002; Herek, Gillis & Cogan, 1999; Diaz, Ayala, Bein, Henne & Marin, 
16 
 
2001). This has been reflected in constitutional changes introduced in countries such as 
Uganda and Brunei, in the form of anti-gay legislation (Ring, 2014) and death by stoning 
(Garcia, 2014). Such homophobic reactions have moved from traditional prejudice towards 
homosexuals, to hostility toward equal rights for LGBT groups and their cultural and social 
presence in society (Hooghe et al, 2010).  
According to Calzo and Ward (2009), attitudes toward homosexuality are informed by two 
socialisation agents that shape beliefs; the formal and informal. Formal sources of 
information include health care professionals and school sex education courses, while 
informal sources include parents, friends and the media (Calzo & Ward, 2009). Informal 
sources play an important role in shaping attitudes and values about sexuality, gender roles, 
sexual stereotypes and romantic relationships (Calzo & Ward, 2009). As such, the impact of 
informal sources can affect how the gay community is perceived, whether within the gay 
social circle or among non-gay consumers. Therefore, it is important for marketers to 
understand the attitudes of both gay and non-gay consumers in developing marketing 
messages and strategies.   
Marketers need to consider other strategic options given that it is not their role to change 
consumer attitudes towards homosexuality. Herek (1986) believes attitudes can be defensive-
expressive, social-expressive or value-expressive. The defensive-expressive function relates 
to the unconscious negativity toward gays and lesbians involving gender roles and sexual 
identity (Herek, 1993a). Those expressing defensiveness may be distancing themselves from 
what is deemed unacceptable, such as their insecurity about conforming to gender roles 
(Herek, 1993a). This is the most difficult to change as defensive-expressive attitudes work on 
an unconscious level and are usually met with great resistance to change (Herek, 1993b). As 
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such, marketers need to avoid invoking the defensiveness in anti-gay consumers when 
communicating with the LGBT market. 
Socially-expressive function to gain approval from others, reinforces the social boundaries of 
what is acceptable and unacceptable between groups (Herek, 1993a). Two groups exist. An 
in-group, where a person identifies as being a member. And an out-group, with whom he or 
she does not identify with. Self-esteem increases when behaviour emphasizes the in-group 
membership (Herek, 1993a). As such, the greater the extent an in-group member believes an 
out-group poses a threat, the more they do not accept the out-group (Whitley, 2009). 
Therefore, marketers need to communicate with the LGBT market in a socially acceptable 
manner. 
Value-expressive relates to the individual and their values as a central extension of the self-
identity (Herek, 1993a). These values are central to an individual’s cognitive processing and 
thus, any attempts at changing attitudes without considering values, are likely to fail (Vicario, 
Liddle & Luzzo, 2005). Given that values are rated differently on importance, it is critical to 
understand an individual’s existing value structure to enable a change of attitude (Vicario, 
Liddle & Luzzo, 2005). As such, marketers need to consider both subculture and dominant 
culture values in their marketing strategies. 
2.1.4 Factors affecting attitudes towards Gays 
Studies have identified several variables that affect individual attitudes toward homosexuals 
and homosexuality (Hicks & Lee, 2006; Whitley, 2009; Averett et al, 2011; Herek, 2000; 
Jefferson & Bramlett, 2010; Felmlee, Orzechowicz & Fortes, 2010; Walls, 2010; Calzo & 
Ward, 2009; Hooghe et al, 2010; Heath & Goggin, 2009). These factors include gender, age, 
education level, race, political affiliation, religiosity and stereotypes about homosexuals. 
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These form the strongest predictors of attitude towards homosexuality in general or 
specifically to gay men or lesbians (Hicks & Lee, 2006).  
Groups such as males, elderly, more religious, strong Republican partisans, conservatives, 
less educated and non-whites were found to hold more anti-gay and anti-lesbian attitudes 
(Hicks & Lee, 2006). Men had a greater relative sexual prejudice towards gays and lesbians 
compared to women (Stover & Morera, 2007). According to Herek (2000, p. 254), “sexual 
prejudice functions mainly to demonstrate a person’s membership in the in-group and the 
goal is to disprove conclusively that one is a homosexual; the most vociferous expressions of 
sexual prejudice are directed at gay people of one’s same sex.” This means males need to 
prove that they belong to the in-group by disassociating – and not accepting – the out-group 
behaviour and, as such, express greater anti-gay behaviour.  
Age is another influential factor as older people are more likely to hold more negative views 
of gays and lesbians (Averett et al, 2011). These older individuals are also likely to hold more 
conservative political affiliations (Averett et al, 2011). Education levels have also shown 
correlations with openness towards the gay community; those more highly-educated holding 
more positive attitudes toward gays and lesbians than those with less education (Averett et al, 
2011).  
Of the factors identified, religion and religiosity appear to be the strongest predictor of anti-
gay attitude. Homosexuality is often considered a moral, legal and religious issue, beyond 
just the concern of sexuality (Calzo & Ward, 2009). As such, moral absolutism strongly 
opposes gay and lesbian rights – especially those who display high religiosity and 
fundamentalism – which explains their historically, anti-gay stance (Hooghe et al, 2010; 
Walls, 2010; Jonathan, 2008). Even contemporary interpretations of many religions officially 
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reject homosexual practices. Therefore, most who do not have an opinion about 
homosexuality are likely to adhere to religious teachings and are more likely to express anti-
gay sentiments (Hooghe et al, 2010). This is exacerbated for those who are not only involved 
in religion, but have a religious identification (Hooghe et al, 2010). This sentiment exists 
even though most religions teach tolerance toward those who are different – yet many 
prominent religions condemn homosexuality and, to some extent, permit prejudice against 
people who are perceived to violate their religious value system (Whitley, 2009). 
Attitude towards gays and lesbians are formed through factors such as religious motivations, 
conformity to rigid gender scripts and also the belief that homosexuality is a choice and is 
therefore “controllable” (Jefferson & Bramlett, 2010; Averett et al, 2011). Studies have 
shown those who view homosexuality as a lifestyle choice are more likely to have negative 
attitudes towards gays (Aguero, Block & Byrne, 1984; Herek & Capitanio, 1995; Herek, 
1984). One study claimed that homosexuals could become heterosexual through 
psychotherapy (Spitzer, 2003), although it was retracted and dismissed by the author himself 
(Spitzer, 2012). Others blame gay orientation as a consequence of abuse, where a male father 
figure is absent (Hunt, 2011). As such, conservative, religious authorities portray 
homosexuality as a matter of choice and, therefore, controllable and changeable, resulting in 
followers of the religion taking on that viewpoint too (Whitley, 2009). Therefore, if people 
believe that a stigma is under the control of the stigmatised person, the more negative the 
attitude they will hold toward that stigmatised person (Whitley, 2009).  
Besides the perception that gay and lesbians “choose” to be homosexual, some people have 
formed stereotypes about the LGBT community. According to Felmlee, Orzechowicz and 
Fortes (2010), Americans perceive gay men as “gentle, passive, effeminate and well dressed”, 
and believe that gay men violate acceptable male gender roles. Other stereotypes describe 
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homosexuals as sexually promiscuous, sexual predators and are unable to form long term, 
intimate relationships (Felmlee, Orzechowicz & Fortes, 2010). These stigmas are based on 
biased perceptions and cognitive processes, such as the recall of stereotype-confirming 
information which has led to the formation of sexual prejudice (Felmlee, Orzechowicz & 
Fortes, 2010). Such stereotypes and prejudices make any short term intervention to shift 
attitude and behaviour changes towards LGBT individuals difficult (Tucker & Potocky-
Tripodi, 2006).  
With religion and religiosity playing important roles in influencing people’s attitude towards 
the LGBT community, the rise of lobby groups become a concern for the gay subculture. For 
example, some churches have had to respond to conservative lobby groups regarding moral 
concerns, of which LGBT sexuality is one (Hunt, 2011). Conservative lobby groups, such as 
Christian lobby groups, operate outside of churches, but oppose the liberalising of 
mainstream denominations and wider influence of post-Christian societies (Hunt, 2011). 
These groups fight against the disintegration of the moral fabric of society, such as the 
unnatural contention of homosexuality in society constituting a public menace and a façade 
for sexual perversion (Hunt, 2011). Such forms of activism usually arise from moral outrage, 
with attempts to create and exploit power resources, such as religious followers to enforce 
change on offending practices and policies (Heath, 1997). In the context of the LGBT 
community, religious lobby groups can attempt to impose their in-group moral or ethical 
concerns on society, corporations and government, including anti-gay objectives (Jaques, 
2013). As such, any public signs of gay acceptance will be met with moral and religious 
objections from such lobby groups. For example, lobby groups such as ‘One Million Moms’ 
in the USA have objected to JCPenney featuring a gay male couple and their kids in a 
Father’s Day advertisement, quoting that homosexuality is wrong and asking members to 
write “refused... return to sender” on their catalogue when it arrives (Block, 2012). With 
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claims of one million supporters, this exemplifies that marketing toward the gay subculture is 
– and will – become a bigger challenge. 
2.1.5 Marketing to the Gay Subculture 
Much like mass culture, subculture groups share common norms, attitudes and values through 
symbolisms or other communication methods (Chang & Huang, 2005; Kozinets, 2001; 
Brumbaugh, 2002; Quester, Neal, Pettigrew, Grimmer & Davis, 2007). The distinctiveness of 
subculture is that the subgroup self-selects their beliefs and values, unique jargons, rituals and 
modes of symbolic expression (Schouten & McAlexander, 1995).   
Unique, homologous styles or ideologies of consumption are expressed through certain 
products or activities, specific to the sub culture, which is of great interest to marketers and 
researchers (Hebdige, 1979; Kinsey, 1982; Schwendinger & Schwendinger, 1985). 
Subculture styles may also be copied by non-members or consumers who do not socialise 
with them or, in some cases, commercialised for mass consumption as a form of fashion or 
trend (Schouten & McAlexander, 1995). For example, through popular television culture, the 
term “metrosexual” became commonplace which, according to Lertwannawit and Guild 
(2010), referred to a better-groomed and well-dressed man with a penchant for so-called 
“feminine” interests and activities, such as shopping, cooking and the arts (p. 85). The 
metrosexual concept has blurred the categories of heterosexuality, homosexuality and 
bisexuality within the category of men, but kept the effect on the categories of men and 
women (Dittmar, Beattie & Friese, 1995).  
Alternatively, some companies and mainstream markets try exceedingly hard to avoid being 
associated with certain subculture behaviours (Brumbaugh, 2002; Mason & Wigley, 2013). 
The interpretation of the subculture cues by consumers within the dominant culture may be 
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limited and, therefore, negatively or stereotypically associated (Brumbaugh, 2002). A study 
by Bhat, Leigh & Wardlow (1996) found that advertisements with homosexual imagery drew 
positive response from homosexual respondents, when compared to heterosexual imagery. In 
research conducted by Prime Access and PlanetOut in 2008, over 5000 gay, lesbian and 
general population respondents in the USA were surveyed on gay and lesbian consumer 
habits and brand perceptions. The survey revealed that gays and lesbians are overwhelmingly 
positive towards gay imagery in commercials, but the majority of the general population are 
not sure or would expect no change in their impression of the company. Nearly a quarter of 
those surveyed thought gay imagery in commercials would have negative impression on them 
(Prime Access and PlanetOut, 2008). This may result in the general population avoiding gay-
associated brands or products in fear of being labelled “gay” (Oakenfull & Greenlee, 2005; 
Puntoni, Vanhamme & Visscher, 2011; Puntoni, Schroeder & Ritson, 2010; Brumbaugh, 
2002; Kates, 1999, 2002 & 2004). This reinforces a need to understand how to market to gay 
men without ostracising the general population.  
Although the 2008 Prime Access and PlanetOut research result did show positive feelings 
from the gay and lesbian group with the use of gay imagery in commercials, there is also 
some avoidance among the gay community members in purchasing gay-associated brands 
(Prime Access & PlanetOut, 2008). According to Kates (1998), purchasing preferences may 
bear a complex relationship with an individual’s perception of the gay community. His 
research findings conclude that some consumers deliberately avoid gay-influenced brands, 
products or services (Kates, 1998). Some consumers purposely and intentionally avoid 
certain forms of consumer experience or sometimes embracing other ones, which they 
believe to be non-gay (Kates, 1998, p. 106). This is a reflection of the consumer’s need to 
consciously resist what they perceive as the influence of gay subculture (Oakenfull & 
Greenlee, 2005; Puntoni, Vanhamme & Visscher, 2011; Puntoni, Schroeder & Ritson, 2010). 
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Therefore, it might not just be about marketing to gay men, but how to market effectively to 
gay men. 
Such subculture avoidance can severely affect a company’s primary aim of gaining profit, 
which places marketers in a dilemma – stick by the mainstream market or pursue the 
subculture target (Oakenfull & Greenlee, 2005; Puntoni, Vanhamme & Visscher, 2011; 
Puntoni, Schroeder & Ritson, 2010). For example, Subaru is a company that targets the gay 
market openly (Donaldson-Evans, 2004). Subaru's approach worked well given that lesbian 
consumers were already a core consumer base and therefore the gay market responded 
positively to their target advertising (Subaru Case Study, 2010). Subaru's unwavering, 
authentic relationship with the gay market went beyond mere advertisements, including the 
sponsoring of gay and lesbian events, AIDS research and outreach programs (Subaru Case 
Study, 2010). The result saw increased bottom line and Subaru being honoured by various 
gay organisations (Subaru Case Study, 2010). On the other hand, Jaguar’s attempt at 
specifically targeting the gay market in 2005 in gay media and publication, met with strong 
protests from AFA (American Family Association), which threatened the company (Ford) in 
a widespread call for boycott by the “conservatives” (Hooten, Noeva & Hammonds, 2009; 
Keegan, 2005). This leads us to the importance of symbols and cues and their significance in 
subcultures. 
2.1.6 Subculture symbolisms in consumer behaviour 
In 1978, a new symbol was created for the gay and lesbian community, a flag that had 
colours of the rainbow and was paraded for the first time in the San Francisco Gay and 
Lesbian Freedom Day Parade (Wiegand, Johnson, Dawson & Ward, 2008). Since then, the 
rainbow flag has become a symbol representing the existence and acceptance of the gay 
community (Wiegand et al, 2008; Rosenbaum, 2005; Kates, 2002). This exemplifies the use 
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and importance of symbols with which people within the culture and subculture can identify 
and connect. 
According to Levy (1959), symbolic consumer behaviour rests on the idea that products (as 
objects) have meanings independent of their functional uses. Symbols exist within and gain 
meaning from culture, helping create and communicate the meaning of a situation or 
relationship (Duck, 1994). Symbols help give meaning and experience within a culture, 
powerful enough to influence people’s feelings and motivation, and the formation of an 
existence (Bell, 1997). As different symbols carry different meanings to different cultural 
groups, it is a vested interest of marketers to understand how consumers accrue symbolic 
meaning and construct an identity with the products and services they consume (Velliquette, 
2000; Wiegand et al, 2008). For example, the use of the pink triangle logo may not have 
significant meanings to society in general, but for the gay market, it is a symbol of the 
identification of homosexuals in Nazi death camps during the holocaust and is used today by 
many gays as a symbol of pride and gay friendliness (Bridges & Rodriguez, 2000). However, 
it is important to note that not all gay or lesbian necessarily know the meaning of every gay 
cue or symbol (Kates, 2002).  
In societies based on dominant culture, the significance of subculture is diminished (Suter & 
Daas, 2007). This highlights the need to study subculture existence and significance and its 
role in the ever-changing culture societies face. For example, in the push for same-sex 
marriage, widespread opposition arose because opponents simply oppose homosexuality 
(McVeigh & Diaz, 2009). Some oppose same-sex marriage based on definitional and moral 
grounds and that it is likely to harm society (Eskridge & Spedale, 2006); some fear gay rights 
will lead to special treatment or reverse discrimination (Bernstein, Kostelac & Gaarder, 
2003); while others believe homosexuality represents a threat to male privilege (Bernstein, 
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2004). Others have gone so far as to claim gay marriage will have adverse effects on the 
institution of marriage, although that has been dismissed (Farrell, 2011). Marriage, in the case 
for same sex couples, could constitute a form of symbolism, equal access to rights and 
privileges that heterosexual married couples enjoy and putting to rest the perception that gay 
unions are deviant and illegitimate (McVeigh & Diaz, 2009). Such forms of cultural stigma 
have a negative, indirect effect on positive self-perceptions on homosexuals, who will 
perceive it as a form of rejection from mainstream society (Frable, Wortman & Joseph, 
1997).  
Symbolic differentials exist between cultures and subcultures, but also within members of the 
same subculture community. A number of authors believe symbols are adaptable to multiple 
social uses and can be used for different individuals in different ways (Burke, 1968; 
Rothenbuhler, 1998, Suter & Daas, 2007). Even though individuals may assign “personal 
meanings to symbols, those meanings are still reflective of and in reaction to the culture in 
which the individuals exist” (Suter & Daas, 2007, p.178). For example, the number 4 is 
perceived to be unlucky in Chinese culture because it sounds phonetically the same as “death 
or die”, especially for those who speak the Chinese dialect of Cantonese (Mok & DeFranco, 
2000). On the other hand, the number 13 is widely considered an unlucky number, especially 
to Christians, because of its association with the Last Supper (Scanlon, Luben, Scanlon & 
Singleton, 1993).  
In the context of the gay community, a hanky code was a means of “identifying gay men and 
their arcane sexual predilections based on what colour handkerchief was worn and in what 
back pocket” (Kates, 2002, p. 388). However, given the limitation of local and current use, it 
was perceived to be an ambiguous and socially risky interpretation during the era of the 
closeted-gay past (Kates, 2002). Much like the strategic placement of a single earring in the 
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1970’s, the pierced right ear was used as a coded message by gay men (Angel, 2009). 
Symbols such as these can be used by marketers as identification markers to effectively 
communicate their brand and products through common subcultural cues (Wiegand et al, 
2008). Because symbols expressed can be misconstrued and create consumer confusion, this 
study will examine symbols and cues to better understand how to market across to the gay 
community. 
2.1.7 Cultural model/schemas and marketing of cues 
As discussed previously in relation to cultural and sub cultural relevance to this study, the 
identification of the cultural models and schemas is of importance to understanding the 
consumer decision-making process (Leo, Bennett & Hartel, 2005; Ozdipciner, Li & Uysal, 
2012; Liu, Lu, Liang & Wei, 2010). Cultural models and shared schemas are available to 
members of a cultural group that shares them, and access to this information would provide 
companies with knowledge of the culture/subculture composition (Brumbaugh, 2002). 
Therefore, including “cues in ads that activate highly internalised cultural models may 
favourably affect advertisement attitude” based on personal beliefs and values (Brumbaugh, 
2002, p. 259). 
It is important for marketers to determine the cues used, aiming to resonate with most of the 
members of the target market to ensure a higher response rate (Wiegand et al, 2008). The key 
is whether to use cues that are distinctive to certain subgroups, to everyone in the subgroup or 
to respondents of the dominant culture (Brumbaugh, 2002). Additional processing may be 
required if the cues and the cultural model are weak, causing meaning-association to take a 
longer time or result in no understanding of the cues (Brumbaugh, 2002). The uncertainty of 
cues has resulted in fewer advertisements targeting subcultures, as its presence in media can 
cause dominant cultural viewers to take notice and learn that the ad is not targeted to them 
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(Aaker, Brumbaugh & Grier, 2000; Grier & Brumbaugh, 1999). Similarly, cues sensitive to 
subcultures could be misunderstood and result in a negative impact if not executed 
appropriately, while less sacred signal cues included in a novel way could result in a 
favourable manner (Brumbaugh, 2002; Kates, 2002). An example would be an advertisement 
used by Ford in marketing its “Focus” and “Fiesta” cars and using the tagline “everyone’s 
journey is different” and showing, on multiple occasions, two same-sex couples (Williams, 
2007). Likewise, Volkswagen’s “Welcome to the family” song in their television 
advertisement included the line “…and nanna’s meeting Bradley’s special friend”, with the 
visual of a bewildered older lady looking at a gay couple, showcasing the diversity of modern 
Australian family life (StopPress, 2013).  
From the evaluation of culture and subculture importance in consumer decision-making, 
understanding how the target market operates in the marketplace is critical for success 
(Schouten & McAlexander, 1995). Symbols and cues specific to subcultures each have their 
roles to play in influencing consumers purchasing behaviour (Kates, 2002). In order to better 
understand how consumers are affected by these symbols and cues, it is important to evaluate 
how consumers identify themselves with the values marketing messages communicated. 
Therefore, the next section will discuss how social identity theory plays a critical role in 
reinforcing culture and subculture effects on consumers’ decision-making processes.   
 
2.2  Social Identity Theory 
Social identity theory (Tajfel, 1982) proposes that identification of oneself as a member of a 
social group has a powerful influence on behaviour (Maldonado, Tansuhaj & Muehling, 
2003; Smith, 1993). A social identity is a person’s identification with a social category or 
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group (Hogg & Abrams, 1988). A social group can be defined as a set of individuals who 
hold a common social identification or view themselves as members of the same category 
(Stets & Burke, 2000; Reicher, Spears & Haslam, 2010).  
The social groups in which individuals place themselves are part of a structured society and 
exist only in relation to other contrasting categories, with differing levels of, for example, 
power, prestige or status (Hogg & Abrams, 1988). Identification with a group produces 
behaviour that is representative of the norms of that group and, therefore, behaviour is 
influenced by both how you see yourself as an individual and how you see yourself as a 
member of a social group (Maldonado, Tansuhaj & Muehling, 2003). These identities are 
more than just self-perception; they have emotional value and significance – a sense of 
esteem that attaches with the fate of the group (Reicher, Spears & Haslam, 2010). 
Psychological group formation is based on self-categorisation, which is based on relevance 
(Turner, Oakes, Haslam & McGarty, 1994) and it does not matter if the group is small, ad 
hoc, experimental or a widely-dispersed, culturally-produced social category (Maldonado, 
Tansuhaj & Muehling, 2003, p. 3). As such, an understanding of social categorisation theory 
is important in this research.  
2.2.1 Self-Categorisation Theory 
Self-categorisation is extended from social identity theory of the relationship between self-
concept and group behaviour that details the social cognitive processes that generate social 
identity effects (Hogg & Terry, 2000). The categorisation process was fundamental to social 
identity theory, but rather than just seeing interpersonal and intergroup dynamics as extreme 
ends, social categorisation characterises identity on differing levels of inclusiveness 
(Hornsey, 2008). It is recognised that individuals perceive themselves through their human 
identity, social identity (against other groups of humans) or personal identity based on 
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interpersonal comparisons (Hornsey, 2008). To determine which identity came to the 
forefront depended on accessibility and fit, where the social categories are perceived to 
reflect social reality or stereotypical expectations (Hornsey, 2008). Categorization may differ 
based on an individual’s ability and readiness to code and identify stimulus input in terms of a 
category (Bruner, 1957). As such, the higher the category accessibility, the more likely the 
category salience. The salience is prominent when the individual had past experiences or 
when influenced by short term factors, such as current needs and motives (Blanz, 1999).  
The categorising of self into in- and out-group, accentuated the perceived similarity of the 
target to the relevant in- or out-group, whether it is the cognitive representation of features 
that described or prescribed attributes of the group (Hogg & Terry, 2000; Hogg & Abrams, 
1988). As such, individuals assimilated themselves to the in-group and not as their unique 
self and, therefore, depersonalised self-concept. This happens when a category becomes 
salient and individuals see members less as individuals and more as interchangeable 
exemplars of the group (Hornsey, 2008). For example, a church member may see and 
assimilate the behaviour of other church goers in order to fit into the group, rather than to be 
themselves. 
People identify with numerous social groups or categories and these multiple identifications 
exist together under self-concept (Stets & Burke, 2000; Maldonado, Tansuhaj & Muehling, 
2003; Deaux, 1996; Reicher, Spears & Haslam, 2010). Each person has a unique combination 
of social categories. Therefore, the set of social identities making up the person’s self-concept 
is unique (Stets & Burke, 2000). Across time and situations, different identities may come to 
the forefront, exercising priority, but not negating the existence of the other identities 
(Maldonado, Tansuhaj & Muehling, 2003; Deaux, 1996). This explained how large numbers 
of people can act in coherent and meaningful ways by reference to shared group norms, 
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values and understandings (Reicher, Spears & Haslam, 2010). For example, concepts of 
gender are developed in a social context that influences the values and meanings associated 
with the membership group. Therefore, individuals internalised these values and meanings, 
identify with the gender group and see themselves as representatives of that group – and 
model behaviour accordingly (Maldonado, Tansuhaj & Muehling, 2003). According to Hogg 
and Terry (2000), this resulted in “normative behaviour, stereotyping, ethnocentrism, positive 
in-group attitudes and cohesion, cooperation and altruism, emotional contagion and empathy, 
collective behaviour, shared norms and mutual influence” (p. 123). 
Stereotyping is perceived to be judging other individuals based on the groups to which they 
belong; the original claim is that we would also stereotype ourselves (Reicher, Spears & 
Haslam, 2010). Individuals self-stereotype and conform to the group stereotype, which would 
lead to different behaviours, based on the salient characteristics of the category exposed at the 
time (Reicher, Spears & Haslam, 2010). The salience of a social categorization influenced not 
only the perception of self and others, but also group members’ actual attributes and 
behaviours (Smith, 1993; Maldonado, Tansuhaj & Muehling, 2003; Stets & Burke, 2000). By 
the process of “auto-stereotyping”, group members are motivated to conform to the in-group 
stereotype, which functions as a norm. Put simply, conformity is positively evaluated within 
the group, while deviance is negatively viewed (Smith, 1993, p. 302). For example, Pastor 
Sean Harris, the senior pastor at Berean Baptist Church in Fayetteville, urged parents to “man 
up” and “punch” effeminate boys the moment they see their child “dropping the limp wrist” 
(Hanlon, 2012). The accentuation of perceived difference therefore, places the effeminateness 
in the out-group and is judged negatively by the in-group (Stets & Burke, 2000). This 
accentuation occurs for all the attitudes, beliefs and values, affective reactions, behavioural 
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norms, styles of speech and other properties that are believed to be correlated with the 
relevant intergroup categorisation (Stets & Burke, 2000, p. 225). 
Researchers (Haslam, Oakes, McGarty, Turner, Reynold & Eggins, 1996; Hogg & Abrams, 
1988; Haslam, Turner, Oakes, McGarty & Reynolds, 1997) have found that stereotyped 
perceptions of in-group members and out-group members are enhanced and made more 
homogenous by identification with the in-group, while others found that group identification 
influenced the view of the self as prototypical in the group (Hogg & Hardie, 1992). It was 
found, too, that in-group homogeneity is especially strong when members do not question the 
group behaviour (Brewer, 1993; Simon, Pantaleo & Mummendey, 1995). Those who 
question group behaviour were seen as a social cohesion threat. To defy group expectations 
of in-group members is seen as threatening and therefore evoke even more severe censure 
than when out-group members engage in the same act (Jefferson & Bramlett, 2010). This 
defined stigmatisation where members of social categories hold negative attitudes, 
stereotypes and beliefs toward members of another social category, based on some form of 
discrimination (Crocker & Major, 1989). Dominant groups within society not only devalued 
stigmatised groups, broader society or culture adopted the perception as well (Crocker & 
Major, 1989). For example, groups such as the Australian Christian Lobby used religious 
reasoning to exemplify such stringent member behaviour (Parkinson, 2011) and used religion 
to critique advertising standards and cast the stigmatisation to a broader society.   
As such, the notion of prototypes, which is central to the social categorisation theory, form 
the context-dependent features of group membership, whereby group members distinguish 
themselves from other groups based on beliefs, attitudes, feelings and behaviours (Hogg & 
Terry, 2000; Hornsey, 2008). A feature of prototypes is that they maximise similarities within 
and differences between groups. Prototypes are constructed, maintained and modified 
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through social interaction and are particularly influenced by what out-group is contextually 
salient (Hogg & Terry, 2000). According to Hogg and Terry (2000) an additional, epistemic 
motivation for social identity is the reduction of uncertainty. Besides self-enhancement, the 
need to reduce subjective uncertainty about one’s perceptions, attitudes, feelings and 
behaviours form as motivation for self-categorisation. Prototypes helped reduce uncertainty 
with simple, clear, highly-focused and consensual entitativity (Campbell, 1958). 
2.2.2 Salience of Social Categorization 
One aspect of social categorization theory is that of salience. According to Blanz (1999), 
whenever a person is perceived as a group member rather than an individual, a social 
categorization is said to be salient. Based on social identity theory, the salience of a social 
categorization focuses on the intergroup – rather than the interpersonal – level of a person 
(Tajfel & Turner, 1986), resulting in consequences such as stereotyping, collective behaviour 
or intergroup conflict (Turner, 1987). Salience pertained to the situation activation of an 
identity at a particular level, where this particular identity becomes active/salient as a 
function of the interaction between the perceiver and the situation (Stets & Burke, 2000, p. 
231). So, as a person’s social categorization becomes salient, it possesses affective and 
motivational significance; members can experience effect on behalf of the group and be 
moved to act toward group goals (Maldonado, Tansuhaj & Muehling, 2003; Smith, 1993; 
Ethier & Deaux, 1994; Ullah, 1987; Turner, 1987; Tajfel & Turner, 1986).  
Salience is a function of many factors, which includes social comparison against members of 
out-groups, differences and competition between groups (Smith, 1993, p. 301). It focuses on 
accessibility and fit, where accessibility is the readiness of an individual to use a particular 
self-category, and fit is the degree to which the stimuli match the criteria in the category 
(Maldonado, Tansuhaj & Muehling, 2003). As such, it is important for marketers to 
33 
 
understand the social category salience of gay consumers when developing targeted messages 
and their expected responses based on salience accessibility and fit. 
2.2.3 Social Categorization in advertisement processing 
Marketing literature has identified categorization, elaboration, and congruency as three 
important concepts in advertisement processing (Maldonado, Tansuhaj & Muehling, 2003). 
Categorization theory holds that individuals automatically attempt to match new stimuli with 
an evoked category description (Maldonado, Tansuhaj & Muehling, 2003). If a group identity 
is activated by an advertisement, then the brand or product in the ad may be linked to the 
category, triggering the use of the category attributes, beliefs, values and behaviours in 
evaluating the brand (Forehand, Deshpande & Reed II, 2002). Elaboration is thought to 
facilitate the categorization of stimuli and it is in the form of semantic analysis, based on 
concepts held in memory, in which the ad would be used to create expectancies about the 
brand or product depicted in the ad (Maldonado, Tansuhaj & Muehling, 2003). Finally, 
congruency refers to the match between the stimulus and the category prototype (Maldonado, 
Tansuhaj & Muehling, 2003). The closer the fit between the symbolism depicted in the ad 
and the prototype of a group member, the more likely that the appropriate subculture schema 
will be activated, and the more likely it is that those schema evaluations will be used to 
evaluate the targeted brand or product (Kates, 2002; Dittmar, Beattie & Friese, 1995). For 
example, the use of Ellen DeGeneres as spokesperson for JCPenney may reflect the 
company’s position as being gay-friendly, in which the brand may be evaluated favourably by 
the LGBT community.  
Social categorisation provides an understanding to the influences of identity on advertisement 
processing by showing in-group bias favouring the norms and prototypes of the group, 
leading to attitudinal and behaviour conformity (Maldonado, Tansuhaj &Muehling, 2003). 
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Therefore, a salient group identity should result in outcomes consistent with – and favourable 
toward – the activated identity (Maldonado, Tansuhaj & Muehling, 2003). 
2.2.4 Self-Schemas 
Self-schemas are defined as the storing of information about the self, and are an important 
part to congruency in message processing (Maldonado, Tansuhaj & Muehling, 2003). 
According to Markus (1977), self-schemas – which store information about the self – tend to 
be constantly and habitually accessed. Advertising messages are interpreted differently as 
each individual’s self-schemas serve as an interpretive framework for incoming, applicable 
information (Mick & Buhl, 1992; Markus, 1977). Self-schemas have been the focus in social 
psychology, especially in social identities (Howard, 2000; Reed, 2002; Kleine, Kleine & 
Kernan, 1993). According to Brumbaugh (2002), when a social identity refers to a minority 
group within society that is characterised by distinctive values, beliefs and behaviour, it can 
be perceived as subcultural self-schemas.  
In general, social self-concepts guide the perception, encoding and retrieval of applicable 
information (Oyserman, 2007), whether as a group member or individual. Although the 
importance of social categorisation to the sense of self can vary substantially among group 
members, some identities, such as racial, ethnic, class and sexual identities, tend to play key 
self-identification roles (Stryker & Serpe, 1994; Frable, 1997). Self-schemas related to these 
social identities therefore, may be implicated in advertising processing; particularly those 
messages include cues that could be interpreted as speaking to the consumer’s in-group 
(Puntoni, Vanhamme & Visscher, 2011; Puntoni, Schroeder & Ritson, 2010). Whether the 
message is delivered in a polysemous form or embedded with subculture cues, the 
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communication specific to social categorical groups is an opportunity to explore (Puntoni, 
Vanhamme & Visscher, 2011; Puntoni, Schroeder & Ritson, 2010).   
In this research, social identity theory is used as a platform from which to describe how social 
categorisation actually produces social identity phenomena. As such, by looking at subculture 
(such as the gay community) through a social identity perspective, provides a broader 
approach to understanding the influence of all the meanings and values associated with that 
subculture. In outlining the impact of subcultures within dominant cultures, as well as how 
social categorisation plays a role in behaviour within the in-group and against the out-group, 
there is a need to understand the factors in which society reacts to advertisements targeting 
the gay community. This suggests that there is a gap in the current research to verify the 
factors that influence consumer attitudes toward advertisements targeting the gay community. 
Given that public outcry for and against the promotion of gay-targeted advertisements, the 
first research question is: 
 RQ1: What are the factors that influence consumer response to gay-  
  specific advertisements? 
In summary, there is a need to identify the factors in which the public reacts to gay-targeted 
advertisements. Understanding the concerns will assist in the comparison against past 
research on gay-targeted advertisements and provide an opportunity in this thesis to identify 
current – or develop new – communication strategies in which to connect with the gay 
community, without alienating or offending those opposed to such advertising. The next 
section, therefore, will discuss strategic communications. 
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2.3 Strategic Communication 
As discussed earlier, the emergence of subcultures within society means organisations 
desiring to target them need to find effective ways to reach them. Besides the right message, 
marketers also need to develop the right communication strategy. Strategic communication is 
essentially about an organisation communicating its message purposefully to advance its 
missions (Hallahan, Holtzhausen, van Ruler, Vercic & Sriramesh, 2007). It allows 
organisations to present and promote themselves, as well as interact with their audiences 
(Hallahan et al, 2007). Organisations in the past were mostly interested in the uni-directional 
communication, where the sender’s message was of concern in the transmission and not that 
of the receiver (Grunig, 1992). However, the change towards the process of influence and 
meaning-creation has become accentuated (Rosengren, 2000; Hallahan et al, 2007). Influence 
is important for organisations wanting to change the behaviour of consumers and one of the 
tools at its disposal is persuasion (Cutlip, Center and Broom, 1995). Persuasion is a key 
method in promoting the acceptance of ideas and is therefore the essence of strategic 
communication (Hallahan et al, 2007). On the other hand, meaning-creation is also critical as 
it “involves questions such as how people create meaning psychologically, socially and 
culturally; how messages are understood and elaborated upon in memory; and how ambiguity 
arises, and how it is resolved” (Hallahan et al, 2007, p. 23). Therefore, strategic 
communication will be about understanding the meaning of the message, its implications to 
interpreting the world and the way we understand, explain, feel about and react towards a 
given phenomenon (Rosengren, 2000, p. 59). 
Meaning is created between the sender and receiver and is often developed from the 
interaction between the two (Mead, 1972). Meanings also have two dimensions: denotation 
and connotation (Langer, 1967). A denotation is the inter-subjectively shared significance of 
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a word, whereas connotation refers to all personal feelings and subjective associations related 
to a symbol – or that of cognition and behaviour (Hallahan et al, 2007; Rosengren, 2000; 
Littlejohn, 1983). Postmodern philosophers however, hold that meaning is solely shaped by 
the receiver, using their own life experiences and references to create meaning within the 
context of the message (Hallahan et al, 2007). An example of such meaning creation can be 
seen in popular culture, such as in the X-Men movie franchise. In the movie X2, when the 
character Bobby “comes out” as a mutant to his parents, his distraught mother asks if he has 
tried “not being a mutant” (Bartlett, 2010). Gay audiences may denote and connotatively 
associate that to someone coming out of the closet and facing a lack of understanding and 
acceptance from a family member (Bartlett, 2010). This presents the opportunity to use 
semiotics in strategic communication. Semiotics analyses the 'structures of meaning-
producing events, both verbal and nonverbal', in search of answers and meanings (Mick, 
1986, p. 197). It is important in strategic advertising and marketing communication as it 
provides meaning through symbolic and iconic conventions through rhetoric (Mick, 1986). 
For this research, however, the focus is on how existing signs and symbols within the 
subculture can be used to communicate with the target audience, rather than on semiotic 
creation.    
Understanding and applying strategic communication leads to the development of marketing 
communication tactics, which is an integral part of effective marketing for organisations. 
Therefore, the need to investigate a better way to persuade, influence and connect with the 
audience is critical (Hallahan etc al, 2007). Organisations need to understand the current 
strategies of communicating to audiences and identify any gaps and limitations. 
Understanding marketing communications and its components, therefore, is an important 
step. The following section investigates the variables of message content and consumer 
mindset. 
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2.3.1 Message versus Mindset 
This section will explain the two key variables important in marketing communication 
strategies: the message type and the mindset of the consumers. Besides developing the right 
message, marketing communication relies on two key variables to be effective; the strategic 
coordination of all messages (marketing) and media (communication) to influence its 
perceived brand value (Percy, 2011). Traditionally, explicit signalling or the conscious 
communication by a firm to its audiences is used (Milewicz & Herbig, 1997). This indicates 
that an identifiable interaction has occurred and the recipient has a chance to respond to the 
sender, based on the information provided (Milewicz & Herbig, 1997). Therefore, consumers’ 
knowledge or beliefs about the product and their evaluations help form their attitude about 
the advertised product (O’Donohoe, 2001). The use of clear symbols, words and non-verbal 
cues are visible to consumers’ consciousness and, therefore, communicate the key message to 
the intended audience (Bell, 1997). Most brands utilize these forms of marketing strategies to 
target the consciously-aware audience through the use of traditional communication channels 
(Percy, 2011). 
With changing consumer behaviour and improved communication channels, covert marketing 
strategies take on additional factors, such as how aware and guarded consumers are and the 
way the message is delivered to the intended audience (Hogan & Speakman, 2006; 
Bhatnagar, Aksoy & Malkoc, 2004). It is therefore important to understand the mindset in 
which consumers receive marketing messages.  
2.3.1.1 Conscious/Unconscious State of Mind of Consumers 
The difference in consumer consciousness can impact the effectiveness of marketing 
messages, ranging from viewers who are mindful of overt advertising to those who are 
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unaware of being deliberately advertised to (Heath, 2012). The level of awareness can also 
affect consumers’ level of scepticism, trust and persuasion of the message delivered (Darke & 
Ritchie, 2007). According to Key (1973, p. 35) “humans have at least two sensory input 
systems, one encoding data at the conscious level and a second operating at a level below 
conscious awareness”. As such, the unconscious mind still picks up visual or auditory 
stimulation beyond the range for normal sensory reception (Key, 1973). For example, in a 
gambling environment, such as a casino, the constant ringing bells or sirens for jackpot wins 
alters the casino patrons’ perceptions on their chances of winning (Gibson & Zielaskowski, 
2013). Therefore, it is important to identify and understand how aware and guarded 
consumers are for effective message communication.  
The success of covert marketing – whereby consumers are oblivious to marketing efforts – 
taps upon the unaware and unguarded mindset of the audience (Kuhn, Hume & Love, 2010; 
Wei, Fischer & Main, 2008). Marketers attempt to tap into the unguarded state of mind in 
which the consumer is unaware of the information delivered and, therefore, is more likely to 
accept and not disagree with the advertiser (Karremans, Stroebe & Claus, 2006). The 
vulnerability of consumers’ unguarded minds is targeted to persuade and motivate without 
considerable conscious and cognitive resistance (Theus, 1994). Freudian psychoanalytic 
theory states that most consumers’ drives and motives that underlie preferences reside in the 
id, deep within the subconscious mind. Therefore, consumers may not be aware of why they 
entertain a given preference and cannot express their true motives, even if they were disposed 
to it (Freud, 1966). Erb, Bioy & Hilton (2002) stated that subconscious effects can be 
overridden and corrected when attention is drawn to the influence of the stimulus. However, 
it is still an important element in developing effective marketing strategies, especially in 
audiences with individual or group perceptions and stereotypes about certain brands. For 
example, in the marketing of the movie Die Hard, the face of Bruce Willis was removed from 
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the original movie posters, fearing that audiences might not perceive him as an action hero 
and, therefore, impact ticket sales (IMDB Die Hard Trivia, 1988).    
2.3.1.2 Message Type 
In addition to the conscious/unconscious state of mind of consumers when marketed to, the 
nature of the message can also affect their decision-making process. Communication 
messages can be delivered in two modes: explicitly and implicitly (Key, 1973). Explicit 
messages, also called overt messages, are used regularly by marketers and advertisers in 
everyday media outlets, where clear and open information is delivered to audiences in an 
attempt to persuade them about the marketed brand (Milewicz & Herbig, 1997). The message 
content is easily comprehended and the message is void of any ambiguity. According to 
Nairn and Fine (2008), explicit mental processes are usually associated with controlled, 
reflective and deliberative behaviour, with the messages effortful, intended and consciously 
accessible. Implicit messages, on the other hand, are covert in nature (Milewicz & Herbig, 
1997). The message usually includes hidden information in which consumers may not 
consciously be aware of or may require specific knowledge to comprehend the intended 
meaning (Milewicz & Herbig, 1997). Implicit processes are associated with automatic, 
reflexive and impulsive behaviour (Santos, Seixas, Brandao & Moutinho, 2012). Such 
implicit messages can be used to communicate with specific target groups or to insinuate 
benefits in which the brand is unable to explicitly claim (Goode, 2007). For example, “Slim-
Fast Meals Options” implies that the product speeds up your life through the use of implied 
meanings to form their advertisement subtext (Hobbs, Broder, Pope & Rowe, 2006).  
Through identification of the four key variables of (1) conscious/guarded mindset of the 
target consumer; (2) subconscious/unguarded mindset of the target consumer; (3) implicit 
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messages; and (4) explicit messages, the following strategic grid is created for the discussion 
to illustrate the distinctive strategic targeting approaches available to marketers (see figure 2).  
 
 
 
 
 
 
 
 
Figure 2: Message/Mindset strategic grid 
This grid will identify the placement and nature of the various communication strategies that 
are implicit in nature and show how they differ from each other. They will allow the 
identification of gaps in the current marketing strategies and visually present the various 
covert marketing strategies, their strengths and limitations. 
2.3.1.3 Differentiating Marketing Strategies 
Marketing strategies can be generally separated into two approaches: overt and covert 
(Milewicz & Herbig, 1997). Overt methods include traditional forms, such as mass, target 
and direct marketing, where the marketing and advertising is recognised by consumers as 
messages paid by organisations to deliver intended cognitive and affective information to 
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persuade their behaviour to purchase specific brands, products or services (Milewicz & 
Herbig, 1997). Covert marketing strategies, on the other hand, conceal the commercial source 
of the communication, making an effort to not directly link the marketer to the consumer 
(Kaikati & Kaikati, 2004). The primary distinction of concealed sponsor is deemed necessary 
by some marketers because of rising consumer scepticism and disinterest in marketing 
communication and preconceived negative attitude toward brands (Sprott, 2008; Martin & 
Smith, 2008; Petty & Andrews, 2008; Goodman, 2006; Kaikati & Kaikati, 2004). The covert 
approach may also hide the intended message in the marketing communication, so as to avoid 
being explicit (Milewicz & Herbig, 1997). This covert approach is most suitable in 
overcoming the key issue of targeting stigmatized groups through public media (Puntoni, 
Vanhamme & Visscher, 2011).  
2.3.2 Overt Marketing  
From mass marketing, to direct marketing and one-on-one marketing, traditional target 
marketing methods have provided brands a means to effectively communicate with the 
intended audience (Percy, 2011). Through the use of explicit messages within the advertising 
copy, visual or audio, consumers are able to assess the information provided and make an 
informed purchasing decision (Milewicz & Herbig, 1997). However, with increased 
scepticism, distrust, disinterest and intolerance in marketing claims, consumers are not 
responding to the targeted messages (Darke & Ritchie, 2007). The guarded mindsets in 
consumers' means they are likely to repel or cautiously filter their assessment of the message 
proposition via their current perceptions and attitudes (Darke & Ritche, 2007). In addition, 
traditional advertising channels are declining in popularity among consumers owing to new 
forms of technology in media and information consumption (Swanepoel, Lye & Rugimbana, 
2009).   
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As previously discussed, another concern with target marketing practices is the risk of 
alienating secondary markets (Oakenfull & Greenlee, 2005; Oakenfull, McCarthy & 
Greenlee, 2008). With ever changing lifestyle and buyer behaviour, companies focusing on a 
specific target audience may exclude other audiences not identified in their marketing 
strategies (Oakenfull & Greenlee, 2005; Oakenfull, McCarthy & Greenlee, 2008). Such 
approaches may result in potential customers not including the company’s brand in their 
evoked set – or possibly in their inept set – due to the lack of acknowledgement. In addition, 
as companies expand their marketing activities, the promotional clutter across media channels 
increases (Lam, Lee & Mizerski, 2009; Chelminski & Coulter, 2007). This clutter makes it 
progressively more difficult to capture the attention of potential consumers (Swanepoel, Lye 
& Rugimbana, 2009). In addition, marketing strategies constantly evolving and morphing to 
cope with ever-changing consumer lifestyles and environments, marketers need to develop 
new covert approaches to deliver convincing messages effectively (Swanepoel, Lye & 
Rugimbana, 2009). To assess strategic marketing progression, it is important to understand 
the development of covert practices, its advantages and limitations. 
2.3.3 Covert Marketing 
Also known as stealth marketing, the use of covert marketing strategies evolved in response 
to consumers who had become more aware of messages in advertising, knowing that the 
information provided was made more persuasive in an attempt to turn over a profit 
(Swanepoel, Lye & Rugimbana, 2009). Marketers are well aware of the level of defensive 
consumer behaviour and, therefore, utilised covert marketing to expose consumers to brands 
in outlets not typically considered advertising terrain (Wei, Fischer & Main, 2008). This has 
been seen by an increase in consumer numbers turning to online recommendations for 
products, services and brands (Schindler & Bickart, 2012). Nonetheless, it has also been met 
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with scepticism regarding the authenticity and reliability of online recommendations (Hu, Liu 
& Sambamurthy, 2011). Covert marketing is effective because it either taps into the 
subconscious, unguarded mindset of consumers, or communicates with implicit, hidden 
messages or uses both implicit messages on subconscious consumers (Petty & Andrews, 
2008).  
According to Wei, Fischer & Main (2008), research indicates that “increasing congruency 
between brands and the media in which they are embedded can reduce the chance of alerting 
consumers that what they are seeing and/or hearing is actually persuasive message” (p. 35). 
This results in the lowering of consumer behaviour defensiveness when being exposed to 
marketing and advertising messages without the mind consciously being aware of the 
favourable brand exposure in familiar media (Petty & Andrews, 2008). By catching 
consumers at their most vulnerable and unguarded mindset, covert brands are effectively 
noticed in an already overcrowded marketplace (Kaikati & Kaikati, 2004).  
Covert marketing consists of various marketing techniques, such as viral/buzz marketing, 
celebrity marketing, bait and tease marketing, ambient marketing, advertorials and 
advertainment, among others (Petty & Andrews, 2008; Nairn & Fine, 2008; Kaikati & 
Kaikati, 2004). These methods have been used in the past successfully in driving consumers 
and their social group to desire the brand communicated. The first documented use of covert 
marketing appeared in 1879, with the creation of a less expensive second class postage rate 
and the communication piece that appeared to be from an independent third party instead of 
from a marketer (Petty, 2013). Such masked marketing gave rise to the use of covert methods 
and changed consumer behaviour and, at the same time, increased criticism of the advertising 
industry, diminishing effectiveness of advertising due to increasingly fragmented customers 
and changes in technological use (Petty, 2013; Petty & Andrews, 2008; Kaikati & Kaikati, 
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2004). With consumers’ growing cynicism to consumerism and the accessibility of 
information available online, covert approaches are considerably more strategic today than 
when they were first used (Swanepoel, Lye & Rugimbana, 2009).  
However, companies need to be cautious with the implementation of covert marketing 
operations, especially the impact on the consumer’s relationship with the brand (Milewicz & 
Herbig, 1997). According to Ashley and Leonard (2009), if consumers react strongly to a low 
involvement product, it is likely that higher involvement products will attest an even stronger 
reaction. Similarly, the nature of covert marketing may mean consumers exposed to the 
stimulus may increase their liking briefly, but are likely to not consciously recognise it 
(Zajonc, 1980; Bornstein, 1989). Questions have been raised on whether covert approaches 
are effective or merely adding to the existing media clutter (Rotfield, 2008; Petty & Andrews, 
2008). 
Milne, Rohm & Bahl (2009) suggest that there are conflicting perspectives about the 
effectiveness and ethical nature of covert practices in general. Covert marketing’s 
nondisclosure of persuasive intent to consumers may be perceived as unethical and deceptive 
and, therefore, likely to impact on consumer response (Kuhn, Hume & Love, 2010; Martin & 
Smith, 2008; Milewicz & Herbig, 1997; Mujtaba & Jue, 2005). Such deception, intrusion and 
exploitative practices have proved effective, but ethical transgression can have lasting and 
damaging consequences for firms (Martin & Smith, 2008; Aaker, Fournier & Brasal, 2004). 
Established trust and committed relationships between brands and consumers can easily be 
lost, especially when the emotional attachment is deemed betrayed and loyalty is misplaced 
(Ashley & Leonard, 2009; Martin & Smith, 2008; Thomson, MacInnis & Park, 2005). Brands 
may hope some consumers will downplay the significance of covert tactics, but the risk 
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remains that strong relations may also result in a stronger sense of betrayal and greater 
intention to retaliate against the firm (Grégoire & Fisher, 2008).  
Although covert strategies have proved to be effective, savvy consumers are uncovering their 
inconspicuous presence (Milewicz & Herbig, 1997). Covert tactics that targeted the 
unguarded minds of consumers have started becoming either noticeable or are recognisable as 
advertising, changing the strategy overtly (Nelson, Keum & Yaros, 2004). The practice of 
placement has resulted in consumers developing a negative attitude towards brands as they 
feel manipulated and controlled by such a practice (Ho, Yang & Lin, 2011). However, in 
mediums such as video games, product placement is seen as enhancing the realism of the 
game (Ho, Yang & Lin, 2011). The constant need to find new ways of targeting consumers 
covertly is therefore, important (O’Barr, 2013; Petty, 2013). This thesis focuses on three 
covert strategies that differ in their message type and mindset of targeted consumers, in 
identifying the gap in covert marketing strategies. A summary of the three popular covert 
strategies is presented in Table 2.  
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Covert Method Advantages Disadvantages 
Subliminal Advertising: 
 
Influences consumer behaviour 
by subconsciously altering 
preferences or attitudes toward 
consumer products (Moore, 
1982, p. 38). 
 
Message: Implicit 
Audience: 
Subconscious/Unguarded 
 
 Overcoming conscious 
blocking of 
advertisements by 
consumers (Petty, 
2013). 
 Past results never 
validly replicated and 
therefore not proven to 
work (Verwijmeren, 
Karremans, Stroebe & 
Wigboldus, 2010). 
 Method did not 
necessarily result in 
motivation to purchase 
(Petty, 2013). 
Product Placement: 
 
Shows products/brands in 
desirable use, but not 
intentionally hiding the brand 
(Martin & Smith, 2008). 
 
Message: Explicit 
Audience: Conscious/Guarded 
 Bypasses clutter on 
traditional media 
(Sawyer, 2006). 
 Adds realism to the 
content when used in 
line with the movie or 
television program 
(Martin & Smith, 
2008). 
 Affects brand 
preference and purchase 
intention (Kuhn, Hume 
& Love, 2000). 
 Can be perceived as 
deceptive advertising 
(Kuhn, Hume & Love, 
2000). 
 Lack of call to action 
(Hudson & Hudson, 
2010). 
 Consumers become 
more aware of product 
placement therefore 
more overt in nature 
(Goodman, 2006). 
 Difficulty in controlling 
the negative perception 
drawn from product 
placement (Williams, 
Petrosky, Hernandez & 
Page, 2011). 
 
Viral/Buzz Marketing: 
 
Created event that relies on 
word-of-mouth and dialogue, 
both online and offline, to 
spread the word about a brand 
or service (Ahuja et al, 2007). 
 
Message: Explicit 
Audience: 
Subconscious/Unguarded 
 Clear targeting that cuts 
through clutter (Kaikati 
& Kaikati, 2004). 
 Ability to add call to 
action (Ewing, 2009). 
 Creative, personal and 
more intimate (Bampo, 
Ewing, Mather, Stewart 
& Wallace, 2008). 
 Lower expense with 
online social platform 
(Dobele, Toleman & 
Beverland, 2005). 
 
 Reliant on source 
credibility and trust to 
be successful 
(Pornpitakpan, 2004).  
 Can be perceived as 
deceptive advertising 
(Balter & Butman, 
2006). 
 Alienation of 
consumers (Kirby, 
2006). 
 Nature of 
communication can 
lead to positive or 
negative brand 
perception (Zernigah & 
Sohail, 2012). 
 
Table 2: Summary of advantages and disadvantages of covert marketing strategies 
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A more detailed discussion and evaluation of the covert strategies, subliminal advertising, 
product placement and viral/buzz marketing has been included in appendix A.  
2.3.4 Gap in Current Approaches 
Through the evaluations of various covert marketing approaches in appendix A, it is evident 
that product placement and viral stealth-marketing have all been used in the past to 
effectively infiltrate the unguarded, subconscious minds of consumers (Wei, Fischer & Main, 
2008). However, the lack of conscious motivation to purchase, risk of betrayed consumer 
sentiments and increasingly media-wise consumers have resulted in mixed outcomes in 
recent times. The message/mindset grid shows a clear gap that can be tapped into by 
marketing strategists (see figure 3).  
 
 
 
 
 
 
 
Figure 3: Message/Mindset strategic grid covert marketing gap 
This gap in strategic design shows the potential of using implicit messages or symbols in 
targeting consciously-aware consumers. Although messages and symbols are implicit in 
nature, for some consumers, they can appear explicit, based on prior knowledge. Upon the 
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identification of a gap within the covert approaches in marketing strategies, there is then a 
need to understand how marketers can better communicate to the target audience in 
mainstream media and maintain the status quo with those in which the advertisement is not 
targeted. This leads to the next research question: 
RQ2: How can marketers avoid alienating the non-targeted market when 
communicating to the subculture market? 
To ensure effective targeting of audience groups, the next section will examine consumer 
behaviour theories. 
 
2.4 Consumer Behaviour Theories 
The study of consumer behaviour has been identified as an important part of effective 
marketing, owing to the shift of focus from production, selling, marketing and relationship 
marketing to customer satisfaction (Kotler, Brown, Adam, Burton & Armstrong, 2007). 
Many factors affect the decision-making process of consumers and it has been the primary 
focus of many marketers to determine how the consumer “black box” functions (Quester et 
al, 2007). According to Kotler et al (2001), the proposed definition of consumer buying 
behaviour is “the buying behaviour of final consumers, individuals and households who buy 
goods and services for personal consumption” (p. 192). This is supported by the definition 
provided by the American Marketing Association, which states that consumer behaviour is 
“the dynamic interactive results of emotion and cognition, behaviour and environment, with 
which people carry out exchanges in life” (Chang & Huang, 2005, p.131).  
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Many factors influence the buying behaviour, including that of psychological, personal, 
marketing programs, environmental influences, buyer responses, social factors and culture 
(Chang & Huang, 2005; Kotler et al, 2001). Cultural factors include culture, subculture and 
social class. Social factors include reference group, family, roles and statuses. Personal 
factors include age, occupation, economic circumstances, lifestyle and personality. And 
psychological factors include motivation, perception and beliefs and attitudes. (Kotler et al, 
2007). Consumers also possess cognitive and affective orientations to determine their 
consumer decision-making styles (Leo, Bennett & Hartel, 2005). Cognition is not always the 
most important element in decision-making because affect is becoming more relied upon 
among consumers (Hoyer & Stokburger-Sauer, 2012; Shiv & Fedorikhin, 1999). A study 
found the importance of emotional involvement and relationships with brands as a reflection 
of gay consumers’ identity (Adam, 2000). For example, one study has indicated that gay men 
are deemed more fashionably-conscious compared to heterosexual men and have preference 
for high quality, distinctive – and often trendy – clothes (Sha, Aung, Londerville & Ralston, 
2007). This means understanding the behaviour of the subculture market, such as the LGBT 
community, and presenting values important to them, is critical in influencing positive brand 
perception.  
To better understand consumer behaviour, it is important to establish the factors that 
influence how gay male consumers make decisions. The next sections will discuss the four 
psychological aspects of consumer behaviour: perception, motivation, beliefs and attitudes. 
2.4.1 Perception and Motivation 
The definition of perception is “the process by which people select, organise and interpret 
information to form a meaningful picture of the world” (Kotler et al, 2001, p. 197). It is 
crucial for marketers to understand the perception held by consumers as it will determine 
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whether the cues received are decoded appropriately and whether the attitude formed is 
positive or negative (Brumbaugh, 2002). Support for the gay community by organisations 
rests on the perceptual interpretations, as different meanings can be construed (Oakenfull & 
Greenlee, 2005). An example is the TV program ‘Queer Eye for the Straight Guy’. One 
perception may be that the program is about creating awareness of a gay lifestyle, expressing 
acceptance of “straight men” to gay men (Sender, 2006). Alternatively, gay men may have 
been stereotyped and typecast in a portrayal that they are overly concerned about fashion, 
beauty and interior design (Sender, 2006). The show was mocked for shifting the image of 
the “superficial and sex-driven” to the “superficial and image-obsessed” gay man (Sender, 
2006).  
Motivation theory focuses on the need that presses the consumer to seek satisfaction (Kotler 
et al, 2001). People are largely unconscious of the real psychological urge shaping their 
behaviour, which requires uncovering by researchers to determine people’s underlying 
motives (Kotler et al, 2001). As discussed in brand legitimacy, motivation in the gay market 
has been positively associated with cultural support for gay lifestyle and existence (Kates, 
2004). This is closely linked to the beliefs and attitudes of the gay male consumer that would 
have formed from their daily associations with gay and non-gay influences (Haslop, Hill & 
Schmidt, 1998). 
In an ethnographic study conducted by Kates, (2002), the author describes George, a newly-
out-of-the-closet man who is interacting with other gay men to learn about dressing 
attractively, embodying the subcultural meanings of bodily aesthetics and gendered 
flexibility. He became perceptive to the differences between his former experiences in the 
straight world and those in gay culture, and developed skills to interpret the consumption 
pattern of others (Kates, 2002). This exemplifies the change in perception and the motivation 
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behind the change. However, not all gay men fit into the same subculture behaviour or 
practices. With this, it presents the challenge on how brands should communicate with 
specific groups and yet, not alienate others. Therefore, to understand the role of perception 
and motivation, marketers also need to understand consumers’ individual beliefs and 
attitudes.  
2.4.2 Beliefs and Attitudes 
Kotler et al (2001), argue that, through acting and learning, people acquire their beliefs and 
attitudes, which in turn influences their buying behaviour. The proposed definition of belief is 
“a descriptive thought or conviction that a person holds about something”, while attitude is “a 
person’s relative consistent evaluations, feelings and tendencies towards an object or an idea” 
(Kotler et al, 2001, p. 200). The beliefs and attitudes of consumers are important in 
evaluating their consumer purchasing behaviour, as they may be based on factual information 
or emotional tendencies (Mitchell & Olson, 2000). Since attitudes are associated with the 
interaction of consumer characteristics with product characteristics, it is possible that brand 
attitudes are dependent on a person’s level of interest in a brand that results from their 
rational and emotional evaluations of the brand (Chaudhuri & Ligas, 2006). As discussed 
earlier, given that fashion is considered an important facet of a gay man’s life, Levi’s attempt 
at targeting and supporting the gay community has led to a positive attitude about the brand 
and its products (Donaldson-Evans, 2004). This emphasises the need to consider how beliefs 
and attitudes affect the way gay consumers decide on brands and purchases. One such way is 
to reflect upon the persuasion knowledge of consumers, discussed in the next section. 
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2.4.3  Persuasion Knowledge 
Persuasion knowledge is an interpretive belief system consumers developed over time, 
containing personal knowledge about tactics used in advertising and marketing (Friestad & 
Wright, 1994). This knowledge helps consumers identify attempts by marketers to influence 
them and adapt accordingly to respond to the persuasion to achieve their own goals (Friestad 
& Wright, 1994). Persuasion knowledge management (PKM) helps guide consumers’ 
attention toward marketing campaigns to predict possible effects on them, enabling resistance 
to the persuasion based on the situation (Friestad & Wright, 1994). Specifically, persuasion 
knowledge is the consumer’s inner self, their beliefs, emotions, attitudes, decisions and their 
thought processes (Friestad & Wright, 1999). For example, consumers may resist the 
influence of marketing on their judgement about the advertised products, especially for 
important, pricey purchases, or when the product is not affordable (Kurpis, 2004). They may 
also tap their persuasion knowledge whenever they want to understand advertisements, sales 
presentations or behaviours of service providers (Friestad & Wright, 1994). With that, 
consumers may judge marketers and brands, forming attitudes and emotions (Friestad & 
Wright, 1994).  
Given that emotions play an important role as mediator of persuasion, when messages evoke 
strong emotion in targets, they will be judged as effective (Friestad & Wright, 1994). 
Likewise, messages that do not evoke emotional responses will be deemed less effective. A 
study by Gunther and Thorson (1992) found no differences in actual effectiveness of two 
types of advertising messages, but respondents judged the emotionally-arousing 
advertisements to be more effective. Some consumers adopt cognitive strategies to enable 
them to separate emotions and evaluations, so as to tolerate ambiguities in advertisements and 
make qualified conditional judgements (Friestad & Wright, 1994). As such, the use of 
54 
 
research to measure consumers’ attitude toward advertisements could well provide insights 
into the persuasion knowledge effect, on top of causality between brand attitudes and 
purchase intention (Friestad & Wright, 1994).  
The effectiveness of marketing tactics is dependent on the appropriateness and context in 
which it is presented. As such, the use of subculture influence needs to be relevant, 
meaningful and correct. The Elaboration Likelihood Model (ELM), which outlines two basic 
routes of persuasion, believes one route is based on the thoughtful consideration of arguments 
central to the issue, while the other is based on affective associations tied to the peripheral 
cues (Petty & Cacioppo, 1986, p. 123). Drawing from this model, most consumers are 
influenced by peripheral cues in messages, where their persuasion knowledge explores the 
marketers’ tactics further, by concentrating on why and how certain type of cues play 
“signalling roles” (Friestad & Wright, 1994, p. 19). These cues provide a potentially more-
complete explanation for certain persuasion phenomena (Friestad & Wright, 1994). With this 
– coupled with different cultural motivation and self-schema – consumers may interpret 
persuasion in terms of personal attitude or social relationship with the brand (Markus & 
Kitayama, 1991). 
As consumers access cultural and individual knowledge in interpreting everyday 
interpersonal and media communication, they develop context-specific persuasion knowledge 
to use in frequently encountered situations (Friestad & Wright, 1999). When faced with a 
new and different persuasion context, consumers will tap into core beliefs to deal with it 
(Friestad & Wright, 1999). Therefore, when consumers face an aspect of advertising, some 
may generate pertinent context-specific beliefs, while others may tap into existing context-
specific beliefs (Friestad & Wright, 1995). 
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In the context of using gay cues in targeting gay respondents, non-gay consumers are unlikely 
to identify the tactics of persuasion – or gay cues – which would mean that the evaluation of 
persuasion will be limited to the overt context of the advertisement. As for the gay and 
bisexual respondents, those who have encountered the persuasion context, are likely to deal 
with it based on their gay identity (Friestad & Wright, 1995). On the other hand, those who 
are new to the persuasion tactic, will tap into their core beliefs and react accordingly (Friestad 
& Wright, 1995). Considered as early stages of homosexuality identity development, these 
consumers usually involve “cognitive processing of self-information against symbolically-
held images of the generalised other” (Cass, 1984, p.111). Therefore, these tactics of 
persuasion are interpreted differently, based on individual persuasion knowledge, affecting 
consumers’ perception of brands and their association. 
 
2.5 Brand Concepts and Theories 
Brands not only play an important role in differentiating products from competitors, they also 
simplify the purchase process for consumers who are already familiar with the brand (Round 
& Roper, 2010). The branding process delivers relevant purchase information through brand 
communication and association (Martin, Stewart & Matta, 2005). Brand is also known to 
provide insights to quality, especially for goods and services whose attributes cannot be 
assessed prior to purchase (Kapferer, 2004; Brucks, Zeithaml & Naylor, 2000). In addition, 
brands can perform a risk reduction function by providing functional consistency or social 
risk reduction that enables consumers to feel part of group memberships (Aaker, 1991). For 
example, Volvo has been recognised as being safe and well-built (Muniz & O’Guinn, 2001). 
Brands, such as Apple Macintosh and Harley Davidson, are sometimes perceived to have a 
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relationship function through emotional attachment between itself and a consumer (Round 
and Roper, 2010; Thompson, Rindfleisch & Arsel, 2006). Some authors (Douglas & 
Isherwood, 1996; McCracken, 1986) also believe the purchase of certain brands might 
perform a symbolic function to consumers through symbolic or psychological associations. 
For example, openly gay-supportive brand Subaru is well received within the gay 
community, so much so that the Subaru Forester is the number one ranked lesbian car (Car 
Ranking, 2012). This reflects why brands associated with groups such as the gay community, 
could face potential backlash from gay-intolerant groups, so as to not be symbolically linked 
to a “gay” lifestyle (Hester & Gibson, 2007; Kates, 2004). To expand upon the different 
aspects of brands, the following sections will evaluate the importance of brand legitimacy, 
community, emotion, equity and value among gay consumers.  
2.5.1 Brand Legitimacy 
According to Suchman (1995), brand legitimacy is the “generalised perception or assumption 
that the actions of an entity are desirable, proper or appropriate within some socially 
constructed system of norms, values, beliefs and definitions” (p. 574). Consumers play an 
important role in the way brands are perceived, with meanings constructed that may be 
different than what sponsors have intended (Kates, 2004, p 456). For example, the use of 
shirtless, toned and attractive male models in Levi’s loose jeans billboard advertisement may 
not have been intentionally targeted at gay men, but those interpretations may have been 
perceived as the brand’s hidden agenda (Kates, 2004). 
Brands are affected by the economy and other environmental factors, including that of 
cultural meanings, ideals and accepted social norms within a society or community (Kates, 
2004). Studies by Kates (1999, 2002 & 2004) found that the gay community in North 
America tends to display a distrust of corporations and their brands, owing to the focus of the 
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brand in their cultural life. An example is Phillip Morris, parent company of Marlboro 
cigarettes, who have shown support to the gay community since the early 1990s through 
advertising, contribution and sponsorships as a strategy in courting the gay market through 
brand legitimacy (Smith & Malone, 2003). This raises the concern of how companies might 
co-create brands with the gay community to accomplish brand legitimacy among the gay 
subcultural groups (Kates, 2004).  
2.5.2 Brand Community 
An important development in co-creation and brand relationship is the concept of “consumer 
tribes” (Cova, Kozinets & Shankar, 2007). These consumer tribes or communities are 
identified as joint social and professional groups in which individuals share strong emotional 
links, a common subculture and a vision of life (Veloutsou & Moutinho, 2009). Unlike a 
market segment of shared passion or emotion, these members are not just consumers, but 
advocates of the brand (Veloutsou & Moutinho, 2009; Payne, Storbacka, Frow & Knox, 
2009). There exists a strong connection between brand, individual identity and culture, and 
members realise a sense of belongingness and obligation to the group (Veloutsou & 
Moutinho, 2009). 
Consumers today are placing their choices on symbolic attributes and value and a degree of 
trust towards the brand, rather than just the product’s features and benefits (Veloutsou & 
Moutinho, 2009). Perceived personality of brands can influence the relationship strength 
between consumers and brands (Aaker, Fournier & Brasel, 2004). Such positive brand and 
personal interaction are critical to a successful brand relationship (O’Loughlin, Szmigin & 
Turnbull, 2004). According to Veloutsou and Moutinho (2009), when brands reflect issues or 
concerns that are important to a consumer’s system of values, they tend to support it and buy 
it. For example, in the gay community context, community members may have positive 
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emotions and reciprocity towards some brands that support gay rights (Kates, 2000). On the 
other hand, negative relationships may exist for brands that are perceived to be political 
enemies (Kates, 2000). When a brand is perceived as transgressing or abandoning its 
emotional branding promises, formerly loyal customers can create a significant backlash 
(Thompson, Rindfleisch & Arsel, 2006). For example, Ford cut advertising of Jaguar and 
Land Rover brands in gay publications on 6 December 2005 after threats of boycott were 
raised by the AFA, in response to Ford's pro-gay ideology (Subaru Case Study, 2010). 
However this move outraged the gay advocates as the gay and lesbian stakeholders were not 
consulted or informed of Ford's decision before the media announced their decision (Subaru 
Case Study, 2010). To maintain goodwill with the gay market, Ford announced two days later 
that they had planned to promote all eight automotive brands in gay media. But by this stage, 
the damage had been inflicted on both AFA and the gay consumer group (Sostek, 2005). This 
creates a strategic dilemma for companies intending to expand to other brand communities, 
including online communities, without risking its current supporters (Oakenfull & Greenlee, 
2005). 
2.5.3 Emotional Branding  
With a saturated environment of brands fighting to claim distinctive associations, emotional 
branding instils intangible benefits that inspire consumer passion and loyalty (Thompson, 
Rindfleisch & Arsel, 2006). Emotional loyalty is based on the affective component of the 
consumer decision-making process, more deeply rooted in values emotions (Oliver, 1999). 
Through emotional loyalty, a consumer is found to be bound by the object of desire (Bansal, 
Irving & Taylor, 2004). By establishing affective bonds with consumers, brands can become 
part of their life stories, memories and an important link in their social networks (Thompson, 
Rindfleisch & Arsel, 2006).  
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As products and services become identical in their tangible offerings, the offering of 
emotional branding and relationship becomes a more distinctive, personalised touch 
(Thompson, Rindfleisch & Arsel, 2006). According to Fournier (1998), consumers 
experience brands as relationship partners that help them accomplish personal goals and 
resolve dilemmas in their everyday lives. These relational meanings emerge when brands 
become integrated into consumers’ lives and identities (Fournier, 1998). According to Wright 
(1975), the “affect referral” hypothesis suggests that consumers do not specifically choose to 
attribute information when choosing brands, but rather, the brand for which the retrieved 
affect is most positive. With associated positive feelings, it is reasonable to expect that people 
will be willing to pay more for brands that are personally and emotionally tied to them 
(Chaudhuri & Ligas, 2006). Such affective commitment can bind the brand to the consumer 
by desire (Bansal, Irving & Taylor, 2004). Therefore, when the value offered by a brand is 
similar to competitors, the intangible offering affects consumer decision-making as “attribute 
dependent” (Oliver, 1993, p.419). In addition, emotional supporters of these brands will often 
“act as brand missionaries, promoting the brand through their own invocative, personalised 
brand stories” (Thompson, Rindfleisch & Arsel, 2006, p.52). According to the research by 
Prime Access and PlanetOut (2008), the media, friends and advertising are the main sources 
used to determine if a company is gay-friendly. As such, the positive word-of-mouth effect is 
beneficial in reaching subculture communities and, in some cases, is better than most paid 
mediums (Kotler et al, 2007).  
However, “these brands tend to be complex, the product of multiple creators authoring 
multiple representations in multiple venues” (Diamond, Sherry, Muniz, McGrath, Kozinets, 
& Borghini, 2009, p. 119). As brands can be complex, it makes them difficult to characterise 
clearly and completely (Diamond et al, 2009). This may mean emotional branding strategies 
can expose companies to cultural backlash, with criticisms or disparaging opinions that create 
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opposing meanings through popular culture (Thompson, Rindfleisch & Arsel, 2006). For 
example, medical clinics that market themselves as gay-friendly may not have the support of 
the gay community if their staff members appear homophobic. Such cultural contradictions 
can undermine the perceived authenticity of the firm’s emotional branding strategy 
(Thompson, Rindfleisch & Arsel, 2006).  
Using affect to gain loyalty can be risky. In the automobile industry, data has shown that, of 
the 85 to 95% of satisfied customers, only 30 to 40% will return to the previous model or 
make (Oliver, 1999). This affects brand legitimacy, as consumers question the authenticity of 
the company. The effectiveness of emotions also largely depends on whether the decision-
making is based on a product or service that is generally affective or cognitive in nature 
(Erevelles, 1998). Cognitive decision-making relies on information available while affective 
decision-making focuses on aesthetics and advertisement-related feelings (Erevelles, 1998). 
Therefore, even if a product or service is considered low involvement, brand associated affect 
can still influence a consumer’s brand choice (Erevelles, 1998).  
It is also important to recognise that cultural and subcultural are ever-changing consumer 
outlooks, in which emotional branding needs to be constantly reassessed (Thompson, 
Rindfleisch & Arsel, 2006). Factors such as culture, incomes, economic and competitive 
conditions can affect how emotional content alters decision-making (Erevelles, 1998). For 
example, gay venues like the Peel Hotel in Melbourne won the right to ban heterosexual 
patrons, so as to provide an environment in which the gay community can express their 
sexuality without feeling threatened (The Independent, 2007). This supports the use of 
emotional branding to the Peel Hotel, ensuring the targeted gay community are priority over 
the non-gay crowd, thus leading to emotional brand loyalty (Thompson, Rindfleisch & Arsel, 
2006). Such authentic, lack of pre-tense and genuine commitment to brand-related activities, 
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effectively convey desirable consumer meanings to gain emotional loyalty (Thompson, 
Rindfleisch & Arsel, 2006). This highlights the need to identify and understand emotional 
values that are important to consumers of different subcultures and cultures. However, it is 
also important to note that such authenticity is also easily manipulated by anti-brand activists. 
Anti-brand activists resist imposed meanings or values prescribed by brands and view brand 
names as negative symbols of corporation domination (Hollenbeck & Zinkhan, 2006). As 
such, the emphasis should be placed on brand and product value, the way it is created and 
given meaning.  
2.5.4 Brand Equity 
Although viewed as significant in helping achieve more predictable sales, increased profits, 
improved market capitalisation value and competitive advantage, brand equity remains a 
subjective concept (Broyles, Schumann & Leingpibul, 2009). According to Aaker (1996, 
2000) brand equity is defined as the assets and liabilities associated with a brand name, which 
can be grouped into four dimensions: brand awareness, perceived quality, brand associations 
and brand loyalty. In this research, one key concern lies in brand association. Brand 
associations are the relations that consumers associate with a brand, including product’s 
attributes, celebrity spokesperson or symbols used in its advertising (Stoecklin-Serino & 
Paradice, 2009). This indicates that the use of subcultural symbols can improve brand equity 
when positive associations occur, within the subculture market (Aaker, 1991). A US research 
finding by Prime Access/PlanetOut Gay and Lesbian consumer study (2008) showed a vast 
majority (68%) of gay/lesbian groups considered themselves more likely to purchase from a 
gay-friendly company, compared to only 12% of the general population. Thirty percent of 
gay/lesbian respondents however, indicated that, if a company is gay-friendly it has no effect 
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on their decision-making (Prime Access/PlanetOut, 2008). Therefore, companies targeting 
the gay community may need to be more than just gay-friendly to be effective.    
The findings also suggest the use of subcultural symbols and cues can cause negative brand 
identity among the non-subcultural market (Prime Access/PlanetOut, 2008). This could lead 
to possible anti-branding actions, whereby empowered consumers facilitate collective action 
against a brand through voiced discontent, boycotts and coordinate lawsuits (Krishnamurthy 
& Kucuk, 2008). Boycotted brands can have repercussions on its public image and brand 
equity. Brand associations with subcultures may be the implementation of corporate policy 
that is morally correct (Stoll, 2009). However, companies cannot afford to risk alienating any 
large proportion of its customers, despite conflicting moral beliefs (Stoll, 2009). An example 
would be the case between AFA versus Proctor and Gamble (P&G). AFA boycotted P&G for 
its sponsored ads during gay-themed programmes that were deemed offensive, including Will 
and Grace and Queer Eye for the Straight Guy (Kiley, 2006).  
These examples proved the importance of brand associations in building brand equity. 
Because of the conflicting moral beliefs in acknowledging the existence of certain 
subcultures – such as the gay male market – there is a need to understand how marketers can 
target-specific audiences without alienating the rest of the market, especially without 
offending those deemed gay-intolerant.  
2.5.5 Brand Perceptions  
Understanding brand perceptions is important in determining the consumer decision-making 
process (Koubaa, 2008). Consumer’s perceptions of brands consist of brand awareness and 
brand image (Simms & Trott, 2006). Brands that have been made aware to consumers may 
not constitute success, as many of these brands may not offer superior value or are unable to 
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differentiate themselves from the competition (Fill, 2002). As such, the need to create a brand 
image is important in building brand perceptions (Fill, 2002). Brand image helps to create 
this value and difference when consumers perceive brands by association in their minds, 
whether on a functional or symbolic level (Simms & Trott, 2006). Therefore, brands need to 
consider increasing their perceived value to increase subculture interest. 
2.5.6 Brand Value and Value Creation 
The basic rule of marketing has always been the provision of goods and/or services to satisfy 
the needs and wants of consumer, gaining customer satisfaction and value (Kotler et al, 
2007). Value creation, however, depends on many variables and factors, as each individual 
consumer has its own value perspective. These variables may be affected by personal, 
cultural, social, lifestyle or economic factors (Quester et al, 2007). Consumer experiences 
include values, beliefs and relationships (Gentile, Spiller & Noci, 2007).  
Although value may be culturally shared, not every individual is the same in how they rank 
the importance of specific values (Verplanken & Holland, 2002; Zeithaml, 1988). Based on a 
person’s self-concept, values may contribute to the forming of self-identity, different from 
that of attitudes (Verplanken & Holland, 2002). In the gay male market, the intangible value 
that some men look for is the recognition and acknowledgement of gay existence and the 
support of their lifestyle (Kates, 2002). IKEA aired a commercial in 1994 that featured a gay 
couple shopping for a dining room table, which may have been perceived as value for the gay 
market, as it shows support of the existence of gay people and dispelled the notion of 
homosexuality as abnormal (Branchik, 2002). Car brands such as Subaru and Ford have also 
tried to tap into the gay market by designing advertisements meant to target the gay and 
lesbian market, specifically (Hooten, Noeva & Hammonds, 2009). However, a value must be 
“cognitively activated and central to an individual’s self-concept” to be included in his or her 
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decision-making process (Verplanken & Holland, 2002, p. 443). Therefore, if a value 
important to an individual’s self-concept is relevant to the situation, there is motivation to act 
on the value spontaneously. Otherwise, values that might have been adopted as part of social 
norms or social identity – and that are not central to self-concept – will not be considered as 
part of their decision-making process (Verplanken & Holland, 2002). This is integral to the 
current research because they are used to determine the value perceived by the gay market, 
particularly if the brand is able to tap into the component the target holds as important (Kates, 
2004). Therefore, it is imperative for the brand to consider what they say and how they 
communicate that to their audience.  
This leads us to the final research question that looks into how different factors, such as 
value, perception, emotions and attitudes, can either have a positive or negative impact on 
audiences’ brand perception. Companies attempting to change consumers’ brand perception 
could easily persuade or dissuade both the targeted and non-targeted audiences from 
purchasing their product or service, especially when the targeted subculture group is deemed 
to be stigmatised (Kates, 2004; Oakenfull & Greenlee, 2005). With little empirical data to 
show how implicit communication can effectively change consumers’ brand perception to 
both intended and broader market, the gap becomes evident. Therefore, the challenge is to 
incorporate factors important to the subculture group in the marketing. Specifically, in this 
thesis, it is to include the attitudes, beliefs and emotions of the gay community, so as to inject 
positive effect to the brands through the advertisement. The identification and use of the 
appropriate cues in attracting gay men, affecting their decision-making process through 
perceived meanings and increased brand attractiveness, will be investigated, along with the 
factors that do not dissuade the non-targeted group from buying the brand – especially those 
consumers who are perceived to be gay-intolerant. In summary, the next research question is: 
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 RQ3:  How effective is cryptic marketing in improving brand perception in  
  subculture markets without lowering brand perception among the non-target 
  audience?   
In summary, there is a need to investigate the development of a strategic marketing method in 
which subculture markets can be targeted through mainstream media, without having to be 
confronted by commercial backlash from the non-targeted audience. This thesis will seek to 
identify the strategic method, as well as test its ability to fill the gap within covert 
approaches. 
 
2.6 Gaps and Propositions 
There is a need to verify the factors behind consumer attitudes toward advertisements 
targeting subculture groups, such as the gay community. Thus, it is important to understand 
subculture behaviour, their values, believes and social identity within society. Likewise, the 
same can be said for those who have their own social identity to protect; cognitive, affective 
or spiritual reasons as to why they react the way they do. As such, the first research gap is as 
follows: 
 Gap 1: There is a need to verify factors that influence consumer attitudes towards  
  advertisements targeting the gay community.   
Secondly, by evaluating the current marketing communication literature, it is identified that 
there is no effective marketing communication strategy that taps into the conscious minds of 
targeted consumers through the use of implicit messages, in which the subculture market is 
able to understand the message. As such, the next research gap is as follows: 
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 Gap 2: There is no effective marketing communication strategy that targets the  
  conscious minds of the targeted consumers through the use of implicit  
  messages that non-targeted audience are not able to process. 
Finally, there is no research finding to determine the effects of this marketing communication 
strategy. Therefore, there is a need to empirically test the effectiveness of this method 
through the use branding. As such, the next research gap is: 
 Gap 3: There is little empirical evidence demonstrating the effective change in  
  consumer groups on brand perception through the use of implicit messages to 
  the conscious target audience.   
Due to the differing public attitudes towards the gay community, it is important to understand 
the factors behind such strong supporting and opposing views, as well as overcoming such 
clashes. Study 1 will verify the factors which influence consumer support or opposition of the 
gay community. Study 2 will pilot test a new concept in which messages will be implicitly 
embedded into advertisements to determine its effectiveness in conveying the right message 
to the right audience. Finally, Study 3 will test the measurement of brands in a factorial 
design to provide empirical evidence to support that the new strategy in targeting subcultures, 
while not alienating wider audience, works.  
 
2.7 Conclusion 
In conclusion, this section has addressed the aspects of culture, emergence of subcultures and 
public attitude towards the gay and lesbian community; how social identity and self-
categorisation theories explain the behaviour of individuals and their membership groups; 
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aspects of consumer behaviour and branding concerns; as well as identifying the gap in 
current marketing strategies in targeting specific audiences. The following chapter describes 
the methodology for this thesis, which incorporates a multi-study, mixed-method approach in 
addressing the three research questions.  
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Chapter	3:	Methodology	and	Research	Design	
Based on the theoretical framework developed in Chapter Two, the purpose of this chapter is 
to describe, in detail, the methodology adopted to achieve the aims and objectives of this 
research thesis. As stated in Chapter One, this thesis employs the theories of social identity 
and self-categorisation as a lens through which to inform and develop the concept of cryptic 
marketing. The design will encompass the use of both qualitative and quantitative research 
methods. To assist in the investigations, three studies will be conducted to answer the 
research questions. The first study will identify the factors that influence public response to 
gay-specific advertisements in a thematic analysis. The second study will investigate 
respondents’ views on gay-cryptic advertisements with interviews. The third study will 
empirically test different audience groups’ attitudes via online surveys, between control, 
target-cryptic and target-specific advertisements.  
The chapter is structured to provide an overview of the philosophical orientation and research 
paradigm of the studies (Section 3.1) and the overall research program (Section 3.2). This is 
followed by Study One (Section 3.3) and Study Two (Section 3.4), which details the 
qualitative approach, while Study Three (Section 3.5) outlines the use of the quantitative 
approach. 
 
3.1 Philosophical Orientation 
According to Perry, Riege and Brown (1999), researchers operate within a scientific 
paradigm that is either explicit or implicit (p. 16). Specifically, researchers’ overall 
conceptual framework can be regarded as “the belief system or worldview that guides the 
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investigator” (Guba & Lincoln, 1994, p. 105). As such, four different paradigms of social 
science relating to ontology, epistemology and methodology can be summarised in table 3. 
  Paradigms 
Item Positivism Realism Critical Theory Constructivism 
Ontology 
(Reality) 
Naive realism: 
Reality is real 
and 
apprehensible 
Critical realism: 
Reality is real, 
but only 
imperfectly and 
probabilistically 
apprehensible 
and thus, 
triangulation 
from many 
sources is 
required to try to 
know it 
Historical 
realism: Virtual 
reality shaped by 
social, 
economic, 
ethical, political, 
cultural and 
gender values 
crystallised over 
time 
Critical 
relativism: 
Multiple local 
and specific 
“constructed” 
realities 
Epistemology 
(Relationship 
between that 
reality and the 
researcher  
Objectivist: 
Finding the truth
Modified 
Objectivist: 
Findings 
probably true 
Subjectivist: 
Value-mediated 
findings 
Subjectivist: 
Creating 
findings 
Methodology 
(Technique used 
by the researcher 
to discover that 
reality) 
Experiments/ 
Surveys: 
Verification of 
hypothesis; 
primarily 
quantitative 
methods 
Case studies/ 
Convergent 
interviewing: 
Triangulation, 
interpretation of 
research issues 
by qualitative 
and quantitative 
methods such as 
structural 
equation 
modelling 
Dialogic/ 
Dialectical: 
Researcher is a 
“transformative 
intellectual” 
who changes the 
social world 
within which 
participants live 
Hermeneutical/ 
Dialectical: 
Research is a 
“passionate 
participant” 
within the world 
being 
investigated 
 
Table 3: Summary of the four paradigms relating to ontology, epistemology and 
methodology  (Perry, Riege & Brown, 1990, p. 17) 
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3.1.1 Research Paradigm Adopted in this Research 
With regards to the adoption of research paradigms in this research, the critical realism 
paradigm as researched by Bhaskar (1989) and Brown, Slater and Spencer (2002), appear to 
be the most appropriate approach for this research. Specifically, the need to identify real, 
underlying causal phenomena via a process of abstraction and retroduction is the aim of 
Study One and Study Two, where thematic analysis and interviews are to be conducted. It 
seeks to penetrate surface phenomena to disclose deep, social structures (Bhaskar, 1989). 
Critical realism is considered methodologically revelatory as it helps expose “as yet 
undisclosed aspects of the social sphere, freeing the mind such that an alternative image of 
the future may be contemplated” (Brown, Slater & Spencer, 2002, p. 773). Abstraction is 
used to identify these aspects or moments of social reality (Brown, Slater & Spencer, 2002). 
Abstraction, according to Lawson (1997), involves the identification of partial or “demi-
regularities” which are the results of contrasts between apparently similar objects (p. 206). 
Demi-regularities can “serve to direct social scientific investigation with evidence that, and 
where, certain relatively enduring and potentially identifiable mechanisms have been in play” 
(Lawson, 1997, p. 207).  
As Study One and Study Two reflects the appropriate use of the critical realism paradigm, it 
complements and contrasts with the need to determine causal relationships in Study Three. 
The quantitative survey operates under positivism – where the social phenomena are sought 
through regularities and causal relationships – as the positivist approach uses knowledge 
objectively to determine the relationship between human beings and their environment (Guba 
& Lincoln, 1994). The basic posture of the paradigm is argued to be both reductionist and 
deterministic (Hesse, 1980) which, essentially, focuses on the cause-and-effect relationship, 
based on reducing a complex whole to the effects of one part upon another part. On the basis 
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of the positivism paradigm, a quantitative survey (in the form of an online experimental 
study), is informed and shaped by the literature review and the findings from Study One and 
Study Two (Newman, 1998). The methodology adopts nomothetic principles which are 
common in the natural sciences and focuses on hypotheses testing and theoretical 
generalisation by obtaining empirical evidence (Burrell & Morgan, 1979). 
Several points support the critical realism paradigm for Study One and Study Two, as it 
addresses theory construction and theory building (Donnellan, 1995; Lincoln & Guba, 1985; 
Tsoukas, 1989). Given that Study Two introduces and develops the strategic concept in 
targeting subculture markets, the choice of research paradigm supports theory development, 
rather than the paradigms of positivism, constructivism and critical theory. In addition, 
explanatory knowledge is sought from real world situations or events that are independent of 
researchers (Borch & Arthur, 1995; Perry, Alizadeh & Reige, 1997) and focusing on the how 
and why questions (Yin, 2006). This is followed by the positivist paradigm for Study Three, 
as it addresses the theory building and theory verification (Donnellan, 1995; Lincoln & Guba, 
1985; Tsoukas, 1989). The quantitative research aims to achieve the validation of the 
phenomena through formal propositions, such as the testing of hypotheses (Lincoln & Guba, 
1985). 
The use of both critical realism and positivism paradigms’ aim of inquiry is explanation, 
which enables the prediction and control of phenomena (Gupa & Lincoln, 1994). Knowledge 
accumulates by a process of accretion, with verified hypotheses accepted as facts and used as 
efficient prediction or generalisation (Gupa & Lincoln, 1994). Applying both qualitative and 
quantitative paradigms may result in researchers benefiting in both number and words, while 
avoiding the shortcomings of either paradigm (Tashakkori & Teddlie, 1998). According to 
Johnson and Onwuegbuzie (2004), such methodological pluralism or eclecticism frequently 
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results in superior research (p. 14). Combining paradigms of techniques of sampling, data 
collection and data analysis can reconcile as the aim of researching is to understand the realm 
we live in (Haase & Myers, 1988). Although such a move also means the sharing of 
shortcomings of knowledge (Sale, Lohfeld & Brazil, 2002), they also share dedication for 
rigour, precision and critique in the research process. As such, Study One and Study Two 
conceptualises and develops cryptic marketing through qualitative confirmation, while Study 
Three tests for the validity of cryptic marketing and the purpose of generalisability to a 
population sample.  
 
3.2 Overall Research Program 
For this thesis, a mixed-method design has been chosen as the use of different methods and 
techniques provides researchers with ways to examine phenomenon of interest from different 
perspectives (Guba & Lincoln, 1994). The mixed-method approach has a dual purpose, as it 
is used to help develop the research by using the methods (1) sequentially and (2) 
complimentarily, to examine different and overlapping dimensions of phenomena 
(Tashakkori & Teddlie, 1998). It will provide the advantages of enriching the program of 
research undertaken through methodological triangulation to study the overarching research 
problem (Tashakkori & Teddlie, 1998) and seek convergence of the results (Creswell, 1994).  
Study One and Two will employ a qualitative research approach, as it enables the researcher 
to identify social phenomena in context, understand people’s perspectives and gain insight 
into how people give meanings to the phenomena (Hammersley, 1992; Denzin & Lincoln, 
2003; Fontana & Frey, 2003; Bryman, 2008). Qualitative methods are necessary to provide a 
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deeper experience and understanding of the information collected and make sense of the 
issues investigated (Bazeley, 2007).  
To test the concept of cryptic marketing, both inductive and deductive processes are required 
at different points in time. Therefore, gathering feedback helps to facilitate the maximising of 
strengths of both methodologies (Newman, 1998). Qualitative (or naturalistic) approach is 
used to assist in the development of a theory that encompasses the experience and phenomena 
(Newman, 1998). Study Three, on the other hand, employs the quantitative approach to test 
the theory for confirmation and validity (Newman, 1998). As such, this research will attempt 
to validate the concept of cryptic marketing in targeting subculture markets, without 
alienating the wider market. 
 
3.3 Qualitative Approach: Study One 
To understand why consumers react differently to gay-specific advertisements, an 
understanding of consumer perception leading to positive or negative responses is required. 
Although previous research (Section 2.13) has identified several factors that consumers hold 
toward – or are influenced by – the gay subculture, this study will evaluate online comments 
from a news article based on the ‘Rip and Roll’ campaign (see Section 1.4) to determine if 
thematic analysis draws similar factors. As such, this study aims to reinforce previous 
findings to introduce the concept of cryptic marketing in Study Two. To evaluate the 231 
online comments from the news article, thematic analysis will be employed for Study One.   
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3.3.1 Thematic Analysis 
Study One will utilise thematic analysis to determine if the themes draw similar results as 
previous research findings. Thematic analysis focuses on what is said, more than on how it is 
said (Braun & Clarke, 2006), and is used as a precursor to Study Two and Three. The aim of 
this analysis is to examine the data available and identify relatively broad themes to 
summarise the content (Howitt, 2010), seeking commonalities, relationships, overarching 
patterns, theoretical constructs or explanatory principles (Lapadat, 2010). Although Braun 
and Clarke (2006, p. 77-80) stipulated that thematic analysis is a “poorly demarcated, rarely 
acknowledged” and “poorly branded” approach, it is still widely used as a basic and 
unsystematic approach to analysis. The analysis aims to present themes or categories from the 
data, or “emerging from the data” (Howitt, 2010). The impression from perusing the data a 
few times will draw five or six themes which reoccur commonly in the transcript and are 
laced together with illustrative quotes for each theme (Howitt, 2010). However, lack of 
transparency and method may mean that key features of the data are ignored, along with key 
analytical insights, which may result in the reader lacking confidence in the value of the 
analysis (Howitt, 2010). As such, to overcome the issue of lack of transparency and method, 
the analytical process needs to move 'back and forth' across the data to develop coherent and 
refined themes (Smith & Firth, 2011). 
Thematic analysis draws on core features common in many qualitative analysis approaches in 
terms of guiding principles, broad structures and specific steps of analytical techniques and 
theories (Attride-Stirling, 2001). One such theory is the argumentation theory, where 
definition and elaboration of typical, formal elements of arguments help explore the 
connections between the explicit statements and implicit meanings in the sample’s discourse 
(Toulmin, 1958). Boyatzis (1998) describes the method as seeing, finding relationships, 
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analysing, systematically observing a case and quantifying qualitative data. Howitt and 
Cramer (2008) believe the central processes involved in thematic analysis are transcription, 
analytical effort and theme identification. These three processes are not rigid in order and 
overlap consistently, allowing the researcher to return back and forth to check and refine the 
themes that are being developed (Howitt, 2010). Firstly, transcribing material allows the 
researcher to be familiar with the nature of the data (Howitt, 2010; Howitt & Cramer, 2008). 
Secondly, the analytical effort helps with the familiarization of the data, detailed coding and 
conceptualization to help identify overall themes, reprocessing of data analysis to fit the data 
as closely as possible, resolving difficulties in analysis, and the frequency and thoroughness 
of the checks between analysis and data (Howitt, 2010; Howitt & Cramer, 2008). Thirdly, 
identifying themes and sub-themes underlines the importance of understanding precisely 
what the researcher has done to generate the themes which are discussed in the report 
(Howitt, 2010; Howitt & Cramer, 2008). 
 3.3.2 Coding 
The coding process, which can be critical in thematic analysis, is about closely inspecting the 
text for recurrent themes, with a code to categorise them for later retrieval and theory-
building (Howitt, 2010). Identification of these themes can be done deductively or 
inductively (Lapadat, 2010). In this study, the inductive method will be used to explore and 
identify the micro and macro themes within the online comments in the news article. The 
inductive method is where themes emerge from – and are grounded – in the data. The 
researcher builds a complex exploratory, descriptive or explanatory case analysis grounded in 
the particulars of the case. Inductive analysis avoids the rigidity and premature closure that 
are an inherent risk of a deductive approach (Lapadat, 2010). Because the data did not derive 
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from a primary research source, with no specific theoretical ideas to base the analysis on, the 
inductive method coding will be adopted. 
In order to identify the themes, the comments need to be coded accordingly. There are three 
types of coding used progressively: open, axial and selective coding (Price, 2010). Open 
coding is the first stage in which the intuitive process between the researcher and the data is 
established for potential or relevance to the identification and conceptualization of 
phenomena from the data (Price, 2010). Concepts are identified from distinctive words or 
phrases in the data that give the conceptual labels or identifiers, organizing them into 
meaningful micro-themed categories. Interactions are grouped together and examined against 
the data to form a unit of information (Price, 2010). Axial coding is the second stage, where 
the process starts in relating categories to their macro-themed subcategories. In this stage it is 
about identifying the various concepts in play and determining how they relate to each other 
and produce a certain outcome (Wicks, 2010). With the micro and macro categories 
identified, axial coding allows the researcher to code for explanations and gain understanding 
of a phenomenon’s complexity, while identifying their relationships. Importantly, this coding 
process also allows the researcher to spot the emergence of novel relationships that may have 
previously gone unnoticed (Wicks, 2010). Selective coding is the final stage of the analysis in 
which previously identified discreet concepts and categories are further defined, developed 
and refined, then brought together to tell a larger story (Price, 2010). Also known as 
substantive coding, it concentrates on theoretical development regarding the nature and 
relationships of core or essential categories and concepts emerging from the data being 
worked (Wicks, 2010). The result can range from grounded explanations of behaviour drawn 
from core categories, to the creation of broad theoretical abstractions based on the core 
categories, which serves as a method to grounded theory (Price, 2010). With that, the 
researcher interacts with the data, identifying topics of interest and concern that evolve 
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through the recognition of similarities in the observations and distinguishing them between 
inductive and deductive processes (Tesch, 1990; Patton, 2002). This distinction relates to the 
process by which the data is coded (Schadewitz & Jachna, 2007). The inductive approach 
uses the data to generate themes and ideas, whereas the deductive method starts with a 
theoretical framework or idea, and uses the findings to prove or disprove the idea (Holloway, 
1997). Inductive coding is conducted by identifying salient aspects in the data (Lewins & 
Silver, 2007).  
3.3.3 Sampling and Online Comments 
As discussed earlier, the data for analysis is publicly-contributed, online comments taken 
from an online news article (see Section 1.4). Given that the source of discussion is from an 
online news site, it is unlikely that there is a specific, online community managing the 
communication activity. As such, the sampling for Study One is random and based on those 
who had access to the online news article and left their opinion in the comments section. 
Besides contributors from both gay and anti-gay backgrounds (such as lobby groups), most of 
the comments in relation to the article are likely to have come from people who either have 
no ties to the community, but maintain a superficial or passing interest in the topic or those 
who have strong ties to the community, but are perfunctorily interested in the central activity 
(Kozinets, 1999). As online anonymity “obliterates real-life identity boundaries and enhances 
free and open communication”, these contributors are likely to be outspoken and opinionated 
(Papacharissi, 2004, p. 267). This will likely spark a heated debate and draw additional 
protagonists and antagonists into the fray. 
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3.3.4 Study One Justification 
The exploratory approach for Study One is appropriate because there is a need to reduce the 
vast amount of comments by reprocessing the information into identifiable themes and sub 
themes (Howitt, 2010; Howitt & Cramer, 2008). Given that the comments are contributed in 
a written form, there is no need for transcribing. All the comments will be pasted into an MS 
Word document and numbered individually, based on the sequence of online posting. A 
colour coding template will be created, with a few pre-defined codes to help guide the 
analysis. Because the data was not collected based on interviews, there is no interview topic 
guide to set the pre-defined codes (King, Cassell & Symon, 2004). Therefore, the codes will 
be created based on the familiarisation of the data, through repeated reading. Once the initial 
template is constructed and the analysis started, inadequacies in the template will be revealed 
and changes made to develop its final form (King, Cassell & Symon, 2004).  
3.3.5 Method of Data Analysis 
This study uses the inductive method by first using open coding, where clusters will be 
gathered to identify the themes and categories from the data. With the pre-defined codes 
tested during analysis, any new codes will result in a change of the coding frame and 
comments re-read according to the new structure (Jain & Ogden, 1999). If no new themes 
emerge by the end of the study, it will suggest that major themes had been identified 
(Thomas, 2006). Axial coding is followed in determining relationships between themes. 
Finally, selective coding is applied to show the overall thematic network and story.  
Because the comments to be used are written succinctly and expressed colloquially by online 
contributors, the analysis will be conducted manually. Given that there are 231 comments, the 
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coding and analysis process should be completed without difficulty and allow the researcher 
to become more familiar with the content in the comments.  
3.3.6 Ethical Considerations 
Ethical considerations in this study include issue of anonymity and privacy, as well as 
providing and substantiating informed consent. The challenge with online research is 
determining whether information collected is public versus private, identified versus 
anonymous individuals and published versus unpublished information (Hudson & Bruckman, 
2004). Given that the comments collected for analysis were made mostly anonymously or 
through the use of a nickname that is unidentifiable, it is suggested that informed consent is 
not required (Elgesem, 2002). In addition, all comments will be assigned a nominal number, 
ensuring research anonymity. 
 
3.4 Qualitative Approach: Study Two 
Study Two introduces the concept of cryptic marketing, which uses cryptography in 
communicating with audiences, while consciously targeting intended consumers which are 
able to decode the underlying message (see Section 1.4). This study will use manipulated car 
advertisements to determine the effectiveness of the cryptic marketing concept in affecting 
respondents’ overall brand appeal and the ability of the intended target audience to decode 
the cryptic cues. Specifically, this research method will use in-depth interviews to determine 
if both gay and non-gay respondents can identify, comprehend and be persuaded by, the use 
of gay-cryptic cues in the print advertisements. The use of gay cues, both cryptic and overt in 
nature, will be used in print advertisements and respondents queried on their meaning.  
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3.4.1 In-depth Interview 
This study will be conducted using face-to-face, in-depth interviews, in a semi-structured 
format. Researchers have discussed the various interview types, strengths and limitations of 
the method, as well as the techniques to conducting effective interviews (Goldman & 
McDonald, 1987; McCraken, 1988; Douglas, 1985; Fontana & Frey, 1998; Kvale, 2007), but 
the interview method is essentially about developing critical insights into questioning and 
interpreting the answers (Qu & Dumay, 2011). Personal interviews are advantageous in 
circumstances of unique applicability, especially in the case of sensitive or personal topics 
(Robson & Foster, 1989). Given greater control over the selection of respondents, the 
interview can reach greater depth, context and flexibility (Cassell & Symon, 2004). In 
addition, in a one-on-one interview, it is easier to ascribe the views of the individual 
respondent, build rapport and trust and enable an easier expression of non-conformity (Webb, 
1995). These can effectively result in improved quality of the data. Other reasons to support 
the use of interviews include the opportunity for probing on answers, a good return rate 
(Gray, 2004), immediacy and the added value of social cues (Opdenakker, 2006). 
On the other hand, personal interviews can be time-consuming to organise and conduct, and 
the transcribing and analysing of transcripts can be equally daunting (Gruber, Szmigin, 
Reppel & Voss, 2008). This method can also be costly, whether it is travelling to the 
respondent or organising the respondent to get to the research site (Gruber et al, 2008). 
Although the interviewer should be conducting the session in an unbiased way, expectations 
on respondents may have an impact on the quality of the interviews (Gruber et al, 2008). This 
may include the respondent’s appearance, age, gender, background or beliefs. Because 
prompting and probing is an advantage of using the interview method, the interviewer needs 
to be skilful in managing the session and not influence the respondents (Gruber et al, 2008). 
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There are several established forms of interview methods, including focus group and in-depth 
interviewing (Gubrium & Holstein, 2001). In each method, the interviewer “differ in the 
degree of emphasis on culture, the choice of arena or boundaries of the study, and in the 
specific forms of information that are sought” (Rubin & Rubin, 1995, p. 19). There are three 
interview methods: structured, semi-structured and unstructured (Qu & Dumay, 2011; Gray, 
2004; Bryman, 2001; Corbetta, 2003).  
Structured interviews appear standardised, where pre-established questions are asked in the 
same order to elicit brief, rational answers or answers from a list (Qu & Dumay, 2011; 
Corbetta, 2003). This method minimises research bias and increases generalisability of the 
findings, but is likely to miss the rich detail and flexibility to customise procedures and topics 
to adapt to the background of the interviewees (Qu & Dumay, 2011; Bryman, 2001). 
Structured interviews offer approximately the same stimulus to each respondents, therefore 
ensuring responses to questions are comparable (Berg, 2009; Gray, 2004).  
Unstructured interviews, on the other hand, are informal and unstructured, take into the 
account the individual situation and context and make the respondent feel relaxed and 
unassessed (Hannabuss, 1996; Fontana & Frey, 1998; Corbetta, 2003). The use of open-
ended interviewing allows the interviewer to develop, adapt and generate follow up 
questions, allowing the respondent to feel at ease and promote the establishment of rapport 
(Douglas, 1985; Qu & Dumay, 2011; Gray, 2004). However, it has been noted that the dyadic 
conversation and relationship between the interviewer and interviewee can create bias in 
responses, where the respondent can gift answers in response (Qu & Dumay, 2011).  
The third interview type is the semi-structured interview. This method uses prepared 
questions that are guided by identified themes in a “consistent and systematic manner 
interposed with probes designed to elicit more elaborate responses” (Qu & Dumay, 2011, p. 
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246). The semi-structured approach is flexible, accessible and is an effective and convenient 
means of gathering information (Kvale & Brinkmann, 2009). It enables the interviewee to 
answer in their own words, style and pace, thereby providing the fullest possible response 
(Qu & Dumay, 2011). In addition, the use of scheduled and unscheduled probes in semi-
structured interviews will allow the placement of emphasis on a particular topic or area of 
interest (Qu & Dumay, 2011). However, this method requires the researcher to plan well and 
take into consideration the way in which the interviewers ask the questions, as it may evoke 
different responses from respondents (Qu & Dumay, 2011). For this research, the use of the 
semi-structured interview method is most appropriate.  
3.4.2 Sampling 
The sampling for Study Two is purposeful, where specific interviewees will be sought. The 
key criterion for the interview is homosexuality or heterosexuality, and respondents will be 
recruited through recommendations so as to not reveal the nature of the study. A total of 
twenty respondents will be recruited, of which ten are homosexuals and the other ten 
heterosexuals. Gender will be equally split within each group. 
3.4.3 Study Two Justification 
The research interview is an important tool within qualitative data collection method that is 
used widely in gathering information about a particular issue or topic (Qu & Dumay, 2011; 
Gruber et al, 2008). The interview method, if not used as a primary means of data collection, 
can also be employed as an exploratory study to gather preliminary data before a survey is 
designed (Qu & Dumay, 2011; Weiss, 1994). This is the case for Study Two, as findings will 
be used to inform the confirmatory final study, Study Three. This study will be conducted 
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using face-to-face, in-depth interviews, in a semi-structured format, so as to incorporate 
probing to induce more elaborate responses and opinions (Qu & Dumay, 2011; Coyne, 1997). 
3.4.4 Method of Data Analysis 
Once all the interviews are conducted, the responses will be transcribed from the audio 
recording. The individual scripts will be read to become immersed in the data and become 
more familiar with the perspective of the respondent – or to enter the respondent’s “frame of 
reference” (Burnard, 1991). Given the semi-structured approach to the interviews, responses 
to the standard questions will be collated and tabled together, to allow for comparing. Any 
unusable “fillers” in the interview, such as unrelated discussions to the topic, will be excluded 
from the tabling of responses (Field & Morse, 1985). The standard questions asked, will be 
used as headings, and transcripts will be simplified through open coding, similar to that used 
in thematic analysis (Price, 2010). With the information categorised into headings, the 
number of headings will be reduced by combining similar ones into broader categories. This 
will be worked through, as repetitive or similar headings are removed, to produce a final list 
(Burnard, 1991). All copies of the completed interviews will be kept to hand during the write 
up stage. In case anything appears unclear, the transcript will offer clarity to the analysis. The 
analysis starts with each section and commentaries are added to link the examples together, 
until the whole project is written up (Burnard, 1991). The findings will be discussed, 
alongside quotes from the interview, as a way of presenting the discussion.  
3.4.5 Ethical Considerations 
Research Study Two intends to better understand consumer behaviour, specifically that of 
advertisement assessment among consumers of differing sexual orientation. This will be 
conducted according to the National Statement on Ethical Conduct in Research Involving 
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Humans, developed by the National Health and Medical Research Council (NHMRC) and the 
Queensland University of Technology guidelines. The Queensland University of Technology 
Research Ethics Unit assessed this study (Application 1200000696) and granted Ethical 
Clearance from 5 October 2012 to 30 December 2012.  
To ensure the research was free of coercion, discrimination and exploitation (Aguinis & 
Henle, 2001), participation in the study will be entirely voluntary and respondents can 
withdraw at any point. Informed consent will be obtained from all 20 respondents, while 
anonymity and confidentiality will be maintained by removing identifying features from the 
data collected. Although respondents will be given a $20 gift card for participating, the token 
will be provided as a gratuity and not as influence to the interview responses. Furthermore, 
respondents will be offered the opportunity to speak to the QUT Research Ethics Officer and 
obtain counselling in the event that their participation results in psychological distress. All 
results of the study will be reported and any de-indentified data will be made available for the 
purpose of replication.  
 
3.5 Quantitative Approach: Study Three 
Study Three aims to examine the impact of cryptic marketing on both gay and non-gay 
respondents. Four respondent types will be established in the study; specifically, gay, gay-
friendly, gay-indifferent and gay-intolerant. These respondents will be randomly assigned to 
one of three advertisement types that contain either explicit gay cues (gay-specific), implicit 
gay cues (gay-cryptic) and non-gay cues (control). This is an experiment design study that 
tests if cryptic-gay cues in advertisements can improve brand perception among gay 
respondents, while retaining brand perception among the non-target groups.  
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3.5.1 Experimental Design 
To investigate and test the effects of cryptic marketing on both the target and non-target 
audience groups, Study Three employs an experimental design. An experiment allows an 
investigator to manipulate and control independent variables to determine changes in the 
dependent variables (Churchill & Iacobucci, 2005). As such, an experimental design provides 
more persuasive support for causality than traditional exploratory or descriptive research 
design due to the manipulation of the supposed casual construct (Churchill & Iacobucci, 
2005).  
There are three types of common experimental designs: pre-experimental designs, quasi-
experimental designs and true experimental designs. Pre-experimental designs offer 
researchers very little control over who the participants are, or when they are exposed to the 
stimulus (Churchill & Iacobucci, 2005). Quasi-experimental designs offer slightly more 
control, although researchers are not always able to time the experiment or randomly assign 
test units to groups (Churchill & Iacobucci, 2005). True experimental designs offer 
advantages over pre-experimental or quasi-experimental designs because they allow the 
researcher to determine which participants will be randomly exposed to which stimulus and 
at what time. As such, the control over extraneous variables is usually greater than the other 
two research methods. Accordingly, this study will be conducted using a true experimental 
design. 
3.5.2 Mixed Design  
Study Three will use a mixed design method with two key independent variables and 
compared between groups. . The study will use a 3 (advertisement type: control, target-cryptic 
and target-specific) X 4 (respondent type: gay-intolerant, gay-indifferent, gay-friendly and 
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gay/bisexual) between subject experimental design. The aim is to determine if there are the 
statistical significance differences between groups.  
Respondents will be randomly assigned to an advertisement type to ensure that an unbiased 
study is conducted. Respondents will then be asked to answer a series of scale-based 
questions that reflect their opinion on one of the three car brands used in the research. These 
questions reflect the four dependent variables: brand image, brand trust, brand affect and 
purchase intention. These scale-based questions are adopted from other studies on branding 
(Chaudhuri & Holbrook, 2001; Lepkowska-White, Brashear & Weinberger, 2003) to ensure 
validity in data collection. On completion of the questions, the respondents will then be 
exposed to the first of three advertisements from either control, target-cryptic or target-
specific advertisement categories. After assessing the advertisement, respondents will be 
asked the same scale-based questions – but randomised – about their opinion of the brand. 
This will be repeated for the remaining two advertisements, followed by scale-based 
questions to classify participants into respondent types and then, to the demographic 
questions. True random population sampling will not take place, as the survey will only be 
available to those with access to the internet and survey platform – although participants in 
the experiment will be randomly assigned one of the three advertisement types. This random 
assignment will improve the internal validity of the experiment (Judd, Smith & Kidder, 
1991). 
3.5.3 Sampling 
Study Three will recruit respondents online, given its many advantages. As more researchers 
are turning to online sources for data collection, Mechanical Turk (MTurk) has become a 
popular option (Holden, Dennie & Hicks, 2013; Mason & Suri, 2011; Paolacci, Chandler & 
Ipeirotis, 2010). MTurk essentially allows requesters to put out tasks for workers in exchange 
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for monetary incentives (Paolacci, Chandler & Ipeirotis, 2010; Buhrmester, Kwang & 
Gosling, 2011; Holden, Dennie & Hicks, 2013). Requesters can post “Human Intelligence 
Tasks” (or HITs) with predefined criteria, so only qualified workers can see and accept the 
task and can refuse payment for poor quality work – even blocking a worker from accepting 
future HITs (Paolacci, Chandler & Ipeirotis, 2010). Likewise, requesters who fail to justify 
rejecting workers can be filtered out by workers to avoid future exploitation (Paolacci, 
Chandler & Ipeirotis, 2010).  
There are many advantages in using the MTurk platform for research data collection, 
including a large pool of potential, stable and reliable respondents online, with a simplified 
and efficient recruitment method, based on a supportive infrastructure (Paolacci, Chandler & 
Ipeirotis, 2010; Mason & Suri, 2011). Data collection can be done via their in-house survey 
platform or linked to an external site, providing flexibility (Paolacci, Chandler & Ipeirotis, 
2010). With the ability to customise criteria, researchers can target different groups for data 
comparison based on age, ethnicity, socio-economic status, language and country of origin 
(Paolacci, Chandler & Ipeirotis, 2010; Mason & Suri, 2011). Although respondents are 
anonymous, MTurk enables longitudinal studies by recruiting the same users via respondent 
identification (Paolacci, Chandler & Ipeirotis, 2010). Finally, at a low cost and with a simple, 
built-in payment method, MTurk provides researchers with high worker response and 
retention rates, low attrition and data that is more reliable than lab subject and online 
discussion platform (Marge, Banerjee & Rudnicky, 2010; Mason & Suri, 2011; Chandler and 
Kapelner, 2013; Paolacci, Chandler & Ipeirotis, 2010). 
On the other hand, there are disadvantages in using the MTurk platform in collecting data; 
limited representativeness of sample availability to researchers, including the possibility of 
respondents having several worker accounts (Paolacci, Chandler & Ipeirotis, 2010; Holden, 
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Dennie & Hicks, 2013). Although longitudinal studies are possible, it can breach the concern 
of respondent anonymity (Holden, Dennie & Hicks, 2013). Also, with MTurk using self-
reporting measures, there is no option to carry out other research methods, such as lab 
observation (Holden, Dennie & Hicks, 2013). Given that MTurk is open to an international 
population of workers, there is a need to be culturally sensitive and materials are likely to 
require modification (Holden, Dennie & Hicks, 2013). Also, with such small incentives on 
offer, the data quality may be compromised if the requester is unable to determine if the 
workers take the experiments seriously (Paolacci, Chandler & Ipeirotis, 2010). Finally, online 
respondents may be less attentive compared to those in a lab-based environment, although 
using instructional manipulation checks can minimise that concern (Oppenheimer, Meyvis & 
Davidenko, 2009). 
To ensure that the MTurk workers take the experimental survey seriously, respondents will 
be selected based on a criterion of 95 per cent or higher on past work completion rate. This 
will ensure the sample is reasonably reliable. In addition, respondents will be required to 
include a completion code by the end of the survey, which ensures that they will have to 
complete the task in order to be compensated. Any responses that are perceived as 
incomplete, conflicting or lacking genuine attempt can result in the withholding or refusing of 
payment.     
3.5.4 Study Three Justification 
An experimental design is particularly appropriate for Study Three as it can provide more 
persuasive support for causality than traditional exploratory or descriptive research (Churchill 
& Iacobucci, 2005). As such, findings in Study Two can be supported by Study Three and 
justify the testing of hypotheses to validate the cryptic marketing approach through cause-
and-effect relationships.  
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3.5.5 Method of Data Analysis 
In order to examine the effect of the advertisement type on consumer responses, as well as 
difference between the respondent types on similar advertisement categories, a multivariate 
analysis of covariance with two independent variables (respondent type, advertisement type) 
and dependent variables (brand image, brand trust, brand affect and purchase intention) will 
be conducted. Using two independent variables of advertisement type and respondent types, 
the analysis will investigate changes in the dependent variables to test the proposed 
hypotheses. IBM’s SPSS will be used to run the tests and comparisons to determine if there is 
statistical significance in the use of cryptic marketing in targeting the gay/bisexual audience 
and bypassing the non-target respondents.  
3.5.6 Ethical Considerations 
This research intends to create new knowledge and a better understanding of consumer 
behaviour and marketing communication. Consequently, Study Three will be conducted 
according to the National Statement on Ethical Conduct in Research Involving Humans, 
developed by the National Health and Medical Research Council (NHMRC) and the 
Queensland University of Technology guidelines. The Queensland University of Technology 
Research Ethics Unit assessed this study (Application 1200000696) and granted Ethical 
Clearance from 5 August 2013 to 15 August 2013. Respondents will be asked an optional 
question about their sexuality at the end of the survey and participants will be provided the 
option of free counselling, specifically those who may experience discomfort or distress 
during or after the completion of the survey. All comments and responses will be anonymous 
and treated with confidentially.  
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3.6 Conclusion 
This chapter has outlined the methodology and overall research design of the thesis by 
discussing the philosophical orientation and research paradigm of the studies (Section 3.1) 
and the overall research program (Section 3.2). This is followed by the qualitative approach 
to Study One (Section 3.3.) and Study Two (Section 3.4), as well as the quantitative approach 
to Study Three (Section 3.5). The research procedure and results of Study One are presented 
in the next chapter.  
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Chapter	4:	Method	and	Findings	for	Study	One	
The previous chapter outlined the theoretical foundations of this research and highlighted the 
present lack of understanding in targeting specific audiences without alienating broader 
society. This chapter presents the findings of Study One, which involves an exploratory study 
to investigate what factors influence consumer response to gay-specific advertisements. 
Chapter Four is structured as follows. Firstly, an overview of the ‘Rip and Roll’ campaign 
that highlighted people’s attitudes towards the gay community is provided (Section 4.1). 
Then, it addresses the research objective for Study One (Section 4.2) and research procedure 
(Section 4.3). This will be followed by findings from thematic networks (Section 4.4), 
thematic patterns (Section 4.5) and discussion (Section 4.6) of the study. The findings from 
Study One will support the development of Study Two, which will be presented in the 
subsequent chapter.  
 
4.1 The ‘Rip and Roll’ Campaign  
The ‘Rip and Roll’ campaign is a safe gay-sex advertising campaign launched by the 
Queensland Association of Healthy Communities (QAHC) in May, 2011, Australia. The 
$64,000 advertising campaign was funded by both the Federal and Queensland State 
Governments (Jaques, 2013). The advertisement featured a black and white visual of two, 
fully-clothed men in a front-to-back embrace, with one holding an unopened condom packet, 
delivering the message of safe sex practice to gay men (see figure 4). The advertisement 
promoted the strap line of “a safe sex message from Healthy Communities” and a phone 
number (Jaques, 2013). These advertisements were produced as posters and were placed on 
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outdoor hoardings and bus shelters across Brisbane city and inner suburbs by two outdoor 
advertising companies, Goa and Adshel (Jaques, 2013).   
 
Figure 4: Rip and Roll Safe Gay Sex Advertisement 
 
However, on the 31st of May, 2011, some of the ‘Rip and Roll’ posters were removed by 
Adshel after numerous anonymous complaints were made about the advertisement’s 
“appropriateness” (Australian Christian Lobby, 2011). The complaints summarily argued that 
any condom advertising in public areas exposed to children is unacceptable and contrary to 
prevailing community standards (Jaques, 2013). Additional sentiments were also raised, 
including that the advertisements were publicly encouraging two men to have sex, promoting 
homosexual love and that such sexual perversion is offensive (Jaques, 2013). It was later 
determined that the near-identical wording complaints were orchestrated by the Australian 
Christian Lobby Group (ACL), headed by the local director and campaign spokesperson, 
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Wendy Francis. The ACL claimed the posters were an affront to decency and family values 
and that exposing children to sexual materials (through the visual of a condom advertisement) 
was inappropriate (Jaques, 2013). They also claimed that one of the men wearing a crucifix 
was “offensive to Christianity” (Jaques, 2013). Although Ms Francis denied her anti-gay 
stance, her on-air interview with a Melbourne-based gay radio station reinforced the 
perception that the central issue was homophobia (Jaques, 2013). This was compounded by 
her previous tweet as an unsuccessful political candidate that “gay marriage was tantamount 
to child abuse” (Jaques, 2013, p. 57).  
In response to the removal of the posters by Adshel, the gay community and their supporters 
rallied for the advertisement to be reinstated (Couriermail, 2011a). Michael James, who 
appeared in the ‘Rip and Roll’ advertisement with his real life partner, went online to ask 
supporters of the gay community to petition against homophobia. Social media, such as 
Facebook, gathered more than 100,000 supporters by mid-June, 2011. Marches, rallies and 
strong word-of-mouth campaigns formed, as the momentum to raise gay acceptance gathered 
pace, attracting national and international coverage. Adshel admitted that they fell prey to a 
coordinated ACL campaign ad and reinstated the ‘Rip and Roll’ posters two days after their 
initial removal. Although the advertisements were successfully returned, graffiti covered one 
of the posters with the words “kill ’em all”, a day later (Couriermail, 2011b)  
This incident has resulted in contrasting reactions to gay-specific advertisements in targeting 
subcultures like the gay community. It has showed that there are strong differences of 
opinions and attitudes between members of society regarding the gay community and their 
lifestyle. As such, the first study of this research will focus on identifying and understanding 
the factors that influence consumer attitudes. Specifically, this study will determine if the 
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factors discussed (Section 2.1.3), such as religiosity, beliefs, values and stereotypes, did 
influence consumers’ perception about the ‘Rip and Roll’ campaign. 
 
4.2 Research Objective  
In order to understand why audiences react positively or negatively to gay-specific 
advertisements, it is first necessary to understand these consumers’ perceptions that lead to 
either responses. With previous research studies identifying factors such as religion, beliefs, 
values and stereotypes influencing consumer attitudes toward gay advertisements, this 
research attempts to verify if similar factors can be identified from the ‘Rip and Roll’ 
campaign. Thus, the objective of Study One is to undertake an exploratory study of public 
perception about the ‘Rip and Roll’ bus shelter advertisement used in targeting gay 
consumers. It will answer the following research question, posed in Chapter Two, Section 
2.2: 
 RQ1.  What are the factors that influence consumer response to gay-  
  specific advertisements? 
This question is addressed from both the advertiser and marketer perspective and investigates 
what factors (in consumers) would influence acceptance, support or rejection of using gay-
specific advertisements in targeting the LGBT community. 
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4.3   Research Procedure  
In this study, data was examined from 231 direct online comments, arising from an article 
published by The Courier Mail, a Queensland newspaper. The article was titled, “Gay-hate 
attack on Rip and Roll safe sex poster” and was published on 2 June 2011, with online 
comments submitted from readers between the 2nd and 9th of June, 2011 (The Courier Mail, 
2011b). This article was chosen for three reasons. Firstly, the publisher (The Courier Mail) is 
based in Queensland where the ‘Rip and Roll’ campaign was launched and they covered the 
news throughout the controversy. In addition, QAHC, who commissioned the advertisement, 
is based in Brisbane and was interviewed by The Courier Mail for the chosen article. 
Secondly, several articles were written about public resistance to the poster, but the chosen 
article reported the three key incidents; being the poster’s removal, reinstatement and the anti-
gay slurs. This would have drawn more interest from various sections of the public and the 
comments provided online would likely be from more varied consumer groups. Thirdly, the 
online article attracted a good number of direct online comments about the article content, 
which is ideal for the qualitative study of thematic analysis. Although the Facebook page, 
created by supporters of the advertisement, provided many comments, it was not used in this 
study, given its bias in support – and because online contributors were unable to remain 
anonymous.   
 
4.4 Findings from Thematic Networks 
The first step in a thematic analysis was to reduce the data in the study. The comments from 
the newspaper article were dissected into manageable and meaningful text segments with a 
coding framework. Given that the aim of the research question is to determine the factors that 
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influence the consumer response to advertisements that are gay-specific, the salient issues 
were drawn from within the comments. Comments that were deemed irrelevant to the topic 
(such as spam and trolling remarks) were withdrawn from the analysis, so as to avoid 
compromising the integrity of the discussion (Attride-Stirling, 2001). The open coding was 
conducted to identify the micro themes within the comments, followed by the development of 
the macro themes, under axial coding. In the final stage of selective coding, the major themes 
are identified through revisiting the underlying patterns and structures (Attride-Stirling, 
2001). 
The micro themes identified provide the foundation of the thematic networks. These micro 
themes, when assembled with other, similar, coherent groupings, help form the macro 
themes. Eleven macro themes were identified in the thematic analysis process: 
1. Intolerant attitude toward gays 
2. Indifference toward gays 
3. Friendly attitude toward gays 
4. Religious Beliefs toward gays 
5. Secular Beliefs toward gays 
6. Negative Beliefs and Attitudes toward gays 
7. Positive Beliefs and Attitudes toward gays 
8.  Negative feelings and emotions towards advertisement 
9. Non-negative feelings and emotions towards advertisement 
10. Marketing method inappropriate 
11. Marketing method appropriate 
As discussed in section 2.1.3, previous research indicated several factors influenced 
consumers’ perceptions about homosexuality. These included gender, age, education level, 
race, political affiliation, religiosity and stereotypes about homosexuals (Hicks & Lee, 2006; 
Whitley, 2009; Averett et al, 2011; Herek, 2000; Jefferson & Bramlett, 2010; Felmlee, 
Orzechowicz & Fortes, 2010; Walls, 2010; Calzo & Ward, 2009; Hooghe et al, 2010; Heath 
& Goggin, 2009). These factors also resulted in personal beliefs and attitudes formed about 
the LGBT community. In the first study – although some factors such as age, gender, 
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education level and political affiliation were undetermined due to the anonymity of the online 
comment contributors – the factors of religiosity and stereotypes were similar to previous 
findings. The following outlines the 11 macro themes, supported by the micro themes and 
text segments drawn from the comments (see appendix B for full list of comments).  
4.4.1 Attitudes towards Gays 
Attitudes toward gays and the gay community within society have been contentious, with 
some perceiving the homosexual lifestyle as disgusting, unnatural and immoral. These 
comments were categorised as “intolerant”.  
Abnormal:  
 ‘As a parent I would strongly consider taking legal action if this type of thing was to 
 appear at a bus stop my children use. It’s not natural, it’s not healthy, it’s not normal 
 and it’s not on.’ (Comment 81) 
 ‘No matter how much you argue for it and dress it up homosexuality is NOT 
 normal.’ (Comment 161) 
Immoral: 
 ‘Rome fell through immorality without the help of mass media, so I suspect that 
 Australian as we know it, is on its way out and fast!’ (Comment 41) 
 ‘The allowance of this type of advertising starts us down the slippery slope with no 
 return. I don’t care if you’re gay, keep it to yourself and everyone will be happy.’
 (Comment 201) 
Unacceptable behaviour: 
 ‘It is society’s permissive attitudes which are causing the spread of this unnatural 
 disease, not the actions of the majority who do not support or condone permissive 
 conduct and behaviour.’ (Comment 83)  
 ‘Never mind children seeing this advert, my husband and I wanted to throw up
 over it. Gays will never be fully tolerated in this society.’ (Comment 117) 
On the other hand, there are people within society who believe there are reasons to support 
the gay community on the basis that they are no different from everyone else. The support for 
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the advertisement appears to be more than just accepting homosexuality as normal, it is also 
about the need to stop homophobia. These comments were categorised as “friendly”. 
Acceptance: 
 ‘I am straight but happen to have a son that is gay. Should I love him any less 
 because of how he lives? No, because the love is unconditional.’ (Comment 95) 
 ‘Both my children are heterosexual but both know that if either were homosexual 
 they would have the full support of their parents. We would love them for the 
 people they were no matter what their sexuality was.’ (Comment 187) 
Normal: 
 ‘Gay couples also have normal happy, healthy relationships.’ (Comment 2) 
 ‘What is wrong with two men loving each other. What is wrong with using two 
 men to  promote safe sex.’ (Comment 33)  
Stop Homophobia: 
 ‘Open your minds and hearts, and face the reality that discrimination in any 
 form is NOT OK! It is not about one group getting more rights than another. It’s 
 about all groups having the same rights to live as they see fit.’ (Comment 39) 
‘I have gay friends who I love. My child has gay friends. Gay and lesbian teenagers 
are committing suicide because of homophobia. Stop killing our kids. Stop 
homophobia’. (Comment 188) 
In the midst of the opposing sides on attitudes toward gays, some have offered an indifferent 
view on the issue of homosexuality in the public eye. Their perspectives are mostly objective 
and address the cognitive issues, rather than affective opinions, reflecting the mindset of an 
educated viewpoint which aligns with previous research. These comments were categorised 
as ‘indifferent’, 
Objectivity: 
 ‘I am a straight person however being straight or gay should not matter one bit.’ 
 (Comment 6) 
 ‘Some people need to get over themselves and accept the fact that there are 
 straight people and there are gay people.’ (Comment 156) 
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Neutrality: 
 ‘I am an older Christian woman and have supported people in their fight to find 
 their identity. And come to terms with their choices. I try to advise them to be 
 safe I don’t like their lifestyle but I they have to live with it.’ (Comment 14) 
 ‘I love ALL people not matter their choices of partner, job, hair colour, etc.’ 
 (Comment 91) 
Gay is not the Issue: 
 ‘I am father to 2 young boys who have not once questioned the ad. I don’t have a 
 problem with this ad as it is no worse than many other ads out there.’ (Comment  78) 
 ‘I am heterosexual, but have many gay friends and have no issue with this ad. I 
 think this is a case of a minority of people making enough noise and a company 
 responding in haste.’ (Comment 175) 
From the category of attitude, three macro themes have been identified. Firstly, the comments 
that reflected the indignant views about homosexuals are classified as “gay-intolerant”. Next, 
all comments that understood and supported the cause is classified as “gay-friendly”. Lastly, 
the macro theme that reflected the matter-of-fact views is classified as “gay-indifferent”.   
4.4.2 Religious Beliefs towards Gays 
Religion exists in all societies and is shaped by its social context. It is perceived that religion 
is socially constructed and reflects a society (Johnstone, 2004). Through the analysis of the 
comments, spiritual and secular beliefs appeared as a motivator for stating strong, opposing 
opinions about the ‘Rip and Roll’ advertisement. Those who believed in their religious creed 
used spirituality as reasons not to support the campaign, which is aligned with previous 
research on the factor of religiosity. 
Religious Beliefs Against: 
 ‘Biblical - it’s Adam and Eve not Adam and Steve Non-biblical.’ (Comment 88) 
 ‘The Bible is explicit about God’s view of sin including homosexuality... Just 
 consider Sodom.’ (Comment 191) 
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Religious Reasoning Against: 
 ‘The word of God does say ‘everyman did that which was right in his own eyes?’ You 
 will find that God has his standard, your standard and even mine is not that of God’s. 
 Don’t imagine God’s standard, read it in his word, it is well recorded.’ (Comment 24) 
On the other hand, there were comments that used religion to support the advertisement, 
alongside those who did not believe in – or were against – religion, which reflected previous 
research findings on religiosity. It was also noted that some comments raised the issue of 
hypocrisy from Christians who failed to target other sexually explicit material. 
Antireligious Beliefs in Support: 
 ‘Sure, believe that homosexuality is a sin, but live by all the texts in the Bible - 
 don’t pick and choose the parts that suit you.’ (Comment 79) 
 ‘You CANNOT liken the muffling of extremist Christian voices to the oppression of 
 and discrimination shown toward homosexuals.’ (Comment 82) 
Atheistic Reasoning in Support: 
 ‘Do these same preachy Christians and parent groups howl this loudly when a 
 scantily clad Britney Spears or Rihanna music clips graces their TV screens at 
 home? Did they protest outside JB Hi-Fi when their albums were released?’ 
 (Comment 125) 
 ‘You’re kidding yourselves if you think that a picture of 2 men together is going to 
 affect ANY of us (16 years old) in any way - Other than making GLBTQIA  teens feel 
 better about who they are. Every single one of my Christian friends share my view - 
 and so do the Hindu, Muslim, Buddhist, Atheist and Non-Denominational friends too.’ 
 (Comment 211) 
These micro themes formed, based on spirituality, and used religion as a basis of decision-
making in determining what is right and wrong, while using cognitive reasoning to support 
the advertisement and its placement. This finding is aligned with previous research findings 
on religiosity. From the category of religion, two macro themes have been identified. The 
comments that used religion to rally against the advertisement are classified as “spiritual” 
while those who dismissed the use of religion are classified as “secular”.   
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4.4.3 Beliefs and Values of Gay Perception 
In the aspect of beliefs and values, the stereotypes highlighted the fear that stigmatises the 
gay community. Misconceptions, such as “gay disease”, their harmful lifestyle or that gay 
people do not use mainstream media, are evident, reflecting previous research findings on 
homosexual stereotypes. The lack of information and urban myths may have contributed to 
the gay-intolerant comments. 
Gay Placement Belief: 
 ‘Why these posters promoting a gay lifestyle need to be all over bus stops where 
 school kids congregate. Why not have them in gay nightclubs?’ (Comment 12) 
 ‘Put this messaging where it belongs, in the night clubs etc but not where my 
 children have to be subjected to it!’ (Comment 112) 
Gay Disease: 
 ‘If men didn’t indulge in unnatural acts, (contrary to nature), then there wouldn’t be 
 an AIDS problem.’ (Comment 41) 
 ‘HIV is not a mainstream problem but affects the gay minority predominantly.’ 
 (Comment 212)  
Gays Practice Unsafe Sex: 
 ‘I’m sorry but if homosexuals haven’t got the safe sex thing down pat by now, 
 after everything we and they (should) now know, a bus stop advert ain’t gonna do it f
 or you!’ (Comment 102) 
 ‘Sadly homosexuals have not got the safe sex message. HIV is ripping through this 
 group once again.’ (Comment 162) 
Gay is a Choice: 
 ‘IT IS NOT NORMAL! and don’t feed me that crap that ‘gays are born that way’ 
 they simply are not and choose to be gay.’ (Comment 10) 
 ‘Homosexuality is a mental health issue. Dysfunctional relationships at home and 
 sexual abuse will prove to be major causes.’ (Comment 153) 
 
 
102 
 
Gay is unnatural: 
 ‘Our children use bus stops, they don’t need to be exposed to this type of unnatural, 
 unhealthy behaviour.’ (Comment 81) 
 ‘How many gay animals do you see, it is just not natural.’ (Comment 88) 
Gays Harm Society: 
 ‘They pose, as a group, a significant public health hazard to the rest of the 
 population. It is for good reason that there is fear, some people call this 
 homophobia. I call it a public health hazard. Some people are willing to slide on this 
 issue and not highlight the high risk and irresponsible behaviour of male 
 homosexuals.’ (Comment 69) 
 ‘It is society’s permissive attitudes which are causing the spread of this unnatural 
 disease, not the actions of the majority who do NOT support or condone permissive 
 conduct and behaviour.’ (Comment 83) 
Gays Promoting Lifestyle: 
 ‘This is not an ad about HIV protection. It is an ad promoting a homosexual 
 lifestyle.’ (Comment 57) 
 ‘What a disgusting billboard and disgusting mindset to promote gay behaviour.’ 
 (Comment 148) 
Although the negative gay judgements and fear mongering exists in society, the feeling of 
pride was supported by comments regarding the need to dispel unwarranted stereotypes and 
highlight that gay men are no different from the rest of society. 
Gay Placement Reality: 
 ‘Where exactly do gays congregate these day? Oh, that’s right ... everywhere.’ 
 (Comment 37) 
 ‘Do you people realise that gay and lesbian people DON’T just all hang out 
 together in gay nightclubs.’ (Comment 39) 
Gays are the Same as Everyone: 
 ‘Believe it or not, we do actually live normal lives and have normal habits just like 
 you.’ (Comment 63) 
 ‘As evidenced by numerous polls and even the comments here more people 
 support gays being treated the same as everyone else.’ (Comment 204) 
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Not a Gay Disease: 
 ‘I am amazed at the number of commentators who still see HIV/AIDS as being a 
 ‘gay disease’. ANYONE of any sexual persuasion can contract HIV.’ (Comment 61) 
 ‘Firstly homosexuality actually IS normal. Secondly AIDS is not just a gay 
 disease, it is quite rampant within the heterosexual community as well.’ (Comment 
 165) 
Gay is Not a Choice: 
 ‘Religion is a choice, sexual persuasion is not.’ (Comment 82) 
 ‘Also to all of you saying being gay is a choice. When did you choose to be 
 straight?’ (Comment 205) 
Anger was shown from both gay-friendly and gay-intolerant sections of the public: anti-gay 
sentiments reflected perceived immoral, unacceptable and abnormal behaviour in gay people, 
while pro-gay groups argued the aspect of unnecessary violence, hate and grief placed upon a 
subculture group within a dominant society. These aligned with the previous research 
findings on homosexual stereotypes. From the category of beliefs and values of gay 
perception, two macro themes have been identified. The negative stereotypes are classified as 
“negative” while the comments debunking the fallacy are classified as “positive”.  
4.4.4 Feelings and Emotions toward the Advertisement 
Feelings and emotions have also emerged as key influencers of attitude towards the ‘Rip and 
Roll’ advertisement. Perceptions on how the advertisement could affect children and promote 
a gay lifestyle were seen as an issue of anxiety and fear for those who did not support the 
placement of the poster. This is aligned with previous researching findings on homosexual 
stereotypes. 
Promotes Gay Sex: 
 ‘The advertisement, although well meaning promotes promiscuity. It suggests that 
 sexual acts between men be it gay or straight are good and acceptable.’ (Comment 
 41) 
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 ‘This is not an ad about HIV protection. It is an ad promoting a homosexual 
 lifestyle.’ (Comment 57) 
Protect Children from Gay Sex: 
 ‘Children at a vulnerable age are influenced by this kind type of suggestiveness and 
 lulled into a sense of ... ‘It’s okay everybody does it’. (And that’s a lie).’ (Comment 
 41) 
 ‘Since when did it become publicly acceptable to have advertisements which 
 suggest to our children indeed everyone that gay sex is ok??’ (Comment 59) 
Protect Children from Sex: 
 ‘Straight or gay it doesn’t matter, promoting safe sex is still promoting sex, and 
 should  not be for young viewing.’ (Comment 73) 
 ‘It is sexually suggestive and it makes no difference if it’s a homosexual or 
 straight couple, the point is I don’t want my children to see it in the street.’ (Comment 
 140) 
These perceptions about the advertisement reflected some people’s disdain for the gay 
lifestyle, as well as parents’ strong disapproval for the content to be exposed to children. The 
counter view of the advertisement is that parents need to play a stronger role on educating 
children about sex, the use of contraception and diversity in lifestyle. 
Educate about Difference: 
 ‘It is important to introduce education about homosexuality into schools so that 
 backward, hateful people will not do things like this. It means educating children 
 about different types of relationships. Just like children are educated about different 
 cultures and religions.’ (Comment 2) 
 ‘People, grow up - you aren’t the most important thing in the world and there are 
 others (yes, shock - Gays) living beside you in society. Gain more tolerance. Educate 
 yourselves. Deal with it, you might find them to be a true friend and better person 
 than expected. If that fails, stick your head back in the sand.’ (Comment 54)  
Promoting Safe Sex: 
 ‘It’s not about homosexuality, it’s about educating people, including our children 
 (yes as scary as it is, they may be exposed to that one day) about the spread of 
 AIDS, which just in case you had forgotten is not just a gay disease, anybody can get 
 it.’ (Comment 22) 
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 ‘Ads like this don’t create an early sexualisation of young children... They help 
 educate older children/youth about how to stay safe when they do embark on the 
 journey into relationships and sexual behaviour.’ (Comment 166) 
Responsibility of Parents: 
 ‘In a perfect world children should be taught about the sexuality of humans by 
 their parents or caregivers in privacy, it is a very personal thing that parents 
 should take responsibility for.’ (Comment 14) 
 ‘Do you actually have kids?? Clearly you don’t have children that see other 
 children naked and ask questions about it, or ask about where babies come 
 from, or why women have ‘bumps’ in the front, and so on... Stop being so precious.
 You could always answer ‘it’s something for adults that you don’t need to know about 
 yet’. (Comment 52) 
The comments summed up the emotional objection from some on promoting gay sex to the 
public and the supposed sexualising of children. Contrary to those perceptions, some believe 
it is about educating children about the gay subculture, putting the responsibility squarely on 
the parents. From the category of emotions and feelings, two macro themes have been 
identified. The emotional objections are classified as “advertisement detrimental to children”, 
while emotional acceptance is classified as “advertisement education to children”.  
4.4.5 Attitude towards Method of Marketing  
Finally, the attitude towards the marketing of safe sex to gays highlighted the conflict among 
comments about its appropriateness. Questions were raised about the choice of message, 
media and use of visuals in targeting the gay community. Those who disagreed with the 
overall marketing approach questioned the hidden gay agenda and the need to place such 
messages in the public eye. This is aligned with previous research findings of political and 
stereotypical attitudes toward the gay community. 
Hidden Gay Agenda: 
 ‘I believe the Gay lobby is no longer trying to change the attitudes in the general 
 community but are now trying to impose their attitudes upon anyone who’s 
 opinion differs.’ (Comment 56) 
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 ‘These ads are not about condoms or HIV, but more about an ongoing attempt by 
 these militant gay groups of changing our idea of homosexuality from being 
 something that is abnormal and abhorrent to something that is ‘normal’ and 
 acceptable. That is why they continually fudge the figures on the number of gays in 
 Australia.’ (Comment 90)  
Inappropriate Message: 
 ‘Why does an advert for their ‘sexual hygiene’ need to be advertised to 100% of the 
 community?’ (Comment 104) 
 ‘Don’t know why condoms have to be promoted so much. Everybody has heard of 
 condoms, as we live in a sex saturated society.’ (Comment 174)  
Inappropriate Media: 
 ‘Sexual advertising in any form should be released discreetly to the relevant 
 communities.’ (Comment 97) 
 ‘Surely marketers can do a better job of advert placement, and leave the bus 
 shelters (and other public sites) for cough mixtures and frozen dinners!’ (Comment 
 214) 
Inappropriate Visual: 
 ‘So AMI had to pull their billboards because they obviously depicted sex, James 
 Boag’s had to pull their billboards because a girl sitting on a car bonnet and 
 holding a beer was too racy. So why is a billboard with two people embracing and a 
 condom in plain sight acceptable?’ (Comment 126) 
‘The ad is suggestive of what is about to happen and in extremely poor taste. No one 
gives a damn what they do in private but we do not need to have it thrust in our 
faces.’  (Comment 179) 
Inappropriate Target: 
 ‘This ad campaign was designed to be divisive and antagonistic - and it has 
 succeeded in upsetting people. We don’t really need to advertise safe sex just to 
 Gays do we? Considering they represent what ... 5% of the market - surely a 
 more ‘general’ campaign would have sufficed.’ (Comment 17) 
 ‘The campaign should be targeted towards safe sex full stop, why does the  persuasion 
 of the individual matter?? Why does it have to be segregated!!’ (Comment 106) 
Contrasting the appropriateness of the marketing approach, these comments reinforced the 
mindset that society needed to see the bigger picture behind these campaigns. And if the 
campaign is not relevant to some, do not engage with it. 
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Appropriate Message: 
 ‘If the children who use these bus shelters are constantly reminded of condoms and 
 the need to use them and they then become a part of youth culture, lives will be saved, 
 tears will be saved, funerals will be averted.’ (Comment 3) 
 ‘Whether it be between two men, a man and a woman or two women is important. I’m 
 sure you would much rather your children knowing about condoms and the 
 importance of using them, in any situation, than not.’ (Comment 145) 
Appropriate Media: 
 ‘Gay people catch buses too.’ (Comment 108) 
 ‘You probably sit next to people on the bus from the LGBT community all the 
 time.’ (Comment 63) 
Appropriate Visual: 
 ‘One of the men in the picture is Catholic, and Gay, I’m sure he - and very many 
 other Christians are not offended by this advertisement; This photo is so innocent that 
 if the condom was not there, the men could quite easily be mistaken for brothers.’ 
 (Comment 33) 
 ‘I’m an older than middle aged Mum who works for a church and I think the 
 image on the ad is quite pleasant. I see the poster as depicting love, affection, and 
 being responsible as well.’ (Comment 193) 
Appropriate Target: 
 ‘ Targeting young gay males with posters in a part of the city where there is a 
 large gay population - and near a nightclub zone - is a sensible strategy.’ (Comment 
 64) 
 ‘I see a few people questioning why the use of gay men was necessary in this ad. I 
 would question if you saw a man and woman in the ad instead, would you have paid 
 any attention at all to the ad? This ad is targeting the entire population but as the 
 65% of HIV sufferers are gay men, it makes sense to put them up there.’(Comment 
 78) 
From the categories of attitude towards method of marketing, two macro themes have been 
identified. The comments that felt the marketing approach was inappropriate are classified as 
“inappropriate”, while those who felt the method was pertinent are classified as “appropriate”. 
These themes reflected the previous findings of stereotypes toward the gay community.  
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4.5 Thematic Pattern  
The thematic analysis of the online comments resulted in 39 micro and 11 macro themes. The 
analysed macro themes appeared to split into three, overall themes; namely anti-gay biased, 
gay-receptive or gay-neutral (see table 5). The gay-neutral group had mixed responses to the 
issues raised but, due to a small number of contributed comments – and that the group is not 
the focus of this study – the emphasis was placed on the other two, overall themes.  
The anti-gay biased comments appear to contrast against the gay-receptive group, through 
five, common macro themes. In terms of attitude towards homosexuals, it was the gay-
friendly versus the gay-intolerant. In terms of religion, the gay-friendly comments reflected 
cognitive reasoning and non-religious beliefs against the anti-gay biased, who used 
spirituality to reinforce their point of view. When it came to personal beliefs and values, 
those opposed to the homosexual lifestyle displayed far greater negative stereotypes and 
misconceptions, while gay-supportive comments dispelled most of them with information 
and personal experiences. The feelings and emotions were on display when the contentious 
issue of the impact of the advertisement on children was raised. Anti-gay biased comments 
feared the early sexualisation of children, while gay-receptive comments believed educating 
safe sex should be the responsibility of the parents. Finally, the attitude towards the 
marketing method was scrutinised by both sides, specifically when it came to the choice of 
message, media, visual and target audience. The idea of a hidden gay agenda was also 
uncovered (see figure 4). 
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Micro Themes Macro Themes Overall Themes 
1. Abnormal 
2. Immoral 
3. Unacceptable Behaviour 
Intolerant  
(Attitudes towards Gays) 
 
 
 
 
 
 
 
 
 
 
 
Anti-Gay Biased 
(Homophobia) 
4. Religious Beliefs Against 
5. Religious Reasoning Against 
Spiritual  
(Religious Beliefs) 
6. Gay Placement Belief 
7. Gay Disease 
8. Gay is a choice 
9. Gay Promoting Lifestyle 
10. Gays Harm Society 
11. Gays Practice Unsafe Sex 
12. Gay is unnatural 
Negative  
(Beliefs and Values) 
13. Promotes Gay Sex 
14. Protect Children from Gay Sex 
15. Protect Children from Sex 
Detrimental to Children  
(Feelings and Emotions 
towards Advertisement) 
16. Hidden Gay Agenda 
17. Inappropriate Message 
18. Inappropriate Media 
19. Inappropriate Visual 
20. Inappropriate Target 
Inappropriate  
(Attitudes towards 
Marketing) 
21. Gay is not the Issue 
22. Neutrality 
23. Objectivity 
Indifferent  
(Attitudes towards Gays) 
 
Gay-neutral 
24. Normal 
25. Acceptance 
26. Stop Homophobia 
Friendly  
(Attitudes towards Gays) 
 
 
 
 
 
 
 
 
Gay-receptive/ 
(Homophilia) 
27. Antireligious Beliefs in Support 
28. Atheistic Reasoning in Support 
Secular  
(Religious Beliefs) 
29. Not a Gay Disease 
30. Gay Placement Reality 
31. Gay is not a Choice 
32. Gays are the same as Everyone 
Positive  
(Beliefs and Values) 
33. Educate about Difference 
34. Promoting Safe Sex 
35. Responsibility of Parents 
Not Detrimental to Children  
(Feelings and Emotions 
towards Advertisement) 
36. Appropriate Message 
37. Appropriate Media 
38. Appropriate Visual 
39. Appropriate Target 
Appropriate  
(Attitudes towards 
Marketing) 
Table 4: Thematic Analysis Breakdown of ‘Rip and Roll’ 
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Figure 5: Thematic Analysis Flow Chart
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4.6 Discussion 
Using the thematic analysis approach, 231 comments were taken from an online news article 
about the ‘Rip and Roll’ bus shelter advertisement incident. These comments were 
segmented, coded and categorised into 39 micro themes, which were then assigned into 11 
macro themes, based on related, conceptual content. Of these macro themes, three overall 
themes were developed through selective coding, namely anti-gay biased, gay-neutral and 
gay-receptive. 
The macro themes identified provided a contrasting view of the factors between the positive 
and negative responses. Influencing factors toward gays include personal attitude, religious 
belief, personal beliefs and values, emotional response to the advertisement and attitude 
towards the marketing method. Of these factors, religion, personal attitude and personal 
beliefs and values reflected findings from earlier studies discussed in Chapter 2 (Section 
2.1.3). Depending on whether people are anti-gay biased, gay-receptive or gay-neutral, these 
factors can influence the way consumers perceive a brand or product positively, negatively or 
indifferently.  
4.6.1 Personal Attitude Towards Gay People 
As discussed in Chapter 2 (Section 2.1 and 2.2), the difference in culture and personal 
identity can result in a difference in attitude towards subculture groups. In the context of the 
“Anti-Gay Biased Group”, they show prejudice toward gays and lesbians and do not accept 
homosexuality, which resulted in negative attitudes towards gays (Hooghe et al, 2010; 
Aguero, Block & Byrne, 1984; Herek & Capitanio, 1995). The negativity has translated into 
whether gays should be given certain civil rights (Wood & Bartkowski, 2004) because of 
their “chosen” lifestyle (Jefferson & Bramlett, 2010; Averett et al, 2011). The perception that 
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homosexuality is abnormal, immoral and unacceptable – compared to heterosexuality which 
is deemed as “normal” – clashes against the social identity of the “Anti-Gay Biased Group” 
(Stets & Burke, 2000). The accentuation of perceived differences between the self and out-
group is judged negatively and, therefore, translated into a disapproving attitude (Hogg & 
Abrams, 1998). This reflected stigmatisation of the gay community, where the more 
dominant group discriminates and devalues them, compared to the rest of society (Whitley, 
2009; Crocker & Major, 1989) 
On the other hand, the gay-receptive group displayed positive attitudes towards gays. 
Although the sexual orientations of the commentators were not identified, this group could be 
made up of gay-accepting heterosexuals, homosexuals or both. The gay-accepting 
heterosexuals most likely perceive the sexual orientation of gays as irrelevant to their self-
identity. Therefore, they are likely to accept the gay community as being the same as 
everyone else and perceive homosexuality as irrelevant, as well (Reicher, Spears & Haslam, 
2010). For example, comment 6 indicated that “I am a straight person however being straight 
or gay should not matter one bit”. As for the gays within the “Gay-receptive Group”, they 
model the behaviour positively, as they are members of the in-group, encouraging and 
reinforcing positive self-perception (Maldonado, Tansuhaj & Muehling, 2003; Stets and 
Burke, 2000; Frable, Wortman & Joseph, 1997). Therefore, it is important to reduce the 
explicitness of gay advertisements covertly, to lower the likelihood of gay-intolerant 
consumers reacting negatively.  
4.6.2 Religious Beliefs and Values 
Religious beliefs can impact on an individual’s self-identity and influence their personal 
beliefs and values. Although religion, in general, encompasses different teachings, practices 
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and behaviours, members of religious groups vary in the strength of their beliefs and 
behaviour, based on salient social identity (Oakes, 1987). The stronger the emotional value 
and significance members have with religious groups, the more their behaviour is influenced 
and motivated by group conformity, rather than as an individual identity (Reicher, Spears & 
Haslam, 2010). This means, members of religious groups can see themselves as 
representatives of the religion and model their behaviour accordingly (Maldonado, Tansuhaj 
& Muehling, 2003). This is reflected by comments grouped as “spiritual”, where religious 
beliefs and reasoning were used to justify their negativity and rejection of the ‘Rip and Roll’ 
advertisement. For example, comment 88 wrote that, “it’s Adam and Eve, not Adam and 
Steve”, while comment 191 stated that, “the Bible is explicit about God’s view of sin, 
including homosexuality”. Those showing high religiosity and conforming to their stringent 
religious group behaviour enact on the stigmatisation of the gay community (Hooghe et al, 
2010; Walls, 2010; Jonathan, 2008; Hunt, 2011; Smith, 1993; Crocker & Major, 1989). This 
also means that they will reject any information from individuals or groups that differ in their 
beliefs and values, tapping into their core beliefs to deal with it (Hooghe et al, 2010; Friestad 
& Wright, 1999). 
Although religious membership is commonplace in society, people have multiple social 
identities under their self-concept (Stets & Burke, 2000). Because individuals are members of 
various social groups, different identities may take priority, depending on situations 
(Maldonado, Tansuhaj & Muehling, 2003; Deaux, 1996). This is reflected by comments 
grouped as “secular”, where they refuted theological beliefs and reasoning from the 
“spiritual” group, as individual self-identities. The comments strongly disputed the use of 
religion to dictate societal behaviour and processes. Therefore, it appears that reducing the 
114 
 
explicitness of gay advertisement is likely to lower the chance of gay-intolerant consumers 
identifying and behaving negatively, based on their religious group identity. 
4.6.3 Personal Beliefs and Values 
Besides the influence from religion, some people in society have formed their own beliefs 
about homosexuals and the values attached to them. Although stereotypes can be formed via 
social group influence, individuals can also form personal stereotypes (Reicher, Spears & 
Haslam, 2010). With salience, group members are motivated to conform to these in-group 
stereotypes, where positive or negative behaviours result, based on their belief and value 
systems (Smith, 1993). Some of the comments outlined stereotypes and stigmas about 
homosexuals that were negative, inaccurate and deceptive – and were meant to instil fear in 
those who are not informed and result in them behaving like the in-group. For example, 
comment 153 stated that, “Homosexuality is a mental health issue” while comment 212 
believes, “HIV is not a mainstream problem but affects the gay minority predominantly”. 
These attracted comments to dispel the stereotypes and to ensure that those questioning these 
claims are given the necessary viewpoint and information to make an informed stance on the 
issue. Therefore, marketers need to avoid using explicit stereotypes in advertisements that 
may reinforce the negative beliefs consumers have about the gay population, if their goal is to 
target the gay community.  
4.6.4 Feelings and Emotions towards the Advertisement 
When processing an advertisement, consumers identify aspects that relate to them through 
social identity. This will result in the use of category attributes, beliefs, values and behaviour 
in evaluating the featured brand, whether positively or negatively (Maldonado, Tansuhaj & 
Muehling, 2003). Given that the ‘Rip and Roll’ advertisement is not-for-profit, only the 
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advertisement and message are judged through the use of attitudes, beliefs, values and 
behaviour. The emotional reactions to the advertisement could be based on the individual’s 
self-schema, which helps to make sense the aspects of the advertisement that are not in the 
evoked mindset of the individual (Mick & Buhl, 1992). Based on this, some comments 
believed the ‘Rip and Roll’ advertisement is meant to promote gay sex, as well as expose 
children to sexual imagery – especially by being placed in public. For example, comment 57 
wrote that the poster is not about HIV protection, but is about “promoting a homosexual 
lifestyle”, while comment 59 questions, “When did it become publicly acceptable to have 
advertisements which suggest to our children ... that gay sex is okay?” Using children as a 
reason for displacing the advertisement from the public sphere will appear altruistic and 
likely gather support, specifically from parents fearful of the consequences. Their social 
identity as responsible parents will emotionally motivate them to shield their children from 
such exposures (Maldonado, Tansuhaj & Muehling, 2003). In contrast, others believe that the 
advertisement does not expose children to sexual imagery nor does it promote gay sex. For 
example, comment 166 stated that, “Ads like this don’t create an early sexualisation of young 
children... They help educate older children/youth about how to stay safe when they do 
embark on the journey into relationships and sexual behaviour”. The focus should not be 
about shielding children or demanding censorship, but educating children about such issues. 
It also seems parents are the ones reacting emotionally to the advertisements, and not 
children.  
4.6.5 Attitude Towards Marketing Method 
Taking a broader point of view to the campaign, comments varied on whether the advertiser 
should have taken a different approach to spreading the message of safe sex among gays. For 
example, comment 97 said, “Sexual advertising in any form should be released discreetly to 
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the relevant communities”, while comment 214 indicated that marketers should place these 
advertisements better and “leave the bus shelters for cough mixtures and frozen dinners”. The 
appropriateness of the marketing method broke down into whether the message, media and 
visual could have been less overt, and whether the target audience was even necessary in the 
context of promoting safe sex. Opponents to the campaign said it was unnecessarily 
suggestive, ill-placed, divisive to society and was part of a hidden agenda by gay lobbyists; 
reinforcing the cultural stigma of gay consumers (Frable, Wortman & Joseph, 1997). 
Supporters believed the aim of the campaign was to promote the safe sex message to the gay 
community, through the use of any media. Given that the advertiser is a not-for-profit 
organisation that supports the LGBT community, the visual and target should be 
appropriately matched.    
Many of the statements support the notion that the gay community is still perceived to be a 
stigmatised minority. For example, comment 17 believed the poster to be divisive and 
antagonistic, pandering to the gay community which represent “5% of the market” and that a 
more general campaign would have been more than sufficient. It is believed that those 
consumers who are offended by the advertisements are more likely to avoid the advertiser 
(Frable, Wortman & Joseph, 1997). Although the majority of online comments were positive, 
suggesting a change in attitudes in recent times, it is still important for marketers to know 
how to target-specific audience groups without attracting negative responses from other 
sections of the market. Even with online refutes, most of the negative contributors are not 
likely to change their attitude and reaction towards the gay community, owing to personal 
attitude, beliefs values and religiosity (Tucker & Potocky-Tripodi, 2006). Given that 
changing their minds through education appears to be improbable, the most practical 
approach is to circumvent the non-target audience, while effectively communicating with the 
subculture group. With this knowledge, there is a need to develop a suitable marketing 
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communication strategy to overcome the limitations of targeting subculture markets, 
especially stigmatised groups. Such a marketing communication strategy is the concept of 
cryptic marketing, which will be introduced in Study Two. 
 
4.7 Conclusion 
This chapter has outlined the method and results of Study One, by firstly discussing the 
overall ‘Rip and Roll’ campaign (Section 3.1), followed by the research objective for Study 
One (Section 4.2) and the research procedure (Section 4.3) This is then followed by findings 
from thematic network (Section 4.4), patterns interpretation (Section 4.5) and discussion 
(Section 4.6).  
This study evaluated the ‘Rip and Roll’ article comments and resulted in the identification of 
five key factors that influence the consumers' response to gay-specific advertisements; 
specifically attitude, religious beliefs, personal beliefs and values, emotion towards 
advertisement and overall attitude towards marketing – cumulating into three overall themes 
of anti-gay biased, gay-neutral and gay-receptive. The first three factors reflect the findings 
from previous research studies, showing that personal attitudes, beliefs and values and 
religiosity influenced individual attitudes toward the LGBT community. As such, the online 
sentiment expressed about the ‘Rip and Roll’ campaign is reflective of the general sentiments 
people have toward homosexuals and homosexuality. Although the analysis showed that gay-
receptive contributors were supportive of the gay community, those who are classed as anti-
gay biased will prove to be difficult to embrace any change in their perceived stereotype and 
attitude about the gay subculture. Likewise the limitation to Study One is that the opinions of 
the online contributors may not be reflective of the demographic, psychographic and lifestyle 
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factors of the population as a whole. Therefore recruiting respondents more reflective of 
consumers groups within society is required As such, the development and testing of a 
marketing strategy concept is needed for the targeting of gay consumers in Study Two.  
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Chapter	5:	Research	Design	and	Findings	for	Study	Two	
 
The previous chapter identified factors that influence the consumers' response to gay-specific 
advertisements. This chapter presents Study Two findings, which respond to the second 
research question regarding how marketers can avoid alienating the non-targeted market, 
when communicating to the subculture (gay) market. The chapter is structured as follows. 
Firstly, the research objective for Study Two is outlined (Section 5.1), followed by the 
introduction of the term “cryptic marketing” (Section 5.2) and research procedure and 
justification (Section 5.3). The chapter then presents the evaluation of responses from both 
samples on the featured advertisements (Section 5.4), as well as the implication and findings 
discussion (Section 5.5). The findings presented in this chapter inform the third study, which 
aims to empirically test the effectiveness of cryptic marketing through an online survey.  
 
5.1 Research Objective for Study Two 
The aim of Study Two is to explore the possible reasons behind positive and negative 
reactions from different consumers on gay-specific advertisements. Findings in Study One 
appear to support previous studies on attitudes toward the gay community, showing that 
overtly gay advertisements tend to be received negatively by non-gay-friendly people, but 
positively by gay consumers (Oakenfull & Greenlee, 2005; Bhat, Leigh & Wardlow, 1998; 
Kates, 1999, 2002). It is therefore important to investigate consumer perceptions, attitudes 
and emotions towards gay-themed advertisements and their associated brands. Accordingly, 
Study Two aims to investigate how marketers can target gay consumers, without alienating 
other consumers, and examines whether the concept of cryptic communication is able to 
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overcome the problem of alienating general consumers. Specifically, it will answer the 
following research question, posed in Chapter Two, Section 2.4. 
RQ2: How can marketers avoid alienating the non-targeted market when 
communicating to the subculture (gay) market? 
 
This question is addressed from both the advertiser and marketers’ perspective and 
investigates if cryptic messaging in advertisements can effectively communicate with gay 
consumers, while bypassing other members of the public. The next section introduces the 
concept of cryptic marketing. 
 
5.2 Proposed Marketing Communication Concept - Cryptic Marketing 
The outcome of Study One found that, while positive responses supported the targeting of 
gay subculture markets, it was clear that negative reactions could cause consumers to avoid 
the advertisement – and likely, the brand and organisation. As discussed in the previous 
chapter, rather than attempting to change the attitudes and perceptions of negative, anti-gay 
respondents, it is suggested in this thesis that cryptic marketing – a covert marketing 
communication concept developed for this thesis – is required. A marketing communication 
strategy that avoids invoking negative reactions from gay-intolerant consumers, while 
simultaneously showing support for the targeted gay consumers, is a key challenge for 
brands. As discussed in Chapter 2 (Section 2.3.3), covert strategies such as subliminal, 
product placement and viral marketing, which are still used in marketing communication, 
have not widely employed embedded, implicit messages overtly in advertisements. More 
specifically, a marketing strategy is required where the target audience identifies and 
understands the underlying message, while the non-targeted audiences only see the 
advertisement for its explicit content and not the hidden intent. Therefore, the gap in the 
121 
 
current covert strategies, which is the lack of use of implicit message towards 
conscious/guarded consumers, will be tested through the use of cryptic marketing.  
5.2.1 Developing the Cryptic Marketing Concept 
Encrypted communication exists in everyday lives, whether it is conversation in codes, body 
language or visual elements (Leeds-Hurwitz, 2012; Samovar, Porter, McDaniel & Roy, 
2009). Different cultures and generations use terms that only they themselves understand. 
Popular culture is also riddled with implied meanings, whether to sell an idea, support a cause 
or express opinions. A distinctive feature of encryption is that, while the message is intended 
to be clear for the target audience to decipher, it is conversely intended to be indecipherable 
to the non-target audiences (Price, 1999). For example, a hotel advertisement may show a 
pink triangle image that indicates to the gay market that it is gay-friendly, while those outside 
this group are unlikely to recognise the meaning behind the symbol. This exemplifies the 
concept of cryptic marketing.  
Cryptic marketing is a marketing communication strategy that enables a segment of the target 
market (e.g. subculture) to identify the symbols and cues, decode and understand the 
underlying message, while engaging the non-target audience with the explicit message of the 
advertisement. The cryptic marketing concept uses the principles of cryptography or the 
captivating and multi-faceted science and art of code-making and code-breaking (Price, 
1999). Because cryptic marketing is built on the premise of using decipherable implicit 
messages to consciously target intended audience (while communicating to the non-intended 
audience with the explicit message), it fills the strategic void left by the use of covert-based 
approaches in the message mindset strategic grid (Figure 3, Section 2.3.4). Although 
encryption is not a new practice, the concept of cryptic marketing is a new concept proposed 
in this research. 
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The encoding/decoding process is similar to cryptographic methods involving the use of 
symmetric key algorithms in reliable communication of information across insecure channels, 
where recipients with access to “the key” are able to decode the message (Aydin, 2009). In 
this context “the key” used is not mathematical in nature, but relates to specific, subculture 
knowledge and self-identity, where community members are able to understand the 
colloquialism, shared meanings and values (Grier & Brumbaugh, 1999). This also means 
audiences without “the key” are most likely unable to decode the implied meaning within the 
message – just the explicit nature of the message (Aydin, 2009; Price, 1999). The intended 
result is for both groups of receivers to form a positive perception towards the brand in the 
advertisement (see figure 6).  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 6: The proposed cryptic communication model 
 
Covert strategies used in marketing communications generally employ embedded, implicit 
messages in advertisements that are masked from the entire audience (Kuhn, Hume & Love, 
2010; Wei, Fischer & Main, 2008). Cryptic marketing, on the other hand, focuses the implicit 
– but decipherable – cues, symbols and underlying message aimed at the target audience. 
Receiver:       
Perception towards 
Brand in Ad 
Receiver:     
Perception towards 
Brand in Ad 
Decoded Cryptic 
Cues in Ad 
Sender 
Encoded Cryptic 
Cues in Ad 
Yes 
Focused on Explicit 
information in Ad 
No 
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Concurrently, the remainder of the audience (e.g. mainstream) are unable to decode this 
message and, thereby, remain oblivious to the embedded content and focus only on the 
explicit content in the advertisement.  
Several authors (Oakenfull, McCarthy & Greenlee, 2008; Oakenfull & Greenlee, 2004; 
Edelheim, 2007; Grier & Brumbaugh, 1999; Bhat, Leigh & Wardlow, 1998; Hise, 1972) have 
discussed the use of encryption in advertising and marketing in which specific groups of 
consumers are either able or unable to interpret the coded communication. Rather than just 
using androgynous or suggestive imagery, cryptic marketing focuses on all aspects of 
subculture knowledge, embedding implicit meanings into imagery, symbols and texts. The 
ability to target and relate to a specific group of consumers, without affecting others can 
result in emotional commitment to the advertised brand, especially when products are rapidly 
being perceived as mere commodities (McEwen, 2005). With new information embedded 
into advertising, the specific subculture target will likely respond positively to the message, 
while non-targeted consumers will see the explicit content of the advertisement only (Dotson, 
Hyatt & Thompson, 2009; Oakenfull & Greenlee, 2004; Oakenfull & Greenlee, 2005).  
In this study, the goal is to include such cryptic messages, cues and symbols, within the 
advertisement, to achieve two outcomes. Firstly, for the non-target consumers to not 
recognise or understand the meaning of visual cues, symbols and the underlying meaning in 
messages within the cryptic print advertisements. This would lead to consumers only 
assessing the explicit content of the advertisement, which still includes the general tangible 
and intangible benefits of the brand and product – and not the gay aspect of the marketing 
message. Secondly, for the target consumers to identify and relate to the meaning of visual 
cues, symbols and the underlying meaning in messages in the cryptic print advertisements. 
This would lead to gay consumers feeling validated and, therefore, enhancing their preference 
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for the advertisement, marketing message and/or brand. The next section outlines the research 
design to test the cryptic marketing concept.  
 
5.3 Research Procedure and Justification  
Face-to-face interviews were conducted in a semi-structure format, with twenty respondents 
(ten male and ten female respondents), of which half identified themselves as gay/bisexual 
and the other half as heterosexuals. Respondents were asked to evaluate four car print 
advertisements, which were considered suitable stimuli, given it is a commonly used product 
among adults, 18 years and above. Print advertisements were chosen as they were much 
easier to manipulate for the test – such as the inclusion of cryptic cues – and providing 
realism to the research. The advertisements chosen for Study Two are actual advertisements, 
representing real brands, and have been used either locally or overseas, in print mediums. 
Specifically, the chosen advertisements were sourced online from various websites that 
archived print advertisements of cars that were targeted at the gay market, such as ‘AdWeek’ 
and ‘Advocate’. The product category of cars was chosen, based on brands that are known 
and available in Australia, where the interviewees were selected. The brands chosen for 
Study Two were Nissan (Micra), Subaru (two advertisements: Forester) and BMW (Z4 
Roadster), and represented varying price ranges and car types. Each coloured advertisements 
consisting of a different car brand and was numerically tagged one to four. Respondents were 
shown each advertisement in the same numerical sequence, with each visual replaced with 
the next, upon completion of the interview questions for that visual. This procedure is 
continued until the fourth and final advertisement is shown. All the advertisements were 
shown in the same numerical sequence to all respondents in the interviews, as it ensured 
consistency in data collection. Order effect was not perceived as a problem, given that the 
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research is exploratory in nature and that the gradation of gay cues in the advertisements 
sequence ensured respondents were not aware of the test subject.  
5.3.1 Breakdown of Print Advertisements 
Following are the four print advertisements used in Study Two, varying from no intended gay 
cues (Car Print Ad 1) to target-cryptic (Car Print Ad 2) to target-specific (Car Print Ads3 & 
4). A convenience sample of friends and acquaintances were used in the preliminary test to 
ensure the advertisements and interview-wording were clear and understandable. Through the 
trial, the advertisements were classified into one of the two sample categories: target-cryptic 
or target-specific. In car print ad 1 (see diagram 1), there are no gay cues in the advertisement 
for Nissan. The advertisement was used as is, with no changes to either content or visuals. 
 
Diagram 1: Car Print Ad 1 
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In car print ad 2 (see diagram 2), the advertisement is encrypted with gay cues. The headline 
provides double meaning, as it subtly suggests that people are different and walk different 
paths in their lives. This reflects that Subaru accepting people, regardless of their differences 
and their journey. The advertisement is targeting the gay community, with the use of visual 
cues, such as the deliberate, personalised car plates. For example, CAMP OUT is in reference 
to effeminate behaviour in men; XENA LVR is in reference to the character ‘Xena the 
Warrior Princess’ (which is hailed as a lesbian icon) and DOROTHY is in reference to the 
character from The Wizard of Oz, celebrated as a gay icon. In addition to these, there are 
distinctive car stickers (e.g. the rainbow flag, the Human Rights Campaign logo and the copy 
outlined that the brand sponsors the “Rainbow Endowment”, which benefits community 
health, civil rights and cultural interests. 
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Diagram 2: Car Print Ad 2 
 
Given the mixed responses by the non-gay respondents in the preliminary test, two overt gay 
advertisements were used in Study Two. Martina Navratilova, a well-known athlete and a gay 
icon, links the brand and model of the car together in car print ad 3 (see diagram 3). The 
Forester has been perceived to be popular with the lesbian market and usually tops polls as 
the number-one-ranked lesbian vehicle (Cars Ranking, 2012). Endorsed by a famous gay 
icon, the advertisement is deemed overt by gay respondents in preliminary tests on gay 
association. Although the gay respondents were recruited from a tennis event, the use of a 
Martina Navratilova advertisement is not deemed to be problematic as she is a well-known, 
out and proud gay personality, both on and off the tennis circuit. 
 
 
128 
 
 
Diagram 3: Car Print Ad 3 
 
Likewise, in car print ad 4 (see diagram 4), the level of gay cues is considered overt in 
preliminary tests. The visual use of two men, dressed similarly, in an expensive car, the 
outlandish headline and the suggestive copy draw attention to the gay cues more easily. The 
headline insinuates that the men are gay and trendy, through the suggestive use of the 
sentence “being out has never been more in”. The copy also reinforced the visual of two men 
with the sentence “the new BMW Z4 is assertive, spirited, responsive and athletic, with a 
sense of excitement you can feel even before you turn it on”.  
 
Diagram 4: Car Print Ad 4 
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Pre-test results indicated that three of the four gay respondents could identify the subtleties of 
the target-cryptic car advertisement (Ad 2), while all of them saw through the target-specific 
advertisements (Ads 3 and 4) as a fairly obvious attempt at targeting gay consumers. On the 
other hand, the non-gay sample group did not interpret the cryptic-gay advertisement to be 
gay-inclined, even though one out of the three respondents pointed out one of the embedded 
gay cues. Although all three non-gay respondents noticed the gay cues in the target-specific 
advertisements, they were not sure if the advertisement was necessarily targeting gay 
consumers. 
5.3.2 Interview Structure 
In-depth interviews were structured around a series of open-ended questions that allowed 
flexibility and the means for the respondents to answer in their own words, thereby providing 
fuller responses (Kvale & Brinkmann, 2009; Qu & Dumay, 2011). Upon initial introduction 
between researcher and respondents, the interviewee was provided with an information sheet 
and a consent form for the completion of the interview (see Appendix C). The ethical issues 
were reiterated verbally and the respondent’s permission was also sought for the interview to 
be recorded with an audio device. Thereafter, the respondents acknowledged their consent in 
writing, before the interview continued.  
Once informed consent had been obtained, respondents were asked a range of general 
questions about their impressions of the advertisements shown. The questions were repeated 
for all the individual advertisements presented. The questions included: 
 What is the first thing that strikes you about the advertisement? 
 What do you think the advertisement is trying to sell? 
 What do you think is the key message of the advertisement? 
 Does the advertisement appeal to you? What is it you like and dislike about this 
advertisement? 
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 Do you feel the advertisement has persuaded or dissuaded you from considering this 
product/brand? 
 Who do you think the advertisement’s target audience is? 
 Are there any underlying messages that you can identify? 
 Are there any symbols or visual cues that you can identify? 
 Having seen this advertisement, what is your view of the car brand? 
Following this, respondents were asked a range of demographic questions including age, 
gender, education level, profession, annual income and their sexual orientation. The question 
on sexual orientation was deliberately asked last, so as to avoid respondents from guessing its 
relevance to the interview. The face-to-face interviews took place at the participant’s home or 
at a public location of their preference and convenience. This ensured that the respondents 
felt comfortable and were, therefore, likely to be at ease while engaging in the interview 
(Weiss, 1994). 
Given the semi-structured nature of in-depth interviews, the interview was flexible and 
probing questions were asked to gather more detail from the respondents to stimulate further 
discussions. Notably, respondents were asked to explain why they felt the way they did and 
what aspect of the individual advertisements influenced their opinions. This resulted in 
respondents evaluating the advertisements thoroughly to support their perspective which, in 
turn, increases the reliability of the data collected (Kvale & Brinkmann, 2009). Upon 
completion of the interviews, they were transcribed into a series of responses, according to 
the advertisements assessed and based on the questions asked. Given that the standard 
questions were asked to all respondents – including the follow up questions – the responses 
could be easily compared and analysed (Gray, 2004).  
5.3.3 Context, Sample and Unit of Analysis 
In order to determine if marketers are able to target a subculture market like the gay 
community without alienating the wider market, it is important to understand how audiences 
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view advertisements and make sense of them. Given that some researchers (Oakenfull & 
Greenlee, 2005; Bhat, Leigh & Wardlow, 1998; Kates, 1999, 2002) believe that overtly gay 
advertisements tend to be received negatively by a non-gay-friendly audience, but positively 
by gay consumers, this study proposes the concept of cryptic marketing, embedding gay cues 
into advertisements. Several authors (Oakenfull, McCarthy & Greenlee, 2008; Oakenfull & 
Greenlee, 2005; Edelheim, 2007; Bhat, Leigh & Wardlow, 1998; Hise, 1972) have discussed 
the use of encryption in advertising and marketing in which specific groups of consumers are 
either able or unable to interpret the coded communication. The ability to target and relate to 
a specific niche of consumers, without affecting others, can result in emotional commitment 
to the advertised brand; especially when products are rapidly being perceived as mere 
commodities (McEwen, 2005). Instead of using explicitly gay advertisements to explore 
respondents’ reaction, the advertisements chosen varied in the level of gay encryption. 
Specifically, the advertisements chosen ranged from controlled (no gay cues) to gay-cryptic 
(gay subculture dependent) to overt gay (easy to identify gay cues). The aim is to explore if 
gay-cryptic marketing messages can be identified and understood by gay consumers, while 
non-gay audiences perceive the advertisement to be nondescript.  
The respondents were sourced using purposeful sampling; specifically, stratified purposeful 
sampling, where particular subgroups of interest can be used as comparison between groups 
(Coyne, 1997; Patton, 1990). Given the interview criteria of homosexuality or 
heterosexuality, respondents were recruited through recommendations. The gay/bisexual 
respondents were approached with permission at a gay sporting event; namely, at an annual 
tennis tournament held in Sydney, Australia. The group had granted permission to the request 
to conduct interviews during the competition period. The heterosexual sample was identified 
through friends and acquaintances of the researcher. This ensured that the sample group was 
heterosexual without having to establish that at the start of the interview and reveal the nature 
132 
 
of the research. The convenience sampling was not a problematic issue, given that the 
interview is exploratory in nature. Although Study Two does not specifically use anti-gay 
respondents, the use of the heterosexual sample represents the non-target group, as per the 
cryptic marketing concept. Each group consisted of five female and five male respondents to 
include gender balance. The interview respondents varied in their ages, education level, 
income and occupation (see table 5 & 6) 
ID Gender Age  Education Income Occupation 
GM1 Male 36-45 Certificate/Diploma >$100,000 Governance and Risk 
GM2 Male 26-35 Bachelor Degree >$100,000 Real Estate Agent 
GM3 Male 36-45 Bachelor Degree $20K-$40K Pro Dog Trainer 
GM4 Male 36-45 Masters Degree $80K-$100K Public Health 
GM5 Male 26-35 Bachelor Degree >$100,000 HR Manager 
GF1 Female 36-45 Bachelor Degree >$100,000 Recruitment Manager 
GF2 Female 26-35 Doctorate $80K-$100K Lecturer 
GF3 Female 46-55 Bachelor Degree >$100,000 Law 
GF4 Female 26-35 Masters Degree $80K-$100K School Principal 
GF5 Female 36-45 Bachelor Degree $80K-$100K Research Advisor 
Table 5: Gay/Bisexual Respondents 
 
ID Gender Age Education Income Occupation 
SM1 Male 26-35 Certificate/Diploma $20K-$40K Retail 
SM2 Male 56-64 Certificate/Diploma <$20,000 Banking 
SM3 Male 46-55 Bachelor Degree $60K-$80K Trainer 
SM4 Male 26-35 High School $20K-$40K Water Proofing 
SM5 Male 46-55 Certificate/Diploma >$100,000 Project Manager 
SF1 Female 46-55 Bachelor Degree >$100,000 Manager 
SF2 Female 56-64 High School <$20,000 Retiree 
SF3 Female 18-25 Bachelor Degree $40K-$60K Personal Trainer 
SF4 Female 18-25 Bachelor Degree <$20,000 Retail 
SF5 Female 36-45 Certificate/Diploma $40K-$60K Administration 
Table 6: Heterosexual Respondents 
 
5.4 Evaluation of Advertisements 
The advertisements were shown to both sample groups and following are their perceptions of 
each advertisement and their contrasting views (see appendix D for full transcripts of the 
interviews).  
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5.4.1 Car Print Advertisement 1 
This advertisement featured a young man standing in front of his orange Nissan Micra on the 
rooftop of a building, with the city skyline in the background. This advertisement did not 
contain any intended gay cues. Each advertisement was evaluated in terms of first 
impression, key benefits and message, brand appeal and persuasion, intended audience, 
implicit message, cues and symbols and overall impression of brand. 
 
First Impression of Advertisement 
Heterosexual: 
The colour of the car attracted most respondents’ attention, as well as the brand and size of 
the featured vehicle. The person in the advertisement is seen as cool and friendly. 
 ‘The first thing that strikes me about the ad is the brand - Nissan. That’s the 
 major thing. Second and third is smaller size and colour’. (SM2) 
 
 ‘The orange is very bold and stands out from it. And then my eyes are probably 
 drawn  up towards the Nissan Micra’. (SF1) 
 
 
 ‘The colour of the car ... to get your attention. It’s a Micra because it is a small car as 
 well. And of course, the guy trying to be cool, wearing a leather jacket and jeans and 
 stuff.’ (SF4) 
 
Homosexual/Bisexual: 
The colour of the car appeared to be the first thing respondents noticed, alongside the young 
man beside the car with the city in the background.  
 ‘The orange colour and the guy. I guess I am looking at his hands, his hands and his 
 clothing. It’s just... but mostly the car, the colour of the car.’ (GM2) 
 
 ‘He’s happy, the colour of the car is really bold. It’s interesting how it really 
 stands out, it pops right out in the front there, the city is in the background. He 
 looks really happy to be near that car.’ (GM4) 
 
134 
 
 ‘Well straight away I am looking at a car ad from Nissan, I think I like the  colour. I 
 have an orange car. I like the guy being a bit happy. He’s cool, he’s funky.’ (GF4) 
 
Benefits and Key Message of Advertisement  
Heterosexual: 
According to the respondents, the size of the car, as well as its features, seemed to be the 
focus of the advertisement. The car is perceived to be a city-friendly car that is economical to 
run, efficient, low cost, easy-to-park and stylish.  
 ‘The benefit of economical driving, so it would be about efficiency, keeping the 
 cost low. Fundamentally reasonable in design and attraction to a younger  person.’
 (SM2) 
 
 ‘Maybe it can squeeze into a very small car space, maybe easy to park.’ (SM3) 
 
 ‘It is a cool, small cool little car. But it is very vibrant and new age kind of 
 thing.’ (SF4) 
 
Homosexual/Bisexual: 
The features of the car appear to be well sold to the respondents, with many noticing aspects 
that made the car unique. With the city backdrop, the respondents feel that the selling point of 
the advertisement is about the ease of driving and parking in the city. 
 ‘Small, easy to get around, easy to park. It’s in a parking lot, city driving.’ (GM1) 
 ‘Small, I have to look closer to look for the benefits but it looks like it is a touch, 
 push to start. Good on petrol. It’s a small city driving car.’ (GM5) 
 
 ‘Simplicity? Fuel efficiency? Looks like it’s got a good turning circle. It’s small and 
 apparently it is shortest turning radius. Really simple to drive.’ (GF3) 
 
 ‘I think they are trying to show that this is a real city car, that’s why they are 
 saying it has a little right turning radius. The guy looks like someone who lives in the 
 city and there’s the city in the background.’ (GF4) 
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Advertisement Appeal and Persuasion to Brand  
Heterosexual: 
The advertisement did not appeal to all respondents, with most rejecting it because of 
personal reasons, such as dislike for the brand and colour, the impracticality of small cars and 
the choice of name for the car. For these reasons, most did not consider the brand as a 
possible choice for future car purchase.  
 ‘I don’t drive in anything so small - it’s a pot hole filler that thing. I do a lot of 
 country driving, if you hit a roo in this thing you don’t have a car anymore.’ 
 (SM3) 
 
 ‘I don’t really like the colour, it’s just not appealing to me. It’s just not an  appealing 
 type of colour. I do actually like Nissan, but not in that particular model.’ (SM4) 
 
 ‘Never heard of the Nissan Micra and the colour doesn’t work for me, but it’s a 
 small car and I’m interested in small cars so it might be an option.’ (SF4) 
 
Homosexual/Bisexual: 
There was a mixed response in the appeal of the advertisement and brand. Those who did not 
find the advertisement or the car appealing felt there was a lack of information about the 
product.  
 ‘The ad is too disjointed and I think it’s messy, these little pictures and suddenly we 
 are talking about fuel consumption. The bottom half of the ad grabs me but the top 
 half just makes me want to turn the page.’ (GM2) 
 
 ‘Initially it looks like you are selling a car, so straightaway it doesn’t tell me 
 anything other than what I see on the car.’ (GM5) 
 
 ‘If I was in the market for a car, what I would be interested in is the details, 
 statistics like, whether it is fuel efficient and those types of detail I would be 
 more interested in information than any what an ad looks like.’ (GF3) 
 
Those who were positive about the advertisement felt the car, its colour and the person 
featured in it worked well together and sold the features well. However, most were still not 
persuaded, as it is not a car the respondents would consider. 
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 ‘It’s vibrant, young person in it. So it’s kind of you identify with that. I guess the 
 lifestyle in terms of city living resonates with me.’ (GM1) 
 
 ‘I guess it’s gives you a positive feeling about the car, rather than being boring. I  like 
 the striking colour of the car and as I said, the guy is a bit, like out there.’  (GF4) 
 
Intended Target Audience  
Heterosexual: 
From the visual of the advertisement, most believe the target market was young people in 
their 20s, living in the city who wanted a small, zippy car. These were drawn from the young 
model in the advertisement that appears single and the car parked on top of a building with 
the city view behind. 
‘Just say, like a little metro male, metrosexual male. Like just that kind of slightly 
yuppie looking, younger male. Definitely youth kind of target audience I’d say.’ 
(SM1) 
 
 ‘To me, early 20s women? Because there is a good looking guy and it’s sort of a 
 cute car, good looking guy.’ (SM5) 
 
 ‘Young guy living in the city, having to get around work sort of thing. Because of  the 
 city behind and he’s on the top floor of a city apartment block, and he’s got a small 
 car that nothing bigger will fit there.’ (SF1) 
 
Homosexual/Bisexual: 
Some respondents felt the target audience was men, given the use of a male in the 
advertisement. However, it appears the colour of the car could mean that the advertisement is 
targeted at both genders, between the ages of 18 to mid-30s, who live in the city.  
 ‘I’d say obviously having a male in the ad, I’d say they are targeting males, 
 younger males.’ (GF5) 
 
 ‘Mid 30s, under 30s.Probably male and/or females. Demographics of who’s 
 going to buy small cars like that, again the guy that is in there being a younger 
 guy, the colour choice it is not a conservative colour choice. It is an in your 
 face, out there so that’s why I’d say like that.’ (GM3) 
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 ‘It would be a youngish, 20, 20s, early 30s person, living in the CBD. Again I 
 think it is because of the imagery around the city, the car park and the person in it.’ 
 (GM1) 
 
Implicit Message, Symbols and Visual Cues of Advertisement  
Heterosexual: 
All respondents did not identify or see any underlying messages in this advertisement. The 
advertisement seemed to match up with the intended audience, reflected in the compact sized 
vehicle and the choice of car colour. 
 ‘It’s pretty straight forward, you can’t get much more straightforward with ‘the 
 new Nissan Micra’ as the headline. There’s no catchy tag or anything like that.’ 
 (SM1) 
 
 ‘I haven’t got anything that is grabbing me other than the Micra means micro and 
 small.’ (SF1) 
Homosexual/Bisexual: 
No underlying messages, symbols or cues were present as the advertisement appears fairly 
straightforward.  
 ‘I think it is fairly straightforward.’ (GM1) 
 
 ‘Well it’s not parked very well. It’s got such a short turning radius why can’t he get it 
 within the lines.’ (GF3) 
 
Overall Impression of Brand in Advertisement  
It was a mixed response overall with the heterosexual group, as more males expressed 
positive views of the brand compared to the female respondents. In all, four respondents felt 
positive about the brand, three others perceived it negatively, while the remaining was 
indifferent to Nissan. The homosexual/bisexual respondents also mostly had neutral 
perceptions of the brand and no one felt any negativity toward the brand featured in the 
advertisement. 
138 
 
5.4.2 Car Print Advertisement 2 
This car advertisement featured Subaru and its three cars in the visual, focusing on the selling 
premise of different cars, different roads for different drivers. This advertisement contained 
the personalised car plates and use of gay symbols and is the only advertisement in this 
interview that uses cryptic marketing. 
First Impression of Advertisement  
Heterosexual: 
Most respondents pointed out the versatility of the vehicles when shown the advertisement 
 ‘Without reading the verbiage, what strikes me I suppose is the versatility that is 
 implied immediately. I see Subaru, I see versatility, three different carry type 
 situation.’ (SM2) 
 
 ‘You can fit a lot more in it. That’s my type than the littler car, more practical for 
 me.’ (SM4) 
 
 ‘This one is more about I can do whatever I want with the car, it gives me a lot of 
 options. If I’m looking at semi-off road, or getaway weekend, or a bit more sporty, it’s 
 almost can do whatever I want with the product.’ (SM5) 
 
Two respondents used the term “camp out”, taken from one of the car’s number plates to 
support the idea that the cars are suitable for the great outdoors.  
 ‘Get out there, get going, do things. My eyes were probably drawn to the first 
 one, that can do things, and that camp out.’ (SF1) 
 
 ‘They are aiming for the outdoors so they would appear to be trying to pick up the 
 male market out there. Also the camp out, Xena lover on the back of that one, and 
 quite honestly females wouldn’t be able to get a bike up onto the roof.’ (SF2) 
 
Homosexual/Bisexual: 
Six out of the ten homosexual/bisexual respondents spotted immediately that this 
advertisement is targeting the gay market. The flag sticker was spotted by all, while the car 
plates were also easily deciphered.  
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 ‘Definitely going after the gay and lesbian market with the rainbow flag and the 
 HRC, which is funny because it is only known in the US. And it says camp out, 
 Dorothy, friends of Dorothy, the rainbow benefits jump out of me, being a gay 
 man. And talking about different drives and different roads, different drives as in 
 gays and lesbians being different minorities.’ (GM3) 
 
 ‘Practical car, car that someone likes outdoors, especially the top two. Obviously a 
 bit of gay connection with the first car in the top left with the flag and two identical 
 bikes.’ (GM5) 
 
 ‘Woo! Dorothy. See the rainbow symbol here, this ad targeting gay and lesbian 
 community. We’ve got a rainbow symbol on one car, camp out, Xena what’s her 
 name, warrior princess. Dorothy who’s of course, what’s the word, not a 
 pseudonym, Dorothy, a reference which has a gay and lesbian subtext.’ (GF3)  
 
Benefits and Key Message of Advertisement  
Heterosexual: 
The word versatility is the perceived benefit and message of the advertisement. Besides it 
being vehicles with many uses, respondents also outlined the broader target market, as the 
cars featured can suit everybody.  
 ‘Probably this make of car you can do a bit of different things with it. You can 
 take it off road, you can take it camping, use it around the city.’ (SM1) 
 
 ‘Utility, versatility, families, people that might be driving in alternative situations. 
 You can take to the beach, take it down a rough track. It seems a little bit sporty as 
 the equipment has demonstrated - bicycles and sporting kind of activity.’ (SM2) 
 
 ‘It’s more versatile, can go camping or whatever you want with the car. It works for 
 everyone? The one car suits everyone.’ (SF3) 
 
 
Homosexual/Bisexual: 
The benefits identified by the respondents referred to the cars’ offerings.  
 ‘They got a car for pretty much everybody and all sorts of uses. We have bikes on one 
 and a surfboard on another and then Dorothy who drives to and fro from Bingo, so 
 they have a car for different types of people and different types of roads. Subaru is 
 versatile, reliable.’ (GM2) 
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 ‘The car would appeal to anyone. I like the idea that you can think about your 
 own lifestyle and how you spend your time and think this car can possibly suit 
 me.’ (GF1) 
 
However, some respondents also went on to add the aspect of corporate social responsibility 
through recognising and respecting gay and lesbian customers 
 ‘The cars are going for more for the corporate social responsibility or try to say 
 ‘hey, we care about you as an audience, gay and lesbian we are trying to appeal to 
 you’, not as much about the actual car itself.’ (GM3) 
 
 ‘They are trying to appeal to the gay and lesbian community, pretty obvious 
 references that would , well they won’t be obvious to everyone but I think they 
 would be obvious to the gay and lesbian, so they are trying to appeal to a particular 
 community. I think they are trying to reach out to a community, obviously let the gay 
 and lesbian community know that they are, for the lack of a better term, they are gay 
 friendly?’ (GF5)  
 
 
Advertisement Appeal and Persuasion to Brand  
Heterosexual: 
Some respondents found the advertisement appealing, as it seemed to focus on the 
practicality of the cars and made them want to find out more about the brand.  
 ‘It seems more factual in that it’s practical things like I can put a roof rack on it, put 
 bikes on it, you can put a canoe on it.’ (SM5) 
 
 ‘I’d probably go through and read it up on it lots more.’ (SM4) 
 
Those who did not like it felt that the advertisement was not targeting them or that it lacked 
information and visual about the cars.  
 ‘This one to me is aimed at family with kids, bicycles, you can take them to the 
 beach, do this, do that. I am beyond that age.’ (SM2) 
 
 ‘Says nothing, goes nowhere and doesn’t sell me anything.’ (SM3) 
 
For the respondents who felt persuaded by the advertisement, they said they would now 
consider the brand and car type.  
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 ‘Probably would have made us go and have a look at it. Just to see what it was all 
 about.’ (SF2) 
 
 ‘Probably persuaded me just because I never really thought of getting an outback as a 
 car, to do trips.’ (SF4) 
 
Those who did not feel persuaded, identified the car type, its functions and features as the key 
reasons to reject it.   
 ‘I don’t think it sells the features, it doesn’t sell me on the things I really enjoy 
 about the Subaru’s. There’s no country scene in it, it doesn’t show me the reasons 
 why I buy a Subaru.’ (SF1) 
 
 ‘I love camping and going surfing and having the roof racks on there, but this 
 style of car really doesn’t interest me.’ (SF3) 
 
Homosexual/Bisexual: 
Only one out of the four homosexual/bisexual respondents who found the advertisement 
appealing or persuasive recognised that the advertisement was targeting the gay market. The 
remaining three respondents were only assessing the advertisement for its explicit marketing 
message.  
 ‘It’s almost homogenous in its appeal to nobody. I wouldn’t consider it based on 
 this.’ (GM2) 
 
 ‘Wouldn’t really be a car that I would buy because of this ad. I don’t find it very 
 appealing, it seems a bit boring.’ (GF2) 
 
Four of the remaining six respondents who found the advertisement appealing and 
persuasive, were women. The gay support and functionality of the cars were the key reasons 
for the appeal.   
 ‘As a minority you want to be recognised but you don’t want to be taken advantage of. 
 The ad doesn’t say much about the car, it’s more about ‘we are Subaru we donate to 
 the gay community so you should look at our products.’’(GM3) 
 
 ‘I guess being a lesbian I kind of love, quite a few of my friends have Subaru, so I kind 
 of consider it to be a, almost a lesbian car apart from the Honda CRV that’s the other 
 car.’ (GF5)  
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Intended Target Audience  
Heterosexual: 
Most respondents believed the advertisement is targeted at families with kids or active people 
who need the versatility the advertisement says the cars provide. The pictures of bikes, 
canoes and bigger cars, supported their perception. It could also extend to holiday makers, 
campers or used as an everyday car. 
 ‘Could be anything from families to young people getting out and about, and 
 camping and outdoor lifestyle people, and people who get away from the city on the 
 weekends.’ (SM5) 
 
 ‘Anyone who’s able to drive it. Holiday makers, as you can see off the pictures you 
 can take bikes and extra things so more things you can fit in the car, the easier it is to 
 get around.’ (SM4) 
 
 ‘The liberty one would be anyone, any backpacker kind of thing or anyone who 
 likes going on big road trips weekend kind of thing. I guess the other Subaru, the one 
 with the canoe on it, it’s for sporty people so they can move around. And the Dorothy 
 one is for younger people.’ (SF4) 
 
Homosexual/Bisexual: 
Two out of four respondents who identified the advertisement as targeting gay consumers 
believed the cars in the advertisement would be targeted at different audience groups, given 
the difference in the cars and in reference to the car plates.  
 ‘The name Dorothy jumps out at me as being an older demographic, but then I 
 don’t know, the several words saying camp out and Xena and stuff like that 
 doesn’t really say young and sporty even though I supposed its bikes and surfboard 
 but the ad doesn’t feel young and sporty.’ (GM2) 
 
The remaining six respondents believed the target audience include gay people, due to the car 
plates and rainbow sticker, as well as people who use the cars for its functional benefits.  
 ‘Different drivers, so first car is the gay people, second car maybe someone who is 
 outdoors, then Dorothy could be a mother or daughter or someone else.’ (GM5) 
 
 ‘They might have actually targeted gay people by putting that rainbow flag in. I 
 think they are definitely one of the main targets otherwise they would not have put 
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 symbols in. Maybe people that really like to go outside the city, really camping or 
 what they have the bikes and canoe.’ (GF4) 
 
 ‘I would say definitely the gay and lesbian community, possibility when I say gay and 
 lesbian, I could extend to bisexual and transgender, but primarily, generally gay and 
 lesbian. Probably I include gay men as well because of the Dorothy reference under 
 the Subaru Liberty. The camp being probably I would associate with gay men, but 
 literally with camping I’d associate with lesbians. I’m generalising again and 
 obviously Xena, without saying, it’s obviously lesbians.’ (GF5) 
 
Implicit Message, Symbols and Visual Cues of Advertisement  
Heterosexual: 
Most of the respondents did not identify any implicit messages, symbols or cues. It’s a 
perceived straightforward advertisement that shows cars of different colours, models and 
uses.  
 ‘Nah it’s fairly straightforward.’ (SM4) 
 
 ‘I don’t think it is underlying, I think it’s right there.’ (SF3) 
 
Those who read the car plates took to them literally. However, one of the younger female 
respondents picked up the rainbow flag sticker and believes it to be a subliminal effect. 
 ‘I think all the number plates are really what’s telling you, what the car is all 
 about. The camp out, the Xena lover and Dorothy that could be anything. The 
 person that would drive that car like camping. Xena lover, well I’m not sure if 
 that’s a male or female, because when you get that sort of a number plate, so 
 obviously they are targeting men, if it is a Xena lover. Camp out is a male type car 
 while (Dorothy) is a female type car.’ (SF2) 
 
 ‘There’s that rainbow on the back of that car, so trying to be more open kind of 
 thing, but definitely the rainbow I think, it’s not really something that annoys me, is it 
 subliminal thing, just thought of that. I dunno if that is right but it automatically 
 makes you think of gay rights.’ (SF4) 
 
Homosexual/Bisexual: 
Seven out of ten respondents who found the advertisement appealing decoded most of the 
signs, symbols and message within the advertisement body copy.  
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 ‘The number plates are quite clever. Xena lover, Dorothy and camp out. They are 
 quite all the different names or just suggest different things. Just that potential that 
 different people drive different cars. Like a gay person or an elderly person. 
 Xena lover can be a little dykie, but they are all different.’ (GM4) 
 
 ‘There are underlying messages, as in camp out, very gay kind of words, and the 
 flag. There it appeals to a particular kind of audience. The last sentence the 
 rainbow benefit community helps civil rights and cultural interest.’ (GM5) 
 
 ‘An inclusive brand that embraces anyone from any walk of life. I am thinking 
 then straightaway because that my entire family would not pick up on the rainbow 
 flag because they don’t know that. So there are probably things that I am not picking 
 up that would appeal to people from different target markets as well.’ (GF4) 
 
Overall Impression of Brand in Advertisement 
The overall impression of the brand by the heterosexual sample was mixed, although more 
males saw the brand positively, compared to the female respondents. In total, four 
respondents each felt the brand in the advertisement was positive or neutral, while the 
remaining two perceived the brand as negative. On the other hand, the homosexual/bisexual 
group had one respondent who did not like the advertisement and failed to identify the gay 
association and had a negative impression of the brand in the advertisement. One other 
respondent who felt the same way, noted a neutral impression. The remaining eight 
respondents felt positiveness toward the brand and the advertisement.  
5.4.3 Car Print Advertisement 3 
The third advertisement is also from Subaru, featuring tennis champion and well-known gay 
advocate and icon, Martina Navratilova. The Subaru Forrester is featured at the bottom of the 
layout and this advertisement is perceived as target-specific.  
First Impression of Advertisement  
Heterosexual: 
“Tennis” was the most-mentioned word among respondents and it appears that not all of them 
were aware that the advertisement was selling a car, at first glance.  
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 ‘The tennis - it’s funny it’s the same brand and it is completely different. I don’t 
 think it was going to be a car ad when I saw that.’ (SF3) 
 
 ‘The car is really small. And it’s all focused on the tennis. Don’t really realise it is a 
 car ad straight away because you are looking at her.’ (SF4) 
 
The visual showed a sports player, although one respondent questioned whether using a 
female would help sell the Subaru Forester.   
 ‘It’s interesting that you have used a woman in the picture. Not sure if they are 
 trying to say that women drive foresters too. There are a lot of women who drive 
 four wheel drive but a lot of them don’t buy four wheel drives, it’s usually the 
 men that buy four wheel drives.’ (SF2) 
 
Homosexual/Bisexual: 
Seven respondents identified the celebrity in the advertisement right away, with two female 
respondents expressing their desire to purchase the car.  
 ‘I love her! Martina is hot! She was my first preference about the ad. I mean they are 
 probably advertising the car secondary but she’s attracted me to it. I love Martina 
 and I love tennis.’ (GM5) 
 
 ‘Ooh action! Oh god, Martina! Does she drive a Subaru? I’d probably buy one if that 
 was the case. Subaru is a proud sponsor of women who kick butt! Woo hoo!’ (GF3) 
 
 ‘Oh I’ll buy it straightaway! Oh no, I’m kidding. Obviously it is Martina 
 Navratilova. Yeah look, Subaru driver, you know, it’s pretty obvious that they are 
 appealing to lesbians and tennis lovers.’ (GF5) 
 
Strong use of imagery was used to build the brand in the advertisement, creating a feel of 
power. One respondent, however, felt that the advertisement is about tennis, and not about the 
car. 
 ‘I have no idea what it is advertising because the tennis player is so central to the 
 picture and then you actually kind of see the car in the corner, and the logo is so 
 small as well. I would have looked at it to see an interesting picture of a tennis player 
 but I would have assumed that it has something to do with tennis.’ (GM1) 
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Benefits and Key Message of Advertisement  
Heterosexual: 
The use of Martina Navratilova is perceived to be an endorsement or sponsorship, creating an 
ideal of champion, sportsperson-like connection.  
 ‘I think a lot of people, if they are a fan of hers, they might look closer at the 
 car.’ (SM1) 
 
 ‘That you can be like a celebrity if you drive this car?’ (SF3) 
 
It is also perceived that the car is big enough to fit many items, such as tennis gear. 
 ‘Being a sports player you’ll be able to fit a lot more stuff into the vehicle, especially 
 if you are travelling around.’ (SM4) 
 
Homosexual/Bisexual: 
The word “endorsement” was used to describe the advertisement, associating the tennis 
champion (Navratilova) with the brand and car.  
‘I think that being an endorsement I don’t think there’s a key message about the car. 
It doesn’t actually tell me about the Forester. But because it is such a good looking 
ad, I was happy to look for it.’ (GM2) 
 
‘It is a sports person endorsement of a brand rather than talking about the benefits of 
the brand, This one is more about Martina Navratilova like this, you should too.’ 
(GM3) 
 
 ‘She’s probably endorsing the car so obviously people who like Martina would 
 obviously say wow, okay good. The reality is if you are not a tennis player or if you 
 don’t know who she is, you’ll probably be flipping over.’ (GM5)  
 
The use of such celebrities could appeal to consumers who like her and add a feel of 
sportiness to the car. There is the perception that those who feel successful, or like a 
champion, should drive a Subaru Forester.  
 ‘Champion sports person chooses to drive that car. The successful person drives that 
 car, you too can drive that car.’ (GF1) 
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 ‘This is someone who has been really successful and she drives a Subaru. Join the 
 dots.’ (GF3) 
 
 ‘They are trying to get me to look at how great she is and get me to compare that 
 with how great the car is, and make me feel the same way about the car as I do 
 about her.’ (GF4) 
 
Advertisement Appeal and Persuasion to Brand  
Heterosexual: 
Those who did not find the advertisement appealing, reasoned that the lack of interest in 
sports or tennis disengaged them from paying attention. In addition, their inability to relate to 
the visual message in the advertisement, also meant they were disinterested. The lack of 
detail and visual of the car made it hard for the respondents to feel persuaded.  
 ‘There’s no benefits, no features. What’s in it for me, nothing, zero, zip, zilch. 
 Maybe if I was interested in tennis to that degree but there’s nothing.’ (SM3) 
 
 ‘I can’t see any correlation between a lady, somebody playing tennis and a 
 picture of a car.’ (SF1) 
 
 ‘I am not a sports mum, that’s the main thing that I related to since you can see that 
 they are trying to appeal sporty women or sports mums.’ (SF4) 
 
On the other hand, those who liked the advertisement, felt the tennis was appealing and that it 
targeted women. 
 ‘Yes it does appeal to me, I particularly like tennis too so it just happens to be a 
 coincidence’. (SM2) 
 
‘It’s most interesting because it is her and she’s female and it’s tying it into a car. I 
like this one.’ (SF2) 
 
Homosexual/Bisexual: 
Two out of the ten respondents did not find that the advertisement appealed to them because 
it was not about the brand or the car, but using a celebrity to sell what is perceived to be a 
practical decision.  
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 ‘I put much less faith in corporate endorsement than on facts, figures and my 
 personal feelings as far as, for example, a lot of automobile appeal is the styling and 
 the performance of the car.’ (GM3) 
 
However, the remaining eight respondents were thoroughly impressed and persuaded by the 
advertisement. The use of Navratilova and tennis appealed to the eight respondents, even 
though the visual of the car was not the visual focus. Some respondents even believed the 
advertisement had persuaded them to consider buying a Subaru in the future. 
 ‘I like it because it has got that nice green, it’s action, like this is a fantastic
 photo that’s, you know, she’s fully stretched, she’s got the ball in the middle of the 
 racket. It’s brilliant. I’m more inclined to buy, having seen this ad, than having seen 
 the previous two.’ (GF3) 
 
Intended Target Audience  
Heterosexual: 
Most believed that the target audience was women, although other categories were tennis, 
sports and Navratilova fans. Respondents noted that Navratilova is from the last generation 
and, therefore, likely to appeal to the age range where people have kids.  
 ‘Middle aged, school mums because Martina’s last generation and not current 
 generation so no one young would associate with her. It’ll be a older generation and 
 they’d be mums having kids who want safety and drive to school in a 4 wheel drive.’ 
 (SM5) 
 
 ‘You’d probably find this in the sports section of the newspaper, but somebody 
 may recognise Martina and then go ‘ooh what’s she doing’, and then it’ll have to be a 
 Martina fan.’ (SF1) 
 
Homosexual/Bisexual: 
Gay women were perceived to be the target consumers by most respondents, given that 
Navratilova is a recognised and openly-gay athlete. However, other groups of consumers 
could include sporty people, women, tennis players, gay men or any admirers of Navratilova. 
 ‘Tennis fans who like Martina Navratilova and put faith in what she says, or 
 have respect for her.’ (GM3) 
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 ‘Any woman who want to be powerful and independent. Or maybe men who like that 
 in a woman. I guess all lesbians who would love her might be one of the target 
 market. Not sure if they would put her in the ad just for that but I guess that would 
 definitely appeal to lesbians.’ (GF4) 
 
 ‘I think possibly that this is targeting the gay audience, probably gay women, 
 lesbians will probably respond to this ad.’ (GF1) 
 
 
Implicit Message, Symbols and Visual Cues of Advertisement  
Heterosexual: 
Only one respondent identified Navratilova’s sexuality as a concern, but it did not appear to 
affect his perception about the brand. Others saw the advertisement as representative of a 
strong, female champion. 
 ‘The winner’s and the champion’s choice of the car.’ (SM5) 
 
 ‘One thing that keeps hitting me, and it’s something that I don’t particularly like, it’s 
 Martina Navratilova and she’s very aged now, tennis star, she has certain sexual 
 preferences which I don’t necessarily support, so that’s a negative.’ (SM2) 
 
Homosexual/Bisexual: 
Seven respondents believe there are underlying intentions in the advertisement and the use of 
Navratilova played a significant role.  
 ‘She is a lesbian and may attract that kind of crowd.’ (GM5) 
 
 ‘It’s about her sports achievement and not about being a proud lesbian. Champion, 
 sports commentator, Subaru driver.’ (GM3) 
 
Besides using a known, gay athlete, respondents also associated aspects of her as parallel to 
the car featured. 
 ‘The shape of Martina and the muscular definition of her in that shot. I think 
 there’s a correlation between the masculine lines of the car and the, yeah I think it 
 comes through but it is very subtle.’ (GM2) 
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 ‘She really outstretched, which they really want to show how this car has all the 
 possibilities. She’s really like stretched towards the ball, showing her full 
 capabilities or strengths I guess, I don’t know. I guess they might want to reflect that 
 on the car.’ (GF4) 
 
Overall Impression of Brand in Advertisement  
Half the heterosexual group felt positive about the brand, including the respondent who 
spotted the sexuality issue. The other half felt negative or neutral to the advertisement. On the 
other hand, the homosexual/bisexual sample recorded no negative impressions. The two 
respondents who did not find the advertisement appealing noted a neutral, overall sentiment, 
while the remaining eight respondents indicated a positive feel for the brand. 
5.4.4 Car Print Advertisement 4 
The final advertisement featured two men in the BMW convertible, with the headline using a 
play on words of ‘being out has never been more in’. This advertisement is also considered to 
be target-specific in nature. 
First Impression of Advertisement  
Heterosexual: 
The two men in the advertisement received the most mention among the respondents, 
followed by the BMW brand and that the car appears to be a reflection of lifestyle. One male 
respondent questioned if the advertisement was meant to out gay people.  
 ‘Couple of young guys, being out has never been more in. It’s confusing. At least we 
 got a good photograph of a reasonable quality car with people in it.’ (SM3) 
 
 ‘The guys, the blue collared guys sitting in it. It looks very - like you know your 
 Havard school boys, driving it - they look more like that than businessmen.’ 
 (SF3) 
 
 ‘This isn’t testing me if I am gay? I’m joking! Well first thing it is two guys in a car, 
 which is sort of guy issue if you are trying to sell as a lifestyle, you would want a guy 
 with a nice looking girl.’ (SM5) 
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Homosexual/Bisexual: 
The two men in the car made the most impact, as all respondents noted the visual component. 
All the male and two female respondents saw them as gay and perceived it to be a positive 
image. The advertisement also associated the brand with prestige and money.  
 ‘The imagery is very, connects with the gay male audience and it’s very overt in 
 terms of being out has never been more in, in terms of wording. Often you see an ad 
 which you would say, ah they are targeting the pink audience, but it is not so with the 
 supporting wording. That is something I would say is very unexpected, unusual. I 
 think it’s good.’ (GM1) 
 
 ‘They are trying to include gay people. I think being out, I think straightaway ‘oh 
 yeah - well you’re out of the closet’. I like how they written in a sentence that is bit 
 more general but yet appeal to all the gay person while other people will just see it as 
 being outdoors, most likely.’ (GF4) 
 
 ‘Pretty out there ad. Not an ad you see very often, two guys, quite a positive 
 image, two gay men.’ (GF1) 
 
Benefits and Key Message of Advertisement  
Heterosexual: 
The benefits drawn from the advertisement included high class and quality, living the 
lifestyle and the driving experience of a BMW. Some respondents focused on the feeling of 
having fun and being free, with the top down.  
 ‘For me, class, first of all. I think it sells class and I think it sells quality. The 
 logo to me is synonymous with quality. What is it selling - this is a freer lifestyle, the 
 hood down, openness, a bit of carefree, throw in the quality as well, it’s a sporty car, 
 the roadster.’ (SM2) 
 
 ‘It looks like they are selling the lifestyle of the car, just by the way that they 
 dress and the view. You see guys in there having a great time, nice watches, nice 
 outfits that sort of thing.’ (SF3) 
 
 ‘You can run away in it, you can use as an escape vehicle that you can get away 
 from life.’ (SF5) 
 
One male and one female respondent felt that the advertisement is aiming for the gay 
audience, in a sneaky way.  
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 ‘You could see an underlying message where they are trying to aim for like the gay 
 community. Might be a sneaky way for trying to target that audience.’ (SM1) 
 ‘Being out as never been more in - I’m assuming it’s probably for gay guys?’ 
 (SF4) 
 
Homosexual/Bisexual: 
The luxurious, fun lifestyle with a touch of cheekiness is perceived as the benefit sold in the 
advertisement. Their attempt to include – and accept – the gay market, is the key message of 
the advertisement. The reflection of status, quality and the BMW brand works well with the 
gay market.  
 ‘I think maybe the luxury and the lifestyle, the convertible aspect, out and about 
 enjoying the weather kind of thing. The affluent, gay male lifestyle.’ (GM1) 
 
 ‘It seems to be totally an image thing, it’s about the drop top of the convertible but I 
 think they are trying to plug it as obviously a gay-friendly brand, and it is a bit tongue 
 and cheek. Being out has never been more in, so obviously the connotations of 
 sexuality but then with the correlation to a convertible which is quite cheeky, cute and 
 fun.’ (GM2) 
 
 ‘To a gay person it is trying to show that it is a cool and funky car, and that is a 
 brand that includes us. I guess to other people it would be just a nice car to go 
 outdoors. They have got two guys who look really, I guess they are good looking, they 
 look like they dress well. So I guess that’s what the brand BMW wants to represent as 
 well.’ (GF4)  
 
Advertisement Appeal and Persuasion to Brand  
Heterosexual: 
Some respondents felt the advertisement was appealing, as it focused on showing the car and 
the brand. One respondent was particularly in favour of the BMW, especially the soft top 
convertibles.  
 ‘I think any ad from BMW persuades me, I like it, I like soft tops so it sort of 
 reinforces something that I already liked.’ (SM2) 
 
 ‘If I had enough money to buy that car, and seeing this ad, oh yes. The thing that 
 would’ve made me consider it is the brand. Simple as that. The ad itself is irrelevant - 
 it’s a BMW.’ (SF2) 
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Those not agreeable to the advertisement felt that the brand did not appeal to them, as well as 
feeling that they were are not a suitable target audience.  
 ‘I am not a big fan of BMW, even if it is a sports car, it’s just not my type. I have 
 never really been into flashy type sports car.’ (SM3) 
 
 ‘It’s not really targeted at me and I don’t have any money to buy that car. They 
 don’t really appeal, two guys sitting in, middle aged sitting in a car.’ (SF4) 
 
Homosexual/Bisexual: 
Most respondents found the advertisement appealing because it used two men in a positive, 
way with a well-known brand.  
 ‘It appeals to me because it’s two gay guys. I will look at it longer, whether I am 
 persuaded I don’t know but I am likely to remember the brand or the advert.’ 
 (GM4) 
 
 ‘I do like the ad, I think to me it’s a very positive image. It’s two guys you know, 
 looking happy, obviously enjoying whatever they are talking about, and enjoying 
 spending time together, just occurred to me that they are both wearing the same 
 shirt. But I think it’s quite a positive ad.’ (GF1) 
 
Those who did not like the ad, felt the advertisement missed out on selling the car or that it 
did not appeal to the gay female audience. One respondent simply did not like the BMW 
brand. 
 ‘It doesn’t show much about the car so for me automotive advertising is as much as 
 about the appeal of the car itself as it is about anything else. The ad is really 
 ambivalent, I’d flip the page over pretty quick.’ (GM3) 
 
There was also negative sentiment from the perception that the advertisement is merely 
making use of gay people and imagery to sell a brand.  
 ‘I think it’s too try hard. I wouldn’t say offended, maybe bordering on offensive 
 actually. Because they are taking advantage of, it is trendy to be gay at the 
 moment. Try hard, a little too over the top for my liking. It’s almost a bit 
 condescending I find it.’ (GF5) 
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Intended Target Audience  
Heterosexual: 
Most respondents felt the advertisement was targeted at men, young or middle aged, with 
money and a high-flying career. The issue of affordability seems to be the key reason for the 
audience selection, as well as the practicality of a luxury car.  
 ‘Those with money, it is probably the more affluent of the society. Those who are 
 about probably executive level, on the career ladder, young career executives.
 There is another target the guys have slightly greying temples.’ (SM2) 
 
 ‘People who have got more money than they need to budget, mainly the colour of  the 
 car. Silver colour to me looks like you are trying to show me you have money to burn, 
 it’s a pretentious colour.’ (SF5) 
 
Three respondents also identified the audience to likely be gay men, based on the visual and 
copy used.  
 ‘I’m guessing that they are being sneaky and are targeting homosexuals. I don’t 
 know I just got this cynical view of marketers and how they have sneaky ways of 
 doing things.’ (SM1) 
 
 ‘Could be quite a few people, could be gay guys, could be middle aged men that 
 want to go for a thrill ride.’ (SM5) 
 
 ‘Men. Young guys. They are not aiming at the gay market are they? The wording 
 ‘being out’. I don’t know, it just occurred to me.’ (SF2) 
 
Homosexual/Bisexual: 
Two respondents believed it is about the lifestyle and money. The other eight respondents 
believed the intended audience for the advertisement is gay men, given their disposable 
income and intentional gay undertones.  
 ‘Probably the gay community. It has gay undertones that are obviously pretty 
 easy.’ (GM5) 
 
 ‘Gay audience, I think probably targeted at gay men. Doesn’t matter to me 
 whether it is male or female, it’s more about promoting, or about the gay lifestyle out 
 there.’ (GF1) 
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 ‘I think its target audience for this would be people, like gay people, often are 
 still, like two incomes no kids, people who have slightly more money, who want to 
 have a great looking car, and have that lifestyle, sort of city lifestyle.’ (GF4) 
 
Implicit Message, Symbols and Visual Cues of Advertisement  
Heterosexual: 
Most respondents perceived the advertisement to be about the classic BMW brand and that 
there is no underlying messages or cues.  
 ‘I think it’s reinforced maybe that this is for an executive level kind of buyer. I do like 
 the slogan ‘being out has never been more in’, it kind of adds to the trendiness of it as 
 well. So you’ve got brand, you’ve style, class and maybe trendy as well.’ (SM2) 
 
 ‘The classic BMW, BMW logo stands out really well, other than if you want to be in 
 the in crowd, drive one of these.’ (SF1) 
 
However, two respondents identified that gay cues existed and supported their claim by 
highlighting the cues in the visual and body copy. 
 ‘Well being out has never been more in, I don’t know if that is supposed to be a 
 homosexual reference or not, but that’s automatically what I thought.’ (SF4) 
 ‘Possibly two guys in a car together.’ (SF5) 
 
Homosexual/Bisexual: 
Most respondents believed the advertisement is fairly explicit, with the intended message in 
supporting and accepting the gay community. Two other respondents felt that there was an 
intentional play on words and visuals. 
 ‘The headline is the underlying message. I guess it’s just the fact that there are two 
 guys, this doesn’t mean anything, but it could be.’ (GF4) 
 
 ‘Again more the caption, probably because of the two men. It’s stereotyping, but 
 they are wearing the same, very similar clothes. I don’t know, maybe it is the 
 caption, but I am swayed by, maybe it’s the community I’m exposed to, but I 
 don’t see too many, two straight men of that age, driving around in a 
 convertible, and talking together. Even though one is looking straight ahead, the 
 other is looking quite affectionately at the driver.’ (GF5) 
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Overall Impression of Brand in Advertisement  
For the homosexual/bisexual respondents, no negative impressions were recorded for the 
advertisement. The three respondents who noted neutral, overall sentiment, also found the 
advertisement unappealing and lacking persuasion. The remaining respondents all felt 
positiveness to the brand in the advertisement. On the other hand, the overall perception of 
the brand by the heterosexual group, appears to be mostly positive and neutral, with only one 
respondent having a negative sentiment. However, given that the respondents recruited are 
based on their sexual orientation – and not their attitude towards the gay community – the 
results do not necessarily reflect any anger or possible alienation.  
 
5.5 Discussion 
In order to effectively target the gay market, marketers run the risk of gay-intolerant 
consumers abandoning the advertised brand. It is therefore necessary to adopt a marketing 
communication strategy to overcome this issue. Thus, this study addressed the following 
research question: 
RQ2. How can markets avoid alienating the non-targeted market when 
communicating to the subculture market? 
 
To accomplish this, cryptic marketing – a covert marketing communication concept that 
incorporates all aspects of subculture cues, symbols and messages – was developed. Unlike 
other covert approaches, one distinctive feature of cryptic marketing is that the message 
intention is not undisclosed to the target audience. The intended message is clear for the 
target audience to decipher, while the non-target audience only receive the explicit message 
in the advertisement. This approach overcomes the distrust and scepticism target consumers 
face in viral stealth campaigns; shifting the covert aspect to that of the non-targeted 
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consumers. This ensures that target consumers do not feel betrayed from non-disclosure, 
while the brand avoids neglecting other, non-targeted, potential consumers. By extending 
support to these subcultures, companies can build strong consumer-brand relationships based 
on trust and commitment, thereby increasing the likelihood of converting these consumers to 
be brand loyal and more willing to pay price premiums and make sacrifices, rather than 
simply deal-seeking (Thomson, MacInnis & Park, 2005; Donath, 1994).  
Outcomes from the interviews showed that cryptic marketing can work, in both yielding 
positive responses from the target audience group, while maintaining a status quo with the 
non-target audience group. When contrasted against the overt gay advertisements, the 
response is comparably favourable. The following summarises the findings from the 
interviews for the heterosexual group and the homosexual/bisexual group. 
5.5.1 Heterosexual Group 
Within the heterosexual group, nine out of ten respondents did not identify cryptic-gay cues 
in car print advertisement two and three (see table 7). Although car print advertisement four 
was spotted by three respondents for gay undertones, only one had an overall negative 
perception. This means the first part of cryptic marketing has theoretically worked, where 
non-target audiences do not identify or understand the embedded cryptic messages, cues and 
symbols. Therefore, it is likely the audience group has only received the explicit message in 
the advertisement and are not basing their preferences on the underlying gay cues.  
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SM1 N N N = Y N N + N = N + Y N N = 
SM2 N N N + N N N = Y = Y + Y Y N + 
SM3 N N N + N N N -- N N N -- Y = N + 
SM4 N N N + Y Y N + Y N N + N N N = 
SM5 N N N -- Y Y N + N N N -- N N Y -- 
SF1 N N N = Y N N = N N N = Y Y N + 
SF2 N N N -- Y Y N = Y Y N + N Y N + 
SF3 Y Y N + N N N = Y Y N + Y Y N + 
SF4 N Y N = N Y Y + N = N -- N = Y = 
SF5 = N N -- = N N -- N N N -- N N Y = 
Key ‘Y’: Yes ‘N’: No ‘+’: Positive ‘-’: Negative ‘=‘: Neutral 
Table 7: Summary of Advertisement Evaluation from Heterosexual Respondents 
 
However, it is also important to note that the respondents in the heterosexual group are not 
identified or categorised by their attitude and perception towards gays, as identified in Study 
One. Specifically, the target group that is most likely to react negatively towards gay-specific 
advertisements are those deemed as gay-intolerant or more sensitive to – and able to identify 
– the implicit gay cues. In Study Two, respondents were categorised by their sexual 
orientation and not by their attitudes and perceptions towards gays. This means the results 
may not be a true reflection of the effectiveness of cryptic marketing because the 
heterosexual respondents may not necessarily be gay-intolerant, but could also be gay-
friendly or gay-indifferent. As such, the results may appear to be mixed or inconclusive. In 
addition, the use of different brands and car models in Study Two may have also impacted on 
respondents’ positive or negative feedback, particularly if respondents’ already had 
preconceived perceptions and attitudes toward the featured brands. As such, the use of 
multiple brands in the same category of advertisements should be used in the final study to 
lower the effect of preconceived perceptions and attitudes. Regardless, the results in Study 
Two have shown support for cryptic marketing in not alienating the wider market.   
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5.5.2 Homosexual/Bisexual Group 
Within the homosexual/bisexual group, seven out of the ten respondents managed to identify 
the gay-cryptic undertones for car print advertisement two and the use of a gay icon in 
advertisement three (see table 8). Car print advertisement four, on the other hand, had only 
two respondents identifying the gay undertones. The reason is that the remaining eight 
respondents believed the message, visuals and cues were overt and, therefore, easily 
identified and understood. Most respondents who could see the gay undertones also indicated 
positive, overall brand sentiment. This means the second part of cryptic marketing has 
theoretically worked, where the target audience has identified or understood the embedded 
cryptic messages, cues and symbols. Therefore, it is likely the audience group has received 
the implicit message, alongside the explicit message in the advertisement.  
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GM4 Y N N + Y Y Y + Y N N + Y Y N + 
GM5 N N N = N N Y + Y Y Y + Y N N + 
GF1 Y N N = Y Y Y + Y Y Y + Y Y N + 
GF2 N N N = N N N = Y Y Y + Y Y N + 
GF3 N N N = Y Y Y + Y Y N + = N N = 
GF4 Y Y N + Y Y Y + Y Y Y + Y Y Y + 
GF5 Y N N = Y Y Y + Y Y Y + N N Y = 
Key ‘Y’: Yes ‘N’: No ‘+’: Positive ‘-’: Negative ‘=‘: Neutral 
Table 8: Summary of Advertisement Evaluation from Homosexual/Bisexual 
Respondents 
 
The respondents for the homosexual/bisexual group were identified by their sexual 
orientation when recruited for Study Two and are, therefore, most likely to be gay-supportive. 
Because the online comments used in Study One did not include the sexual orientation of the 
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contributors, Study Two benefitted from the inclusion of both gay/bisexual and heterosexual 
respondents. As such, Study Three would include four respondent categories: gay-intolerant, 
gay-indifferent, gay-friendly and gay.  
 
5.6 Conclusion 
In conclusion, this chapter outlined the research objective of Study Two in understanding 
how to avoid alienating the non-target market, while effectively targeting the gay market 
(Section 5.1), followed by the proposed marketing communication concept of cryptic 
marketing (Section 5.2) and research method and justification (Section 5.3). This was 
followed by feedback from each of the two groups of respondents to the same set of car print 
advertisements (Sections 5.4). The overall discussion of the findings completed the chapter 
(Section 5.5).  
The findings indicate that cryptic marketing works effectively in masking the cryptic-gay 
cues, symbols and underlying messages from non-gay respondents. Although some of the 
heterosexual respondents did identify the symbols or cues, they interpreted it differently to 
the intent of the research. Some respondents also expressed preconceived preference or 
dislike for the brands used in the advertisements, which indicated that brand choice could 
affect the measurement of the cryptic effect in the study. The gay/bisexual respondents also 
responded positively to the use of cryptic marketing, with most improving their brand 
perception after exposure to the cryptic-gay advertisements. One respondent, however, did 
not identify or interpret the cryptic cues and symbols, which identified that the use of gay 
cues needed to be evaluated further. In addition, scepticism towards brands targeting the gay 
community was also brought to attention by one of the gay respondents. Overall, these results 
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contribute to our understanding of the cryptic marketing approach and provide a basis for a 
third and final empirical study.  	
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Chapter	6:	Methodology	and	Findings	for	Study	Three	
Study One (Chapter 4) identified and supported previous research on the factors that 
influence consumer response to gay-specific advertisements while Study Two (Chapter 5) 
highlighted the use of cryptic marketing in effectively targeting the gay market, yet bypassing 
objections from some non-gay consumers. These findings attest the need to empirically test 
the effectiveness of cryptic marketing, specifically with anti-gay audience. By recruiting both 
gay and non-gay samples, therefore, Study Three utilises an experimental design to 
investigate the effectiveness of cryptic marketing on consumers’ behaviour. Specifically, 
there are two objectives to achieve: (1) to determine if cryptic marketing can avoid a decrease 
in brand perception by the anti-target market when targeting the gay community with 
advertisements; and (2) to determine if cryptic marketing can increase brand perception 
among gay audiences. The results of this method are presented in this chapter. This chapter 
outlines the method conducted to achieve this aim and the results. Specifically, it addresses 
the research objective and hypotheses (Section 6.1) and the research procedure (Section 6.2). 
This continues with the discussion of the preliminary data preparation (Section 6.3), 
hypothesis testing (Section 6.4) and discusses the overall study findings (Section 6.5).    
 
6.1 Research Objective and Hypotheses 
As discussed in Chapter 3 (Section 3.2), this thesis employs a mixed-method design. Study 
One and Study Two were conducted using qualitative approaches, while Study Three will 
undertake a quantitative method. Specifically, this study will test the three categories of 
advertisements: (1) control, where no specific gay cues, symbols or underlying messages are 
incorporated into the advertisement; (2) target-cryptic, where cryptic-gay cues, symbols and 
underlying messages are incorporated into the advertisement; and (3) target-specific, where 
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explicit gay cues, symbols and underlying messages are incorporated into the advertisement, 
across four consumer categories – (i) gay-intolerant; (ii) gay-indifferent; (iii) gay-friendly; 
and (iv) gay/bisexual. This study will aim to determine if the cryptic marketing approach can 
achieve statistically significant and positive/negative responses between groups. Thus, the 
objective of Study Three is to address the following research question: 
 RQ3:  How effective is cryptic marketing in improving brand perception in  
  subculture markets without lowering brand perception among the non-target 
  audience?   
In Study Three, this research question is addressed from the advertiser and marketers’ 
perspective and will measure aspects of consumers’ brand perception through the use of 
cryptic marketing on both the target and anti-target audience. Three aspects of branding will 
be tested in the final study, namely brand image, brand trust and brand affect. These variables 
will be tested along with the overall purchase intentions of respondents. 
6.1.1 Brand Image (Values, Beliefs and Perceptions) 
As discussed in Chapter 2 (Section 2.5.5), consumer perceptions make up brand awareness 
and image (Simms & Trott, 2006). Creating a brand image is important in building brand 
perceptions, as it creates value and difference for consumers through functional or symbolic 
associations with their self-identity (Fill, 2002; Simms & Trott, 2006). These values are based 
on personal, cultural, social, lifestyle or economic factors and differ with varying consumers 
(Kim, Forsythe, Gu & Moon, 2002). It is therefore important for the brand to consider how 
and what they communicate to their audience. Thus, eight hypotheses are proposed. The first 
two hypotheses focus on gay-intolerant respondents and their predicted brand image response 
to the target-specific and target-cryptic advertisements, when compared to the same 
respondent types who were exposed to the control advertisements. For the gay-intolerant 
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respondents, it is predicted that target-specific advertisements will result in negative brand 
image, given the use of overt gay cues, symbols or messages. H1a is based on earlier research 
findings, discussed in Section 2.1.4 that indicated that negativity exists among anti-gay 
respondents when exposed to gay-specific marketing activities (Hooten, Noeva & 
Hammonds, 2009). As such, a reduction in value perception from the negativity, impacts 
upon brand image (Simms & Trott, 2006). For H2a, the target-cryptic advertisements will not 
negatively affect brand image, as the encrypted gay cues, symbols or messages will not be 
readily identified, deciphered or understood, as proposed by the cryptic marketing concept.  
H1a:  Gay-intolerant respondents exposed to target-specific advertisements will 
perceive brand image negatively, when compared to gay-intolerant 
respondents exposed to control advertisements.  
 
H2a:  Gay-intolerant respondents exposed to target-cryptic advertisements will not 
perceive brand image negatively, when compared to gay-intolerant 
respondents exposed to control advertisements. 
 
The next two hypotheses focus on the gay-indifferent respondents and their predicted brand 
image response to the target-specific and target-cryptic advertisements when compared to the 
same respondent types who were exposed to the control advertisements. Similar to the gay-
intolerant group, it is predicted that, with the gay-indifferent respondents, target-specific 
advertisements will result in negative brand image, given the use of overt gay cues, symbols 
or messages and that the negativity will stem from feeling excluded from the advertisement. 
H3a is based on earlier research findings, discussed in Section 2.3.2, that indicated that 
specific targeting of consumers may result in other, potential customers feeling 
unacknowledged (Oakenfull & Greenlee, 2005; Oakenfull, McCarthy & Greenlee, 2008). As 
such, the lack of value, central to self-concept, is likely to decrease brand image (Verplanken 
& Holland, 2002). As for H4a, the target-cryptic advertisements will not negatively affect 
brand image, as the encrypted gay cues, symbols or messages will not be readily, identified, 
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deciphered or understood – as proposed in the cryptic marketing concept – and, therefore, no 
feeling of exclusion will result. 
 H3a: Gay-indifferent respondents exposed to target-specific advertisements  
  will perceive brand image negatively, when compared to gay   
  indifferent respondents exposed to control advertisements. 
 
H4a: Gay-indifferent respondents exposed to target-cryptic advertisements will not 
perceive brand image negatively, when compared to gay-indifferent 
respondents exposed to control advertisements. 
 
The next two hypotheses focus on the gay-friendly respondents and their predicted brand 
image response to the target-specific and target-cryptic advertisements, when compared to the 
same respondent types who were exposed to the control advertisements. For the gay-friendly 
respondents, it is perceived that they are likely to be supportive of and/or have friends in the 
LGBT community. As such, it is predicted, in H5a, that target-specific advertisements will 
result in positive brand image as the overt gay cues, symbols or messages are supported by 
this audience group. As for H6a, target-cryptic advertisements will positively affect brand 
image as gay-friendly audiences may identify and understand some of the cryptic-gay cues, 
given their acceptance and probable immersion in the gay subculture. 
H5a: Gay-friendly respondents exposed to target-specific advertisements will 
perceive brand image positively, when compared to gay-friendly respondents 
exposed to control advertisements. 
 
H6a: Gay-friendly respondents exposed to target-cryptic advertisements will 
perceive brand image positively, when compared to gay-friendly respondents 
exposed to control advertisements. 
 
Finally, the following two hypotheses focus on the gay/bisexual respondents and their 
predicted brand image response to the target-specific and target-cryptic advertisements, when 
compared to the same respondent types who were exposed to the control advertisements. For 
the gay/bisexual respondents, it is predicted that target-specific advertisements will result in 
positive brand image, as the clear gay cues, symbols or messages will resonate with the 
audience group. H7a is based on earlier research findings, in Section 2.1.4, that indicated that 
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gays and lesbians are overwhelmingly positive towards gay imagery in commercials (Prime 
Access and PlanetOut, 2008). As such, the identification of values that may show recognition 
and acknowledgement of gay existence and support for their lifestyle may increase brand 
image (Kates, 2002). As for H8a, target-cryptic advertisements will also positively affect 
brand image, as gay/bisexual respondents are likely to identify, understand and resonate with 
the cryptic-gay cues. 
H7a:  Gay/Bisexual respondents exposed to target-specific advertisements will 
perceive brand image positively, when compared to gay/bisexual respondents 
exposed to control advertisements. 
 
H8a:  Gay/Bisexual respondents exposed to target-cryptic advertisements will 
perceive brand image positively, when compared to gay/bisexual respondents 
exposed to control advertisements. 
 
These hypotheses address the impact of cryptic marketing on brand image, across all four key 
groups of respondents of gay-intolerant, gay-indifferent, gay-friendly and gay/bisexual. A 
brand image measure was adopted, using Chaudhuri and Holbrook’s (2001) brand trust study, 
which includes the following measures: 
1. This brand is trustworthy 
2. This is a reliable brand 
3. This brand is likeable 
4. This brand is very good brand 
5. This is a very attractive brand 
 
The Likert measure uses a seven point scale, ranging from 7 for “very strongly agree” to 1 for 
“very strongly disagree”.  
6.1.2 Brand Trust (Attitudes) 
As discussed in Chapter 2 (Section 2.5.1 & 2.5.2), the issue of brand trust lends itself to the 
legitimacy of promise by companies to consumers. With changes in cultural meanings, ideals 
and social norms, trust is an important factor for consumers when making purchase decisions 
about brands (Kates, 2004). Consumers are looking for symbolic attributes and value, and a 
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degree of trust towards brands, beyond the features and benefits products provide (Veloutsou 
& Moutinho, 2009). Therefore, brands are incorporating trust-based factors into their 
consumer’s system of values, allowing the formation of individual attitudes and perceptions; 
reflecting their self-identity within society. Likewise, when a brand is perceived as 
abandoning its promise, significant backlash can be expected (Thompson, Rindfleisch & 
Arsel, 2006). Accordingly, brand trust will be an important variable to test for determining if 
the advertisements result in differences between the varying respondent categories. Thus, 
eight hypotheses are proposed. The first two hypotheses focus on gay-intolerant respondents 
and their predicted brand trust response to the target-specific and target-cryptic 
advertisements, when compared to the same respondent types who were exposed to the 
control advertisements. H1b is also based on the finding that there will be less brand trust 
among anti-gay respondents, when exposed to gay-specific marketing activities (Hooten, 
Noeva & Hammonds, 2009), where a lack of trust may exist for brands perceived as 
transgressing or abandoning its branding promises (Thompson, Rindfleisch & Arsel, 2006). 
As for H2b, respondents exposed to cryptic-specific advertisements, are unlikely to show a 
drop in brand trust, as they are unable to identify the gay cues, symbols and message. As a 
result, the gay-intolerant respondents should perceive brand trust like brand image, as 
described in hypotheses 1a and 2a. 
H1b:  Gay-intolerant respondents exposed to target-specific advertisements will trust 
the brand less, when compared to gay-intolerant respondents exposed to 
control advertisements.  
 
H2b:  Gay-intolerant respondents exposed to target-cryptic advertisements will not 
trust the brand less, when compared to gay-intolerant respondents exposed to 
control advertisements. 
 
The next two hypotheses focus on gay-indifferent respondents and their predicted brand trust 
response to the target-specific and target-cryptic advertisements, when compared to the same 
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respondent types who were exposed to the control advertisements. H3b is also based on the 
finding that specific targeting of consumers may result in other potential customers feeling 
unacknowledged (Oakenfull & Greenlee, 2005; Oakenfull, McCarthy & Greenlee, 2008). 
Therefore, when a brand is perceived as transgressing, gay-indifferent respondents may 
respond through a decline in brand trust (Thompson, Rindfleisch & Arsel, 2006). As for H4b, 
gay-indifferent respondents are likely to evaluate the explicit message and not the implicit 
message of the target-cryptic advertisement and, therefore, are unlikely to experience a 
decline in brand trust. As a result, the gay-indifferent respondents should perceive brand trust 
like brand image, as described in hypotheses 3a and 4a. 
H3b: Gay-indifferent respondents exposed to target-specific advertisements will 
trust the brand less, when compared to gay-indifferent respondents exposed to 
control advertisements. 
 
H4b: Gay-indifferent respondents exposed to target-cryptic advertisements will not 
trust the brand less, when compared to gay-indifferent respondents exposed to 
control advertisements.  
 
The next two hypotheses focus on the gay-friendly respondents and their predicted brand 
trust response to the target-specific and target-cryptic advertisements, when compared to the 
same respondent types who were exposed to the control advertisements. H5b perceived that 
gay-friendly respondents are likely to be supportive of and/or have friends in the LGBT 
community and, as such, are likely to perceive the target-specific advertisement positively, in 
terms of brand trust. As for H6b, the gay-friendly respondents are likely to trust the brand 
more for the target-cryptic advertisements, as they may be able to identify and understand the 
cryptic-gay cues, symbols and messages. Therefore, the gay-friendly respondents should 
perceive brand trust like brand image, as described in hypotheses 5a and 6a. 
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H5b: Gay-friendly respondents exposed to target-specific advertisements will trust 
the brand more, when compared to gay-friendly respondents exposed to 
control advertisements. 
 
H6b: Gay-friendly respondents exposed to target-cryptic advertisements will trust 
the brand more, when compared to gay-friendly respondents exposed to 
control advertisements. 
 
Finally, the following two hypotheses focus on the gay/bisexual respondents and their 
predicted brand trust response to the target-specific and target-cryptic advertisements, when 
compared to the same respondent types who were exposed to the control advertisements. H7b 
is also based on the finding that gays and lesbians are overwhelmingly positive towards the 
use of gay imagery in commercials (Prime Access and PlanetOut, 2008) and may experience 
increased brand trust with the target-specific advertisement, due to positive reciprocity 
towards brands that support gay values (Veloutsou & Moutinho, 2009). As for H8b, given 
that the target-cryptic cues, signs and messages are likely to be identified and understood by 
the gay/bisexual respondents, positive brand trust response is expected. Therefore, the 
gay/bisexual respondents should perceive brand trust like brand image, as described in 
hypotheses 7a and 8a. 
H7b:  Gay/Bisexual respondents exposed to target-specific advertisements will trust 
the brand more, when compared to gay/bisexual respondents exposed to 
control advertisements. 
 
H8b: Gay/Bisexual respondents exposed to target-cryptic advertisements will trust 
the brand more, when compared to gay/bisexual respondents exposed to 
control advertisements. 
 
These hypotheses address the impact of cryptic marketing levels on brand trust between the 
four key respondent groups of gay/bisexual, gay-intolerant, gay-indifferent and gay-friendly. 
A brand trust measure by Chaudhuri and Holbrook (2001) was adopted for this study, which 
includes the following measures: 
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1. I trust this brand 
2. I rely on this brand 
3. This is an honest brand 
4. This brand is safe 
 
The Likert measure uses a seven point scale, ranging from 7 for “very strongly agree” to 1 for 
“very strongly disagree”.  
  
6.1.3 Brand Affect (Feelings and Emotions) 
As discussed in Chapter 2 (Section 2.5.3), emotional branding instils intangible benefits that 
inspire consumer passion and loyalty (Thompson, Rindfleisch & Arsel, 2006). Based on the 
affective component of the decision-making process, emotional loyalty is linked to desire and 
can establish affective bonds between brands and consumers (Bansal, Irving & Taylor, 2004; 
Oliver, 1999). Therefore, brands can solicit positive or negative feelings from consumers, 
based on the intangible offerings. With the subculture cues, symbols and messages in 
advertisements, brand affect can identify emotional values important to different consumers 
in the market. Thus, eight hypotheses are proposed. The first two hypotheses focus on the 
gay-intolerant respondents and their predicted brand affect response to the target-specific and 
target-cryptic advertisements, when compared to the same respondent types who were 
exposed to the control advertisements. H1c is also based on the finding that negativity exists 
among anti-gay respondents, when exposed to gay-specific marketing activities (Hooten, 
Noeva & Hammonds, 2009). Specifically, when emotional loyalty is put at risk, consumers’ 
retrieved affect can be negative and impact on brand choice (Wright, 1975). As for H2c, gay-
intolerant respondents exposed to target-cryptic advertisements, are unlikely to identify the 
gay cues, symbols and message and are therefore unlikely to like the brand less. As a result, 
the gay-intolerant respondents should perceive brand affect like brand image and brand trust, 
as described in hypotheses 1a, 1b, 2a and 2b. 
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H1c:  Gay-intolerant respondents exposed to target-specific advertisements will like 
the brand less, when compared to gay-intolerant respondents exposed to 
control advertisements.  
 
H2c:  Gay-intolerant respondents exposed to target-cryptic advertisements will not 
like the brand less, when compared to gay-intolerant respondents exposed to 
control advertisements. 
 
The next two hypotheses focus on the gay-indifferent respondents and their predicted brand 
affect response to the target-specific and target-cryptic advertisements, when compared to the 
same respondent types who were exposed to the control advertisements. H3c is also based on 
the finding that potential customers may feel unacknowledged (Oakenfull & Greenlee, 2005; 
Oakenfull, McCarthy & Greenlee, 2008) and the perceived brand transgression (Thompson, 
Rindfleisch & Arsel, 2006) may result in a decline in brand affect. As for H4c, the gay-
indifferent respondents are likely to evaluate the explicit message and not the implicit 
message of the target-cryptic advertisement, and are therefore unlikely to feel negatively 
towards the brand. As a result, the gay-indifferent respondents should perceive brand affect 
like brand image and brand trust, as described in hypotheses 3a, 3b, 4a and 4b.  
H3c: Gay-indifferent respondents exposed to target-specific advertisements will like 
the brand less, when compared to gay-indifferent respondents exposed to 
control advertisements. 
 
H4c: Gay-indifferent respondents exposed to target-cryptic advertisements will not 
like the brand less, when compared to gay-indifferent respondents exposed to 
control advertisements. 
 
The next two hypotheses focus on the gay-friendly respondents and their predicted brand 
affect response to the target-specific and target-cryptic advertisements, when compared to the 
same respondent types who were exposed to the control advertisements. H5c also predicts 
that gay-friendly respondents are likely to be supportive of and/or have friends in the LGBT 
community. As such, the use of target-specific advertising is likely to result in positive 
feelings for the brand. As for H6c, gay-friendly respondents are likely to like the brand more 
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for the cryptic advertisement, as they may be able to identify and understand the cryptic-gay 
cues, symbols and messages. As a result, the gay-friendly respondents should perceive brand 
affect like brand image and brand trust, as described in hypotheses 5a, 5b, 6a and 6b.  
H5c: Gay-friendly respondents exposed to target-specific advertisements will like 
the brand more, when compared to gay-friendly respondents exposed to 
control advertisements. 
 
H6c: Gay-friendly respondents exposed to target-cryptic advertisements will like 
the brand more, when compared to gay-friendly respondents exposed to 
control advertisements. 
 
Finally, the following two hypotheses focus on the gay/bisexual respondents and their 
predicted brand affect response to the target-specific and target-cryptic advertisements, when 
compared to the same respondent types who were exposed to the control advertisements. H7c 
is also based on the finding that gays and lesbians are overwhelmingly positive towards the 
use of gay imagery in commercials (Prime Access and PlanetOut, 2008) and may experience 
increased brand affect with target-specific advertisements, establishing affect bonds with the 
LGBT community (Thompson, Rindfleisch & Arsel, 2006). Therefore, gay/bisexual 
respondents should perceive brand affect like brand image and brand trust as described in 
hypotheses 7a, 7b, 8a and 8b. 
H7c:  Gay/Bisexual respondents exposed to target-specific advertisements will like 
the brand more, when compared to gay/bisexual respondents exposed to 
control advertisements. 
 
H8c:  Gay/Bisexual respondents exposed to target-cryptic advertisements will like 
the brand more, when compared to gay/bisexual respondents exposed to 
control advertisements. 
 
These hypotheses address the impact of cryptic marketing on brand affect between the four 
key respondent categories of gay/bisexual, gay-intolerant, gay-indifferent and gay-friendly. A 
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brand affect measure by Chaudhuri and Holbrook (2001) was adopted for this study, which 
includes the following measures: 
1. I feel good when I use this brand 
2. This brand gives me pleasure 
 
The Likert measure uses a seven point scale, ranging from 7 for “very strongly agree” to 1 for 
“very strongly disagree”.  
6.1.4 Purchase Intention  
The final variable to measure in Study Three is that of purchase intention. Confidence plays 
an influential role in predicting consumers’ intentions to buy (Bennett and Harrell, 1975; 
Laroche & Sadokierski, 1994). There is evidence to show that intention to buy a particular 
brand is positively affected by attitude towards that same brand and vice versa (Laroche & 
Brisoux, 1989). Purchase intention may also reflect consumer confidence through factors 
such as attributes, familiarity and brand performance (Laroche, Kim & Zhou, 1996). With a 
measure of respondents’ purchase intention before and after exposure to the categories of 
advertisements, eight hypotheses are proposed. The first two hypotheses focus on gay-
intolerant respondents and their predicted purchase intention response to the target-specific 
and target-cryptic advertisements, when compared to the same respondent types who were 
exposed to the control advertisements. H1d is also based on the finding that negativity exist 
among anti-gay respondents, when exposed to gay-specific marketing activities (Hooten, 
Noeva & Hammonds, 2009), where such attitudes can decrease purchase intention (Friestad 
& Wright, 1994). As for H2d, gay-intolerant respondents exposed to cryptic-specific 
advertisements are unlikely to identify the gay cues, symbols and messages, and are therefore 
unlikely to suffer a decline in purchase intention. As a result, the gay-intolerant respondents 
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should perceive purchase intention like brand image, brand trust and brand affect, as 
described in hypotheses 1a, 1b, 1c, 2a, 2b and 2c.  
H1d:  Gay-intolerant respondents exposed to target-specific advertisements will have 
lower purchase intention, when compared to gay-intolerant respondents 
exposed to control advertisements.  
 
H2d:  Gay-intolerant respondents exposed to target-cryptic advertisements will not 
have lower purchase intention, when compared to gay-intolerant respondents 
exposed to control advertisements. 
 
The next two hypotheses focus on the gay-indifferent respondents and their predicted 
purchase intention response to the target-specific and target-cryptic advertisements, when 
compared to the same respondent types who were exposed to the control advertisements. H3d 
is also based on the finding that specific targeting of consumers may result in 
unacknowledged consumers (Oakenfull & Greenlee, 2005; Oakenfull, McCarthy & Greenlee, 
2008), which can lead to a decline in purchase intention. As for H4d, gay-indifferent 
respondents are likely to not identify the implicit message of the target-cryptic advertisement 
and therefore unlikely to suffer any decrease in purchase intention. As a result, gay-
indifferent respondents should perceive brand trust like brand image, brand trust and brand 
affect, as described in hypotheses 3a, 3b, 3c, 4a, 4b and 4c. 
H3d: Gay-indifferent respondents exposed to target-specific advertisements will 
have lower purchase intention, when compared to gay-indifferent respondents 
exposed to control advertisements. 
 
H4d: Gay-indifferent respondents exposed to target-cryptic advertisements will not 
have lower purchase intention, when compared to gay-indifferent respondents 
exposed to control advertisements. 
 
The next two hypotheses focus on the gay-friendly respondents and their predicted purchase 
intention response to the target-specific and target-cryptic advertisements when compared to 
the same respondent types who were exposed to the control advertisements. H5d predicts that 
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gay-friendly respondents are likely to be supportive of and/or have friends in the LGBT 
community and are therefore likely to perceive the target-specific advertisement more 
positively, in terms of purchase intention. As for H6d, gay-friendly respondents also have a 
higher purchase intention of the brand, if they are able to identify and understand the cryptic-
gay cues, symbols and messages. Therefore, gay-friendly respondents should perceive 
purchase intention like brand image, brand trust and brand affect, as described in hypotheses 
5a, 5b, 5c, 6a, 6b and 6c. 
H5d: Gay-friendly respondents exposed to target-specific advertisements will have 
higher purchase intention, when compared to gay-friendly respondents 
exposed to control advertisements. 
 
H6d: Gay-friendly respondents exposed to target-cryptic advertisements will have 
higher purchase intention, when compared to gay-friendly respondents 
exposed to control advertisements. 
 
Finally, the following two hypotheses focus on gay/bisexual respondents and their predicted 
purchase intention response to the target-specific and target-cryptic advertisements, when 
compared to the same respondent types who were exposed to the control advertisements. H7d 
also contends that gays and lesbians are overwhelmingly positive towards the use of gay 
imagery in commercials (Prime Access and PlanetOut, 2008) and may result in a higher 
purchase intention, after exposure to the target-specific advertisement. As for H8d, given that 
the target-cryptic cues, symbols and messages are likely to be identified and understood by 
the gay/bisexual respondents, a higher purchase intention is also expected. Therefore, 
gay/bisexual respondents should perceive purchase intention like brand image, brand trust 
and brand affect, as described in hypotheses 7a, 7b, 7c, 8a, 8b and 8c. 
H7d:  Gay/Bisexual respondents exposed to target-specific advertisements will have 
higher purchase intention, when compared to gay/bisexual respondents 
exposed to control advertisements. 
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H8d:  Gay/Bisexual respondents exposed to target-cryptic advertisements will have 
higher purchase intention, when compared to gay/bisexual respondents 
exposed to control advertisements. 
 
These hypotheses address the impact of cryptic marketing levels on purchase intention 
between the four key respondent categories of gay/bisexual, gay-intolerant, gay-indifferent 
and gay-friendly. A purchase intention measure by Lepkowska-White, Brashear and 
Weinberger (2003) was adopted for this study, which includes the following measures:  
1. If I were looking for a car, my likelihood of purchasing this brand would be high 
2. If I were to buy a car, the probability that I would consider buying this brand would 
be high 
3. If I had to buy a car, my willingness to buy this brand would be high 
 
The Likert measure uses a seven point scale, ranging from 7 for “very strongly agree” to 1 for 
‘very strongly disagree’.  
In summary, this section presented the hypotheses to test the three key categories of 
advertisement types, against the four different respondent types, to determine the 
effectiveness of cryptic marketing. The hypotheses proposed will be tested in Study Three to 
address RQ3. 
 
6.2 Research Procedure 
In order to investigate the effectiveness of cryptic marketing in targeting the respondent types 
of gay/bisexual, gay-friendly, gay-indifferent and gay-intolerant, Study Three was conducted 
using a mixed design method, with two key independent, between-group variables. The study 
used a 3 (advertisement type: control, target-cryptic and target-specific) X 4 (respondent type: 
gay-intolerant, gay-indifferent, gay-friendly and gay/bisexual) between subject experimental 
design that was administered via an online survey (see Appendix E). 
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As discussed in Section, 3.5.3, participants were recruited via a job posting on MTurks, 
where a general request on the completion of a car advertisement survey was announced. To 
qualify for the survey, all respondents had to meet a 95 per cent satisfaction criteria for all 
previous MTurk tasks, reside in the United States of America, be 18 years and older and be 
familiar with motor vehicle brands. Upon participants qualifying for the survey, based on 
criteria set in the recruitment process, they were asked to read the participant information 
sheet and a statement of informed consent. After agreeing to participate, the respondents 
answered scale-based questions on brand image, brand trust, brand affect and purchase 
intention, on all three brands used in the survey. Firstly, respondents were assigned randomly 
to one of three advertisement types (control, target-cryptic and target-specific) by the online 
survey platform to ensure an unbiased experiment. Each advertisement type included three, 
different brands of car advertisements, designated as control, target-cryptic or target-specific, 
in nature. These three advertisements, within each category, were also presented in a 
randomised sequence via Latin Square method to reduce the likelihood of survey bias by 
sequence of advertisements shown. Latin Square used in this study is 3 x 3, where each 
advertisement type occurs exactly once in each row and once in each column (Mandl, 1985). 
This process is repeated for the remaining two advertisements in the same advertisement 
type. The removal of order effects ensures respondents do not become practiced or fatigued, 
as they experience more levels of the independent variables (Tabachnick & Fidell, 2001). All 
respondents were also informed by the end of the survey that the advertisements shown were 
fictitious and were shown only for research purpose.  
6.2.1 Respondent Type 
One of the challenges faced in the previous two studies was the method of qualifying 
respondents into respondent types. For example, respondents who oppose gay advertisements 
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might not perceive themselves as being gay-intolerant. Therefore, the use of a validated scale 
to classify participants is warranted. Herek (1988) developed a seven-point scale to measure 
respondents’ attitude towards lesbians and gay men, based on ten statements about the 
subculture group.  
1. Male homosexual couples should be allowed to adopt children the same as 
heterosexual couples 
2. I think male homosexuals are disgusting 
3. Male homosexuals should not be allowed to teach school 
4. Male homosexuality is a perversion 
5. Just as in other species, male homosexuality is a natural expression of sexuality in 
human men 
6. If a man has homosexual feelings, he should do everything he can to overcome them 
7. I would not be too upset if I learned that my son were a homosexual 
8. Homosexual behaviour between two men is just plain wrong 
9. The idea of male homosexual marriage seems ridiculous to me 
10. The male homosexual lifestyle should not be condemned 
 
Statements used to measure attitudes about gay men were adopted for this study to classify 
the participants into one of three groups: gay-intolerant, gay-indifferent and gay-friendly. For 
the purpose of this study, 94 respondents, whose overall score was 4.0 or lower, were 
classified as gay-intolerant. The rationale of categorising gay-intolerant respondents based on 
a score of 4.0 and/or lower was based on the calculation that their overall “attitude toward 
gays” perceptions were mostly negative. 95 respondents scored between 4.1 and 5.9 and were 
deemed gay-indifferent, as the overall score indicates a mixed attitude towards gays. 108 
respondents scored 6.0 and above and did not identify themselves as gay in the demographic 
section, were categorised as gay-friendly. A fourth group was created for respondents who 
identified their sexual orientation as gay or bisexual in the demographic section, thereby 
overriding the scale-based classification. A total of 103 respondents identified themselves as 
gay/bisexual. The survey platform was guided by a quota to achieve an approximately equal 
number of respondent types for each advertisement type. The breakdown in numbers is as 
follows, in table 9:  
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Respondent Type Scale Score Total Respondent 
Number 
Gay-intolerant 1.0 - 4.0 94 
Gay-indifferent 4.1 - 5.9 95 
Gay-friendly 6.0 - 7.0 108 
Gay/Bisexual N/A 103 
Table 9: Respondent Type Breakdown 
All participants were paid 50 cents for completing the online survey, with an average 
completion time of 11 minutes, at a rate of approximately $2.70 per hour. To better 
understand the roles of the independent variables in this experimental design, a breakdown of 
the advertisement type and respondent type needs to be explained.  
6.2.2 Sample and Sample Size 
In Study One, several factors such as religiosity, gender, age, education level, political 
affiliation, race and stereotypes were found to have influenced attitude towards gays in 
Australia. These factors also mirrored past research conducted, including sample from the US 
(Hicks & Lee, 2006; Whitley, 2009; Averett et al, 2011; Herek, 2000; Jefferson & Bramlett, 
2010; Felmlee, Orzechowicz & Fortes, 2010; Walls, 2010; Calzo & Ward, 2009; Hooghe et 
al, 2010; Heath & Goggin, 2009). Given the similar outcomes, this provided an opportunity 
to use international samples, such as US respondents, to determine if the concept of cryptic 
marketing is effective in the broader market. As such, this study will employ MTurk as the 
survey platform, given the ease of access to a large pool of potential, stable and reliable US 
respondents online (Paolacci, Chandler & Ipeirotis, 2010; Mason & Suri, 2011). With the 
high worker response and retention rates, low attrition, and reliable data, the use of an 
American sample is considered strategically and reliably advantageous (Marge, Banerjee & 
Rudnicky, 2010; Mason & Suri, 2011; Chandler and Kapelner, 2013; Paolacci, Chandler & 
Ipeirotis, 2010). A total of 400 respondents were recruited via MTurk, limited to those 
residing in the United States of America and a qualification criterion of 95% approval rating 
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was used. This ensured that only workers who have successfully completed at least 95% of 
their past assignment tasks could take on the final study questionnaire.  
6.2.3 Advertisement Type 
Three advertisement types were included for Study Three, namely control (no gay cues, 
symbols or messages), target-cryptic (includes cryptic-gay cues, symbols and/or messages) 
and target-specific (includes explicit-gay cues, symbols and/or messages). Car advertisements 
were chosen for this experiment as high involvement products tend to draw stronger reactions 
than low involvement products (Ashley & Leonard, 2009).  In each advertisement type, three 
print advertisements – featuring three different car brands – were included for the final study, 
with a total of nine advertisements chosen. Brands chosen include BMW, Subaru and 
Chevrolet, which are well-known and well-positioned in the automobile industry. The use of 
three different brands in each advertisement type reduced the likelihood of respondents being 
influenced by personal preference or dislike in one brand, which may have affected the 
validity of the overall results. Each original brand advertisement was manipulated to create 
three separate advertisements, one for each of the advertisement type of control, target-
cryptic and target-specific. A total of nine advertisements were used in the study, with each 
advertisement type consisting of three different brands. For the category of control 
advertisement type, all brand advertisements contained neutral messages, colours and visual 
cues. The advertisements were perceived to be a straight sell, with no undertones or hidden, 
intangible associations included (See diagram 5). 
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Diagram 5: Control Advertisement Type  
(See Appendix F for full size advertisements) 
 
For the category of target-cryptic advertisement type, changes were incorporated to add 
deliberate gay undertones, such as visual cues, symbols or messages. The Subaru 
advertisement maintained its use of the personalised licence plate to provide subtle subculture 
text, as well as the visual cues of the rainbow-coloured sticker (symbol of the gay 
community, representing its existence an acceptance) and HRC logo (Human Rights 
Campaign for LGBT). The BMW advertisement included the double meaning headline of 
“being out has never been more in”, while the photo insert of the stereo included songs and 
artists popularly associated with the gay community (such as “Dancing Queen” by ABBA). 
The Chevrolet advertisement included the use of a rainbow banner that separated the visual 
from the body copy and the headline was cryptically similar to a “coming out of the closet” 
scene with parents. The advertisement also showed brand support (“whatever revs your 
engine, we support you 100 %”) and pride in the body copy (See diagram 6). 
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Diagram 6: Target-cryptic Advertisements  
(see Appendix G for full size advertisements) 
 
Finally, in the category of target-specific advertisement type, the advertisements revealed 
more overt gay associations and cues, symbols or messages, compared to the target-cryptic 
group. The BMW advertisement was kept the same, as when used in Study Two, while the 
Subaru advertisement removed visuals from the top of the cars and added obviously gay 
slogans, such as “Sorry girls I am gay” and symbols (such as an actual rainbow design) for 
easy interpretation. The Chevrolet advertisement added the visual of two men hugging 
lovingly, in a rainbow backdrop, with the headline in reference to the two men (“introducing 
the new spark in your life”). The body copy also explicitly outlines the brand’s support for 
“gay or straight” lifestyles (See diagram 7).  
 
Diagram 7: Target-specific Advertisement Type  
(see Appendix H for full size advertisements) 
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6.3 Preliminary Data Preparation 
Prior to data analysis, the data required preparation and some preliminary analysis to test 
their suitability for the experimental design. The results of this preparation and analysis are 
now outlined. 
6.3.1 Data Preparation 
The online data collection was completed through MTurk, via Queensland University of 
Technology’s (QUT) Key Survey tool. Key Survey is an online survey creation tool provided 
by QUT for the creation and distribution of surveys. Because participants were compelled to 
answer every question in the key sections of the survey, the missing data is limited only to the 
demographic section in the survey. According to Malhotra, Hall, Shaw and Oppenheim 
(2008), missing data is only problematic if it accounts for more than 10% of the data. The 
variables with the most missing data were gender and age group, where five respondents 
(1.25%) chose not to respond. Thus, neither data entry errors nor missing data were deemed 
to be problematic within the data set for Study Three. 
6.3.2 Sample Profile 
Sample composition and validity were explored. The sample comprised of 400 respondents, 
223 (55.75%) males, 172 females (43%) and five respondents (1.25%) of unspecified gender. 
More than half the sample group was aged 34 years old or younger, while 216 (54%) 
respondents had achieved a bachelor degree or higher (see table 10). All respondents were 
from the USA. A breakdown of the descriptive statistics for each respondent type has been 
included in appendix I.  
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Descriptive Characteristics
 
Frequency
Valid 
Percent 
Gender 400 100% 
Male 223 55.75 
Female 172 43.0 
Missing 5 1.25 
Age Group 400 100% 
18-24 54 13.5 
25-34 149 37.25 
35-44 85 21.25 
45-54 52 13.0 
55-64 51 12.75 
65 or older 4 1.0 
Missing 5 1.25 
Education Level 400 100% 
Less than finishing High School 4 1.0 
High School 95 23.75 
Certificate/Diploma 81 20.25 
Bachelor Degree 174 43.5 
Masters Degree 38 9.5 
Doctoral Degree and Higher 4 1.0 
Missing 4 1.0 
Sexual Orientation 400 100% 
Heterosexual 295 73.75 
Homosexual 89 22.25 
Bisexual 14 3.5 
Missing 2 0.5 
 Table 10: Descriptive Variable Profile of Respondents 
    
6.3.3 Validity 
For the sample to provide appropriate, statistical power and validity, it is recommended that 
experiments have a minimum manipulation cell size of 20 observations, provided that those 
20 observations are greater than the number of dependent variables (Hair, Black, Babin, 
Anderson & Tatham, 2006). Given that there are 12 cells in a 3 (control, target-cryptic, 
target-specific) x 4 (gay-intolerant, gay-indifferent, gay-friendly and gay/bisexual) design and 
four dependent variables, the minimum number of respondent required was 240. The cell size 
for each manipulation ranged from 26 to 40 respondents and should, therefore, have 
appropriate statistical power and validity.  
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6.3.4 Method of Analysis 
Multivariate analysis of covariance or MANCOVA is used in this analysis to evaluate 
differences among dependent variables with two or more levels in the independent variable 
and one or more covariates (Tabachnick & Fidell, 2001). Following that, analysis of 
covariance or ANCOVA will be conducted to analyse the dependent variables individually. 
In this research, the pre-test scores are used as covariates, while the post-test scores are used 
as dependent variables. Thus, the variance can more clearly show the effect of the 
independent variables on the dependent variables (Tabachnick & Fidell, 2001). As such, this 
test will determine if the advertisement type and respondent type differed in their responses, 
when compared to the control advertisements. This will provide an understanding of the 
effectiveness of the different types of advertisements on the four different respondent groups. 
 
6.4 Hypothesis Testing 
A multivariate analysis was conducted using IBM’s SPSS with two independent variables; 
advertisement type and respondent type. The dependent variables include brand trust, brand 
image, brand affect and purchase intention. As discussed earlier, pre-test scores of the 
dependent variables were used as covariates, while post-test scores were represented as 
dependent variables to measure mean group difference.  
6.4.1 Multivariate Test Measure 
The MANCOVA result showed that there are significant multivariate effects (Pillai’s Trace = 
0.104, [F (24, 1536)=1.705, p=0.018]) between the two independent variables of 
advertisement type and respondent type and the dependent variables. All the dependent 
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variables were interacting with both advertisement type and respondent type. Specifically, 
brand image [F (6, 384)= 5.255, p<0.001], brand trust [F(6, 384)= 4.209, p=0.001], brand 
affect [F(6, 384)=5.268, p=0.003] and purchase intention [F(6, 384)=6.334, p<0.001], are all 
significant at the multivariate level. 
Given the aim of this study is to determine the effects of cryptic marketing on respondents’ 
perception, it is important to evaluate the results, based on respondent types, as well as 
advertisement types. Therefore, by splitting the data by respondent type, it enables a clearer 
comparison across respondent types. Multivariate findings revealed no significance between 
advertisement type and gay-indifferent respondents (Pillai’s Trace = 0.100, [F (8, 
172)=1.130, p=0.346]) and gay-friendly respondents (Pillai’s Trace = 0.104, [F (8, 
198)=1.357, p=0.218]). However, the multivariate effect between advertisement type and 
gay-intolerant respondents (Pillai’s Trace = 0.194, [F (8, 170)=2.285, p=0.024]) and 
gay/bisexual respondents (Pillai’s Trace = 0.156, [F (8, 188)=1.994, p=0.049]) was 
significant. This indicates that there are significant changes, not attributed to chance, for 
respondents categorised as gay-intolerant as well as gay/bisexual. When exploring the effects 
between advertisement type and the respondent type on each dependent variable, the gay-
friendly group again showed no significant results: brand image [F(2, 101)= 1.881, p=0.158], 
brand trust [F(2, 101)= 0.774, p=0.464], brand affect [F(2, 101)= 2.764, p=0.068] and 
purchase intention [F(2, 101)= 3.055, p=0.052]. The gay-indifferent respondents showed no 
significant results for all dependent variables: brand trust [F(2, 88)= 2.392, p=0.097], brand 
affect [F(2, 88)= 0.862, p=0.426] and purchase intention [F(2, 88)= 1.715, p=0.186], except 
for brand image [F(2, 88)= 4.068, p=0.02]. However, the gay-intolerant group showed 
significant changes in all four dependent variables: brand image [F(2, 87)= 6.683, p=0.002], 
brand trust [F(2, 87)= 5.557, p=0.005], brand affect [F(2, 87)=5.148, p=0.008] and purchase 
intention [F(2, 87)=7.401, p=0.001]. This indicates that the gay-intolerant respondents’ 
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perception of brand image, brand trust, brand affect and purchase intention, significantly 
changed after exposure to all three advertisement types. The gay/bisexual group however, 
showed significant changes in two, out of four, of the dependent variables: brand affect [F(2, 
96)= 3.707, p=0.028], purchase intention [F(2, 96)= 3.523, p=0.033]. Only brand image [F(2, 
96)= 1.141, p=0.324] and brand trust [F(2, 96)= 1.375, p=0.258] showed no significant 
results. This indicates that the gay/bisexual respondents’ perceptions of brand affect and 
purchase intention significantly changed after exposure to all three advertisement types. Upon 
identifying the significant test of difference across advertisement types, it is important to 
evaluate each respondent type against each advertisement type, and their effect on individual 
dependent variables at the univariate level. 
6.4.2 Univariate Test Measure 
Upon showing the significance of the MANCOVA findings, it is important to compare 
results, exposed to either target-cryptic or target-specific, advertisements against that of the 
control advertisements. This will show the effect of cryptic marketing. As discussed earlier, 
to measure difference between groups, ANCOVAs were conducted on each dependent 
variable between similar respondent types, who were exposed to a different advertisement 
category.  
Brand Image 
Gay-intolerant. In the ANCOVA test for brand image, the results show that the gay-
intolerant [F(2, 90)=5.593, p=0.005] respondents showed statistical differences between the 
different types of advertisements.  
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Figure 7: Brand Image Mean Score between Ad Types for Gay-intolerant Respondents 
 
From the planned contrast, it is revealed that gay-intolerant respondents perceived brand 
image to be significantly lower [p=0.006, 95% CI (-0.90, -0.16)] after exposure to the target-
specific advertisements, compared to the control advertisements (see figure 7).Therefore, 
Hypothesis 1a (Gay-intolerant respondents exposed to target-specific advertisements will 
perceive brand image negatively, when compared to gay-intolerant respondents exposed to 
control advertisements) has been supported. 
The planned contrast revealed that gay-intolerant respondents exposed to target-cryptic 
advertisements showed no significant change [p=0.891, 95% CI (-0.39, 0.34)] to perceived 
brand image, when compared to control advertisements (see figure 7). This indicates that the 
advertisement type containing target-cryptic treatment has been shown to work in 
circumventing the objection from the gay-intolerant group, in terms of brand image. This 
meant Hypothesis 2a (Gay-intolerant respondents exposed to target-cryptic advertisements 
will not perceive brand image negatively, when compared to gay-intolerant respondents 
exposed to control advertisements) is supported.  
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Figure 8: Brand Image Mean Score between Ad Types for Gay-indifferent Respondents 
 
 
Gay-indifferent. ANCOVA findings showed significant differences between the gay-
indifferent respondents on Ad Types [F(2, 91)=4.024, p=0.021]. The planned contrast 
revealed that gay-indifferent respondents exposed to target-specific advertisements showed 
marginally significant decreases [p=0.055, 95% CI (-0.32, <0.01)] in brand image perception, 
when compared to the control advertisements (see figure 8). This meant Hypothesis 3a (Gay-
indifferent respondents exposed to target-specific advertisements will perceive brand image 
negatively, when compared to gay-indifferent respondents exposed to control advertisements) 
is marginally supported. The planned contrast also revealed the gay-indifferent respondents 
exposed to target-cryptic advertisements did not show significant difference [p=0.345, 95% 
CI (-0.09, 0.24)] in brand image perception, when compared to control advertisements (see 
figure 8). This also meant Hypothesis 4a (Gay-indifferent respondents exposed to target-
cryptic advertisements will not perceive brand image negatively, when compared to gay-
indifferent respondents exposed to control advertisements) is supported. 
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Figure 9: Brand Image Mean Score between Ad Types for Gay-friendly Respondents 
 
 
Gay-friendly. ANCOVA findings showed no significant differences between the gay-friendly 
Ad Types [F(2,104)=0.489, p=0.615]. Additional planned contrasts revealed gay-friendly 
respondents exposed to target-specific [p=0.352, 95% CI (-0.07, 0.19)] or target-cryptic 
advertisements [p=0.141, 95% CI (-0.12, 0.14)] showed no significant increase in brand 
image perception, when compared to the control advertisements (see figure 9). This meant 
Hypothesis 5a (Gay-friendly respondents exposed to target-specific advertisements will 
perceive brand image positively, when compared to gay-friendly respondents exposed to 
control advertisements) is rejected. This also meant Hypothesis 6a (Gay-friendly 
respondents exposed to target-cryptic advertisements will perceive brand image positively, 
when compared to gay-friendly respondents exposed to control advertisements) is also 
rejected. 
Gay/Bisexual. ANCOVA findings showed no significant differences between the 
gay/bisexual Ad Types [F(2,99)=1.170, p=0.315].  
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Figure 10: Brand Image Mean Score between Ad Types for Gay/Bisexual Respondents 
 
The planned contrast indicated that the gay/bisexual respondents exposed to target-specific 
[p=0.339, 95% CI (-0.10, -0.29)] or target-cryptic advertisements [p=0.130, 95% CI (-0.45, -
0.35)] showed non-significant positive trend in brand image perception when compared to the 
control advertisements (see figure 10). This also meant Hypothesis 7a (Gay/Bisexual 
respondents exposed to target-specific advertisements will perceive brand image positively, 
when compared to gay/bisexual respondents exposed to control advertisements) is rejected. 
Likewise, Hypothesis 8a (Gay/Bisexual respondents exposed to target-cryptic 
advertisements will perceive brand image positively, when compared to gay/bisexual 
respondents exposed to control advertisements) is also rejected. Given that three different 
brands were used in each advertisement type to reduce the influence of pre-existing brand 
bias, an additional splitting of the data was performed to determine if respondents’ 
perceptions were diluted, due to the use of three different brands. Brands were tested 
individually to determine if significant changes were found in respondents’ perceptions of 
brand image, but the results were not significant. 
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Brand Image Summary 
After exposure to target-cryptic advertisements, both gay-intolerant and gay-indifferent 
respondents did not change in their brand image perception, when compared to the control 
advertisements. However, target-specific advertisements were easily deciphered and suffered 
a decline in brand image confidence, when compared to the control advertisement. This 
showed the potential effectiveness of cryptic marketing in circumventing consumers who 
voice their objections to brands that target subculture, markets such as the gay community. In 
targeting the gay/bisexual and gay-friendly consumers – although the responses for both 
target-specific and cryptic advertisements were trending positively – they were not 
significant, when compared to the control advertisements. This occurred, even when each 
brand was considered separately, rather than in combination. One possible reason is that the 
gay-friendly consumers might not have identified, understood or related the significance of 
the cryptic and explicit-gay cues. For the gay/bisexual group, the cryptic cues, symbols 
and/or message may not have added intangible value to the overall image of the brand. As 
such, this provides reason to better understand what had not worked and what they believe is 
important, so as to incorporate into advertisements to help increase the gay community’s 
perception of the advertised brand image. The next section is the between-subjects effect on 
the dependent variable brand trust. 
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Brand Trust 
 
Figure 11: Brand Trust Mean Score between Ad Types for Gay-intolerant Respondents 
 
Gay-intolerant. From this ANCOVA result, the gay-intolerant respondents showed statistical 
differences [F(2, 90)=5.561, p=0.005] between the Ad Types on brand trust. The gay-
intolerant respondents showed a significant decrease [p=0.005, 95% CI (-0.84, -0.16)] in 
perceived brand trust after exposure to the target-specific advertisements when contrasted 
with the control advertisements (see figure 11). Therefore, Hypothesis 1b (Gay-intolerant 
respondents exposed to target-specific advertisements will trust the brand less, when 
compared to gay-intolerant respondents exposed to control advertisements) is supported. 
Conversely, the planned contrast revealed gay-intolerant respondents exposed to the target-
cryptic advertisements did not show significant change [p=0.769, 95% CI (-0.38, 0.28)] in 
perceived brand trust, when compared to the control advertisements (see figure 11). 
Therefore, the advertisement type containing target-cryptic treatment has proved to work in 
circumventing the objection from the gay-intolerant group, in terms of brand trust. This also 
meant Hypothesis 2b (Gay-intolerant respondents exposed to target-cryptic advertisements 
will not trust the brand less, when compared to gay-intolerant respondents exposed to control 
advertisements) is supported.   
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Figure 12: Brand Trust Mean Score between Ad Types for Gay-indifferent Respondents 
 
Gay-indifferent. ANCOVA findings showed significant differences between the gay-
indifferent advertisement types [F(2, 91)=3.217, p=0.045]. The planned contrast indicated 
that the gay-indifferent respondents showed a significant decrease [p=0.038, 95% CI (-0.34, -
0.01)] in perceived brand trust between the target-specific and control advertisements. This 
meant Hypothesis 3b (Gay-indifferent respondents exposed to target-specific advertisements 
will trust the brand less, when compared to gay-indifferent respondents exposed to control 
advertisements) is supported. In contrast, the planned difference revealed that gay-indifferent 
respondents showed no significant changes [p=0.774, 95% CI (-0.14, 0.19)] in perceived 
brand trust after exposure to target-cryptic advertisements when compared to the control 
advertisements (see figure 12). This meant Hypothesis 4b (Gay-indifferent respondents 
exposed to target-cryptic advertisements will not trust the brand less, when compared to gay-
indifferent respondents exposed to control advertisements) is also supported. 
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Figure 13: Brand Trust Mean Score between Ad Types for Gay-friendly Respondents 
 
Gay-friendly. ANCOVA findings showed no significant differences [F(2, 104)=1.156, 
p=0.319] between the gay-friendly advertisement types. Planned contrasts of gay-friendly 
respondents revealed a non- significant decrease [p=0.142, 95% CI (-0.03, 0.21)] in brand 
trust perception after exposure to target-specific advertisements, when compared to the 
control advertisements (see figure 13). This meant Hypothesis 5b (Gay-friendly respondents 
exposed to target-specific advertisements will trust the brand more, when compared to gay-
friendly respondents exposed to control advertisements) is rejected. Likewise, a non- 
significant increase [p=0.723, 95% CI (-0.10, 0.14)] in perceived brand trust was also found 
among gay-friendly respondents after exposure to target-cryptic advertisements, when 
compared to control advertisements (see figure 13). This meant Hypothesis 6b (Gay-friendly 
respondents exposed to target-cryptic advertisements will trust the brand more, when 
compared to gay-friendly respondents exposed to control advertisements) is also rejected. 
Gay/Bisexual. With the gay/bisexual respondent type, ANCOVA findings showed non-
significant differences between Ad Types [F(2, 99)=0.863, p=0.425].  
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Figure 14: Brand Trust Mean Score between Ad Types for Gay/Bisexual Respondents 
 
The planned contrast indicated that the gay/bisexual respondents showed non-significant 
increases in perceived brand trust after exposure to target-specific [p=0.200, 95% CI (-0.06, 
0.30)] or target-cryptic [p=0.349, 95% CI (-0.10, 0.28)] advertisements when compared to the 
control advertisements (see figure 14), as well as target-specific and control. This meant 
Hypothesis 7b (Gay/Bisexual respondents exposed to target-specific advertisements will 
trust the brand more, when compared to gay/bisexual respondents exposed to control 
advertisements) is rejected. This also meant that Hypothesis 8b (Gay/Bisexual respondents 
exposed to target-cryptic advertisements will trust the brand more, when compared to 
gay/bisexual respondents exposed to control advertisements) is also rejected. Similarly, 
brands were again tested individually to determine if significant changes were found in 
respondents’ perceptions of brand trust, but the results were not significant.   
Brand Trust Summary 
Similar to that of brand image, brand trust in the target-cryptic advertisements did not differ 
significantly among the gay-intolerant and gay-indifferent respondents, when compared to 
the control advertisements. This supports the notion that cryptic marketing worked in 
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avoiding the objections of the gay-intolerant and gay-indifferent respondents, especially 
when they most likely did not recognise and understand the gay cues, symbols and 
underlying messages. As for the gay/bisexual and gay-friendly respondents, it appeared that 
three categories of advertisements did not significantly change their perceptions of brand 
trust, although positive trends were found after exposure to both target-specific and cryptic 
advertisements. Therefore, as discussed earlier, it is important to identify the aspects of brand 
trust that gay/bisexual consumers perceive as valuable, so as to include those aspects in 
cryptic marketing messages.  
Brand Affect 
Gay-intolerant. In the ANCOVA test, the gay-intolerant respondents showed statistical 
significance [F(2, 90)=3.958, p=0.023] in the ANCOVA between the advertisement types. 
The gay-intolerant group results indicated that exposure to the advertisements had an effect 
on their brand affect perceptions.  
 
Figure 15: Brand Affect Mean Score between Ad Types for Gay-intolerant Respondents 
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The planned contrast revealed that the gay-intolerant respondents showed a marginally 
significant decrease [p=0.058, 95% CI (-0.76, 0.01)] in brand affect perception after exposure 
to target-specific advertisements, when compared to the control advertisements (see figure 
15). Therefore, Hypothesis 1c (Gay-intolerant respondents exposed to target-specific 
advertisements will like the brand less, when compared to gay-intolerant respondents 
exposed to control advertisements) is supported. Conversely, the planned contrast of the gay-
intolerant respondents revealed a non-significant positive trend [p=0.551, 95% CI (-0.26. 
0.49)] in perceived brand affect after exposure to the target-cryptic advertisements, when 
compared to the control advertisements (see figure 15). Therefore, the advertisement type 
containing target-cryptic treatment has proved to work in circumventing the negativity from 
the gay-intolerant group, in terms of brand affect. This meant that Hypothesis 2c (Gay-
intolerant respondents exposed to target-cryptic advertisements will not like the brand less, 
when compared to gay-intolerant respondents exposed to control advertisements) is 
supported.  
 
Figure 16: Brand Affect Mean Score between Ad Types for Gay-indifferent Respondents 
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Gay-indifferent. ANCOVA findings showed no significant differences [F(2, 91)=0.582, 
p=0.561] between the gay-indifferent Ad Type. The planned contrasts indicated that the gay-
indifferent respondents showed a non-significant negative trend in perceived brand affect 
after exposure to target-specific [p=0.370, 95% CI (-0.35. 0.13)] or target-cryptic [p=0.910, 
95% CI (-0.22. 0.25)] advertisements, when compared to the control advertisements (see 
figure 16). This meant Hypothesis 3c (Gay-indifferent respondents exposed to target-specific 
advertisements will like the brand less, when compared to gay-indifferent respondents 
exposed to control advertisements) is rejected. In contrast, Hypothesis 4c (Gay-indifferent 
respondents exposed to target-cryptic advertisements will not like the brand less, when 
compared to gay-indifferent respondents exposed to control advertisements) is supported. 
 
Figure 17: Brand Affect Mean Score between Ad Types for Gay-friendly Respondents 
 
Gay-friendly. ANCOVA findings showed no significant differences [F(2, 104)=1.011, 
p=0.367] between the gay-friendly Ad Type. The planned contrasts of gay-friendly 
respondents revealed a non-significant positive trend in perceived brand affect after exposure 
to target-specific [p=0.158, 95% CI (-0.05. 0.29)] or target-cryptic [p=0.541, 95% CI (-0.12. 
0.23)] advertisements, when compared to the control advertisements (see figure 17). This 
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meant Hypothesis 5c (Gay-friendly respondents exposed to target-specific advertisements 
will like the brand more, when compared to gay-friendly respondents exposed to control 
advertisements) is rejected. This also meant Hypothesis 6c (Gay-friendly respondents 
exposed to target-cryptic advertisements will like the brand more, when compared to gay-
friendly respondents exposed to control advertisements) is rejected. 
 
Figure 18: Brand Affect Mean Score between Ad Types for Gay/Bisexual Respondents 
 
Gay/Bisexual. Importantly – and in contrast to the results for brand image and brand trust – 
the ANCOVA findings showed significant differences [F(2,99)=3.797, p=0.026] between the 
gay/bisexual Ad Type. The planned contrast indicated that the gay/bisexual respondents 
perceived significant increase [p=0.007, 95% CI (0.08, 0.52)] in brand affect perceptions 
after exposure to target-specific advertisements, when compared to the control 
advertisements (see figure 18). This meant that Hypothesis 7c (Gay/Bisexual respondents 
exposed to target-specific advertisements will like the brand more, when compared to 
gay/bisexual respondents exposed to control advertisements) is supported. In addition, the 
planned contrast of the gay/bisexual respondents also revealed a marginally significant 
increase [p=0.071, 95% CI (-0.02, 0.43)] in perceived brand affect was shown after exposure 
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to target-cryptic advertisements, when compared to the control advertisements (see figure 
18). Likewise, this meant that Hypothesis 8c (Gay/Bisexual respondents exposed to target-
cryptic advertisements will like the brand more, when compared to gay/bisexual respondents 
exposed to control advertisements) is marginally supported.   
Brand Affect Summary 
Unlike the responses to brand image and brand trust, the target-cryptic advertisements 
showed that cryptic marketing has the potential to influence respondents’ emotions toward 
brands. This supports the notion that cryptic marketing is effective in avoiding emotional 
detachment among gay-intolerant and gay-indifferent respondents. Although the gay-friendly 
respondents only showed non-significant positive response, it is still in line with the cryptic 
marketing approach, as part of the non-target audience group. In contrast, gay/bisexual 
respondents were emotionally kindred; showing marginally significant positive trends after 
being exposed to target-cryptic advertisements. Therefore, it is important to identify the 
aspects of brand – whether tangible or intangible – that can emotionally and positively 
influence gay/bisexual consumers’ value, so as to enhance the affinity between brand and 
subculture consumers.  
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Purchase Intention  
 
Figure 19: Purchase Intention Mean Score between Ad Types for Gay-intolerant 
Respondents 
 
Gay-intolerant. From the ANCOVA result, the gay-intolerant respondents [F(2, 90)=7.555, 
p=0.001] showed statistical differences between the types of advertisements exposed on 
purchase intention. For the gay-intolerant respondents, planned contrast showed a significant 
decrease [p=0.005, 95% CI (-0.81, -0.14)] in purchase intention after exposure to target-
specific advertisements, when compared to control advertisements (see figure 19). This 
meant that Hypothesis 1d (Gay-intolerant respondents exposed to target-specific 
advertisements will have lower purchase intention, when compared to gay-intolerant 
respondents exposed to control advertisements) is supported. Conversely, the planned 
contrast revealed that gay-intolerant respondents showed a non-significant positive trend 
[p=0.59, 95% CI (-0.24, 0.41)] in purchase intention after exposure to target-cryptic 
advertisements, when compared to the control advertisements (see figure 19). This indicates 
that the target-cryptic advertisements proved to work in circumventing the objection from the 
gay-intolerant group, in terms of purchase intention. This meant Hypothesis 2d (Gay-
intolerant respondents exposed to target-cryptic advertisements will not have lower purchase 
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intention, when compared to gay-intolerant respondents exposed to control advertisements) 
is supported.   
 
Figure 20: Purchase Intention Mean Score between Ad Types for Gay-indifferent 
Respondents 
 
Gay-indifferent. ANCOVA findings showed no significant differences [F(2, 91)=1.108, 
p=0.335] in purchase intention between the gay-indifferent Ad Types. The planned contrasts 
indicated that gay-indifferent respondents showed non-significant negative trend in perceived 
purchase intention after exposure to target-specific [p=0.431, 95% CI (-0.29, 0.12)] or target-
cryptic [p=0.445, 95% CI (-0.13, 0.29)] advertisements, when compared to the control 
advertisements (see figure 20), as well as target-cryptic and control advertisements. This 
meant Hypothesis 3d (Gay-indifferent respondents exposed to target-specific advertisements 
will have lower purchase intention, when compared to gay-indifferent respondents exposed to 
control advertisements) is rejected. However, Hypothesis 4d (Gay-indifferent respondents 
exposed to target-cryptic advertisements will have not lower purchase intention, when 
compared to gay-indifferent respondents exposed to control advertisements) is supported. 
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Figure 21: Purchase Intention Mean Score between Ad Types for Gay-friendly 
Respondents 
 
Gay-friendly. ANCOVA findings showed no significant differences [F(2, 104)=0.962, 
p=0.385] in purchase intention between the gay-friendly advertisement types. Planned 
contrasts revealed that the gay-friendly respondents showed no significant change [p=0.385, 
95% CI (-0.09, 0.24)] in purchase intention after exposure to target-specific advertisements, 
when compared to the control advertisements (see figure 21). This meant Hypothesis 5d 
(Gay-friendly respondents exposed to target-specific advertisements will have higher 
purchase intention, when compared to gay-friendly respondents exposed to control 
advertisements) is rejected. Likewise, it was also indicated that the respondents showed a 
non-significant positive trend [p=0.576, 95% CI (-0.22, 0.12)] in purchase intention after 
exposure to target-cryptic advertisements, when compared to the control advertisements (see 
figure 21). This meant Hypothesis 6d (Gay-friendly respondents exposed to target-cryptic 
advertisements will have higher purchase intention, when compared to gay-friendly 
respondents exposed to control advertisements) is also rejected. 
Gay/Bisexual. With the gay/bisexual respondent type, ANCOVA findings showed no 
significant difference [F(2, 99)=1.284, p=0.282] between Ad Types.  
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Figure 22: Purchase Intention Mean Score between Ad Types for Gay/Bisexual 
Respondents 
 
Planned contrasts revealed that the gay/bisexual respondents showed a non-significant 
positive trend in purchase intention after exposure to target-specific [p=0.116, 95% CI (-0.05, 
0.46)] or target-cryptic [p=0.453, 95% CI (-0.16, 0.36)] advertisements, when compared to 
control advertisements (see figure 22). This meant that Hypothesis 7d (Gay/Bisexual 
respondents exposed to target-specific advertisements will have higher purchase intention, 
when compared to gay/bisexual respondents exposed to control advertisements) is rejected. 
Likewise, Hypothesis 8d (Gay/Bisexual respondents exposed to target-cryptic 
advertisements will have higher purchase intention, when compared to gay/bisexual 
respondents exposed to control advertisements) is also rejected. As before, brands were again 
tested individually to determine if significant changes were found in respondents’ purchase 
intentions, but the results also came back as not significant. 
Purchase Intention Summary 
Similar to that of brand image and brand trust, purchase intention from exposure to target-
cryptic advertisements, showed no difference among the gay-intolerant and gay-indifferent 
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respondents, when compared to control advertisements. This supports the notion that cryptic 
marketing worked in avoiding the negativity of the gay-intolerant respondents and, possibly, 
the gay-indifferent group; especially when they most likely did not recognise the gay cues, 
symbols and underlying messages. The gay-friendly group also did not show any difference 
between advertisement types but, since they were trending towards higher intentions to 
purchase (as the non-target audience), they are in line with the cryptic marketing approach. 
Finally, for the gay/bisexual respondents, it appeared that three categories of advertisements 
did not differ significantly, although positive trends were indicated after exposure to both 
target-specific and cryptic advertisements. Similar to the measure of brand image and brand 
trust, it is important for marketers to understand how they can increase the intention to 
purchase by gay/bisexual consumers through the inclusion of personal value or self-concept 
to enhance the effect of cryptic marketing. 
6.4.3 Summary of Hypothesis Testing Results 
Chapter Six proposed eight hypotheses, each with four parts that were subsequently tested, 
using experimental design. A summary of the results is presented in table 11, 12, 13 and 14. 
A graphical comparison between respondent types based on the advertisement categories is 
also included in Appendix J. 
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6.4.4 The Gay-intolerant Respondents 
Hypotheses (Between Advertisement Types)  
Gay-intolerant  
Result 
Gay-intolerant respondents exposed to target-specific advertisements 
will ___ when compared to gay-intolerant respondents exposed to 
control advertisements. 
 
 
H1a perceive brand image negatively;  Supported 
H1b trust the brand less;  Supported 
H1c like the brand less;  Supported 
H1d have lower purchase intention  Supported 
Gay-intolerant respondents exposed to target-cryptic advertisements 
will ___ when compared to gay-intolerant respondents exposed to 
control advertisements 
 
 
H2a not perceive brand image negatively;  Supported 
H2b not trust the brand less;  Supported 
H2c not like the brand less;  Supported 
H2d not have lower purchase intention  Supported 
Table 11: Hypotheses of between Ad Types effect of Gay-intolerant respondents 
investigated in Study Three 
First, the results of H1a, H1b, H1c and H1d showed that, when compared to control 
advertisements, brand image, brand trust, brand affect and purchase intention were all 
perceived negatively by the gay-intolerant group after being exposed to the target-specific 
advertisements. This comparison isolated other possible effects in the experiment and showed 
that the identifiable gay cues, symbols or messages influenced the gay-intolerant respondents’ 
negative perceptions of the brand. These results confirm and validate that gay-intolerant 
respondents can only identify and understand explicit gay cues, symbols and messages in the 
target-specific advertisements and that the identifiable gay cues, symbols and/or messages 
were instrumental in lowering the overall brand perception among its respondent type.   
Second, the results of H2a, H2b, H2c and H2d showed that, when compared to the control 
advertisements, the gay-intolerant respondents were not influenced by the target cryptic-gay 
208 
 
cues, symbols or messages. As such, there were no perceived significant differences in brand 
image, brand trust, brand affect and purchase intention between the target-cryptic 
advertisements and control advertisements. Interestingly, both brand affect and purchase 
intention showed a non-significant positive trend after exposure to target-cryptic 
advertisements, when compared to the control advertisements. This could indicate that the 
cryptic effect may have potentially influenced the gay-intolerant respondents in a positive 
manner. The gay-intolerant respondents may have focused on the explicit message and visual 
of the advertisements, concentrating on the benefits and features – and not the embedded 
cryptic cues, symbols or underlying messages. These results may suggest that gay-intolerant 
respondents are either unable to identify or understand the embedded gay cues, symbols and 
messages in the target-cryptic advertisements, and that these undecipherable gay cues, 
symbols or messages were crucial in circumventing opposing-consumers, without negatively 
impacting their brand perception.  
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6.4.5 The Gay-indifferent Respondents 
Hypotheses (Between Advertisement Types)  
Gay-indifferent respondents  
Result 
Gay-indifferent respondents exposed to target-specific advertisements 
will ___ when compared to gay-indifferent respondents exposed to 
control advertisements. 
 
 
H3a perceive brand image negatively;  Supported 
H3b trust the brand less;  Supported 
H3c like the brand less;  Rejected 
H3d have lower purchase intention  Rejected 
Gay-indifferent respondents exposed to target-cryptic advertisements 
will ___ when compared to gay-indifferent respondents exposed to 
control advertisements 
 
 
H4a not perceive brand image negatively;  Supported 
H4b not trust the brand less;  Supported 
H4c not like the brand less;  Supported 
H4d not have lower purchase intention  Supported 
Table 12: Hypotheses of between Ad Types effect of Gay-indifferent respondents 
investigated in Study Three 
First, the results of H3a and H3b showed that the gay-indifferent respondents who were 
exposed to target-specific advertisements did perceive brand image and trust negatively. The 
use of recognisable gay cues may have resulted in disapproval among gay-indifferent 
respondents. Although results of H3c and H3d were not significant, the possible trend of a 
decline in perception of brand affect and purchase intention, when compared to the control 
advertisements, still indicated an overall dislike for the target-specific advertisements.  
Second, the results of H4a, H4b, H4c and H4d showed that, when exposed to target-cryptic 
advertisements, some gay-indifferent respondents did not perceive brand image, brand trust, 
brand affect and purchase intention negatively. This is supported by no significant results 
across all four variables, even though all four mean scores showed a possible trend of decline, 
when compared to the control advertisements. This means that the gay-indifferent group were 
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most likely unable to identify or understand the embedded gay cues, symbols and messages 
in the target-cryptic advertisements. Therefore, the difficulty in deciphering the gay cues, 
symbols or messages were crucial in circumventing the indifferent audience, without 
negatively impacting the brand perception. Likewise, this result may also be an outcome from 
a potential misclassification of the “gay-indifferent respondent group”. Specifically, if the 
categorisation of respondent types, which is based on the average score of their 'attitude 
toward gays', were to change, a different outcome may be possible.     
6.4.6 The Gay-friendly Respondents 
Hypotheses (Between Advertisement Types) 
Gay-friendly Respondents 
Result 
Gay-friendly respondents exposed to target-specific advertisements will 
___ when compared to gay-friendly respondents exposed to control 
advertisements. 
 
 
H5a perceive brand image positively;  Rejected 
H5b trust the brand more;  Rejected 
H5c like the brand more;  Rejected 
H5d have higher purchase intention  Rejected 
Gay-friendly respondents exposed to target-cryptic advertisements will 
___ when compared to gay-friendly respondents exposed to control 
advertisements 
 
 
H6a perceive brand image positively;  Rejected 
H6b trust the brand more;  Rejected 
H6c like the brand more;  Rejected 
H6d have higher purchase intention  Rejected 
Table 13: Hypotheses of between Ad Types effect of Gay-friendly respondents 
investigated in Study Three 
First, although the gay-friendly respondents’ perception of brand image, brand trust, brand 
affect and purchase intention trended positively towards target-specific advertisements, when 
compared to the control advertisements, the results of H5a, H5b, H5c and H5d were all non-
significant. The gay-friendly group in this study was made up of non-gay consumers with 
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highly positive attitudes towards gays and their subculture, which means the recognisable gay 
cues in the target-specific advertisements, resulted in the positive trending of all four variable 
mean scores. However, since the advertisements are targeted towards the gay/bisexual 
audience, the relevance of these gay cues may not have had a direct impact on the gay-
friendly consumers’ brand perception.  
Second, the use of target-cryptic advertisements produced positive trending perceptions 
among gay-friendly respondents in brand image, brand trust, brand affect and purchase 
intention, when compared to control advertisements. However, the results of H6a, H6b, H6c 
and H6d were all statistically insignificant. With similar outcomes as the target-specific 
advertisements, the gay-friendly group were most likely challenged to decipher and 
understand the embedded gay cues, symbols and messages in the target-cryptic 
advertisements. Even if the gay-friendly respondents were familiar with the encrypted cues, it 
would also not directly impact their brand perceptions, particularly in the absence of relevant 
value and cultural importance.   
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6.4.7 The Gay/Bisexual Respondents 
Hypotheses (Between Advertisement Types) 
Gay/Bisexual Respondents 
Result 
Gay/Bisexual respondents exposed to target-specific advertisements will 
___ when compared to gay/bisexual respondents exposed to control 
advertisements. 
 
 
H7a perceive brand image positively;  Rejected 
H7b trust the brand more;  Rejected 
H7c like the brand more;  Accepted 
H7d have higher purchase intention  Rejected 
Gay/Bisexual respondents exposed to target-cryptic advertisements will 
___ when compared to gay/bisexual respondents exposed to control 
advertisements 
 
 
H8a perceive brand image positively;  Rejected 
H8b trust the brand more;  Rejected 
H8c like the brand more;  Accepted 
H8d have higher purchase intention  Rejected 
Table 14: Hypotheses of between Ad Types effect of Gay & Bisexual respondents 
investigated in Study Three 
First, the gay/bisexual respondents showed positive trending in their perception of brand 
image, brand trust and purchase intention after exposure to the target-specific advertisements, 
when compared to the control advertisements. However, the results were not statistically 
significant and, therefore, H7a, H7b and H7d were rejected. Although the results were not 
significant, the positive trend showed that the target-specific gay cues, symbols or messages 
were impactful on some of the gay/bisexual respondents’ brand perceptions. In contrast H7c, 
specifically brand affect, showed a statistically positive response after exposure to the target-
specific advertisements, when compared to the control advertisements. This showed that the 
use of the explicit gay cues, symbols and messages increases the emotional preference 
gay/bisexual respondents have towards brand choices. Given the mixed results in the four 
variables, brand affect appears to be the most influential factor with the use of overt, target-
specific gay cues, symbols or messages in advertisements on gay/bisexual respondents. These 
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results confirm and validate that, although most of the gay/bisexual respondents were 
influenced by the gay cues, symbols or messages in target-specific advertisements, the 
inclusion of general gay cues, symbols and messages may not be sufficient to result in a 
significant increase in overall brand perception. These evaluations require further 
investigation.   
Finally, only brand affect (H8c) tested significantly among the gay/bisexual respondents after 
being exposed to target-cryptic advertisements, when compared to the control advertisements. 
This reflected the same result as the target-specific advertisements, where the emotions and 
feelings of gay/bisexual respondents were positively impacted by the inclusion of encrypted 
gay cues, symbols or messages. This suggests that gay/bisexual respondents are processing 
these cryptic cues in the same way as the explicit cues. This is an important factor, because 
where there is a significantly positive emotional response to cryptic advertisement, it is likely 
that the social categorisation of gay consumers has been evoked. This could potentially 
establish affect bonds and become an important link between the brand and the gay 
consumers – and their social network. As such, positive word-of-mouth could increase within 
the gay community; with gay consumers more likely to pay for brands to which they become 
personally and emotionally tied. However, gay/bisexual respondents exposed to target-cryptic 
advertisements showed no significant changes in perceived brand image, brand trust and 
purchase intention, when compared to the control advertisements. This means H8a, H8b and 
H8d were rejected. Given that brand image, brand trust and purchase intention were all 
trending positively, the use of gay cues, symbols or messages in target-cryptic advertisements 
still had some impact in targeting gay/bisexual respondents. These results confirm and 
validate that some gay/bisexual respondents were influenced by cryptic-gay cues, symbols or 
messages in the target-cryptic advertisements. Similarly, the use of general gay cues, symbols 
and messages may not be sufficient to equate any significant increase in brand preferences. 
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This also suggests that brand affect may operate quite differently to the other dependent 
variables of brand image, brand trust and purchase intention, in this context. These 
evaluations also require further investigation.    
 
6.5 Discussion 
As noted previously, this study aimed to investigate the effectiveness of cryptic marketing 
and had two objectives: (1) to determine if cryptic marketing can avoid a decrease in brand 
perception by the non-target market, when targeting the gay community with advertisements; 
and (2) to determine if cryptic marketing can increase brand perception among gay audiences. 
Thus, the study aimed to address the following research question: 
 RQ3:  How effective is cryptic marketing in improving brand perception in  
  subculture markets, without lowering brand perception among the non-target 
  audience?    
This study is significant as it empirically tests the concept of cryptic marketing as a strategic 
communication tool for brands to target subculture consumer groups within society. Through 
the use of subculture cues, symbols and coded messages, cryptic marketing enables a 
segment of the target market to decode and understand the underlying message, while those 
unaware of it, process only the explicit cues, symbols and messages of the advertisement.  
Using data collected from a 3 (control, target-cryptic and target-specific advertisement type) 
X 4 (gay-intolerant, gay-indifferent, gay-friendly and gay/bisexual respondent type) between-
subjects experimental design, administered via an online survey, the cryptic marketing 
effectiveness was tested. This study makes two major contributions to the testing of cryptic 
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marketing. First, the hypothesis testing confirmed the effectiveness of using cryptic 
marketing in circumventing non-targeted audiences, by avoiding negative sentiments or a 
decrease in brand perception. Specifically, gay-intolerant and gay-indifferent samples 
exposed to target-cryptic advertisements did not respond negatively when compared to the 
control advertisements, thus confirming that the embedded content had been effectively 
masked. Gay-friendly respondents – although not the target market – trended positively 
across all aspects of brand perception. This means they are unlikely to rate lower brand 
equity, based on the inclusion of covert gay cues in advertisements. Second, the variable of 
brand affect showed statistical significance among gay/bisexual respondents after exposure to 
target-cryptic advertisements. This meant that the cryptic cues, symbols and messages drew 
positive emotional bonds between the featured brands and the gay/bisexual respondents. 
Although the remaining results were not statistically significant, the responses resulted in 
positive trending. The empirical result supports past research, which has found the use of gay 
imagery in advertisements resulted in positive feelings (Prime Access/PlanetOut, 2008). 
However, the use of such imagery could also result in avoidance by both non-gay and gay 
consumers (Puntoni, Vanhamme & Visscher, 2011; Prime Access/PlanetOut, 2008; Kates, 
1998).  
In the case of cryptic marketing targeting gay consumers, several reasons may have 
contributed to the weaker result. Firstly, gay/bisexual respondents may not have identified or 
understood the embedded cues, symbols and messages. As discussed in Study Two, several 
interview respondents did not pick up on the cryptic-gay cues in the print car advertisements, 
with one respondent (GM1) not identifying any gay cues in all three gay advertisements 
shown (see table 6). Without recognising the gay cues, the advertisements would have been 
assessed primarily on the overall appeal of the brand and product featured and, therefore, not 
reflect significant changes in brand perception. Secondly, the value of embedded symbolism 
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is not included in the gay/bisexual respondents’ decision-making process. Besides not 
identifying the cryptic cues in the advertisements, gay/bisexual consumers may not perceive 
the value from the inclusion of implicit messages to be important. Many factors make up 
consumers’ value perspective; whether it is personal, cultural, social, lifestyle or economic 
(Kim et al, 2002). Some gay/bisexual respondents do not perceive their sexuality as a value 
central to their self-concept. Therefore, the inclusion of gay cues may not necessarily 
influence their decision-making process (Verplanken & Holland, 2002; Friestad & Wright, 
1999). A separate exploration of the data was conducted by splitting the data to exclude 
gay/bisexual respondents who did not rate highly on the “attitude towards gay” scale, found 
no changes in brand perception, indicating that the value of gay self-concept is likely based 
on each individual’s self-identity. In addition, given that vehicles can be an important, 
practical and an expensive purchase, some gay/bisexual consumers may resist the influence 
of gay marketing on their judgement (Friestad & Wright, 1999). Tapping into consumers’ 
persuasion knowledge ensures resistance to persuasion by advertisements based on the 
situation (Friestad & Wright, 1999). Thirdly, the statistical significance of brand affect for 
both target-cryptic and specific advertisements among gay/bisexual respondents is an 
important finding. This shows the potential for forming emotional bonds between brands and 
subculture consumers, which can inspire consumer passion and loyalty (Thompson, 
Rindfleisch & Arsel, 2006). The brand can potentially become part of the consumers’ lives 
and identity; its community and social network (Thompson, Rindfleisch & Arsel, 2006; 
Fournier, 1998). This could lead to an affective commitment to the brand, where the 
intangible offering adds significant value to the overall offering (Oliver, 1993). Finally, 
gay/bisexual respondents may have questioned the brand’s need to communicate cryptically 
in the media. Although results did not rate the cryptic advertisements poorer than the control 
advertisements, gay/bisexual respondents may still perceive that the brand does not want to 
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be explicitly associated with the gay community and, therefore, resorted to codes and signals 
to avoid public backlash. Brands adopting implicit manners of marketing communication 
could indicate a reflection of how companies perceive the stigmatised subculture, similar to 
those of the dominant culture (Crocker & Major, 1989). This self-protective approach by 
companies to avoid associated social stigma with the gay community, may not be well-
received by the gay/bisexual market (Crocker & Major, 1989). The concept of masking by 
brands could be perceived as a lack of support for the positive identity the gay community 
has built for themselves (Frable, Wortman & Joseph, 1997). Thus, future research should 
address these possibilities to improve gay consumers’ perception of brands using cryptic 
marketing.    
 
6.6 Conclusion 
This chapter aimed to investigate the effectiveness of cryptic marketing through the use of an 
experimental design on consumer behaviour; specifically (1) to determine if cryptic 
marketing can circumvent negativity by gay-intolerant respondents toward brands targeting 
the gay community by ciphering gay nuances in their advertisements; and (2) to determine if 
cryptic marketing can increase brand perception among gay audiences. This chapter has 
outlined the method of Study Three by addressing the research objective and hypotheses 
(Section 6.1) and the research procedure (Section 6.2). Following that, this chapter reported 
the results of the study and discussed the preliminary data preparation (Section 6.3), 
hypothesis testing (Section 6.4) and discussed the overall study findings (Section 6.5).  
The experimental design supported the validity of the cryptic marketing concept through 
maintaining brand perception of non-target audience, while showing the potential of 
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improving brand perception among the target subculture consumers. The results also showed 
that brand affect was the key significant factor among the gay/bisexual respondents, when 
using cryptic-gay cues in advertisements. This opportunity to emotionally bond with the 
target market can potentially lead to brand relationships, access to social networks and 
affective commitment. Although brand image, brand trust and purchase intention were not 
significant in results, the positive trending outcome shows the potential for cryptic marketing 
in improving target audiences’ overall brand perceptions. As such, this chapter presented the 
validation of the cryptic marketing concept. From a marketer’s point of view, cryptic 
marketing has showed its potential as a strategic marketing communication approach in 
targeting subculture markets, without ostracising the rest of society. Next, the final chapter 
presents an overview of the thesis and discusses the major contributions it makes to the study 
of marketing communications.    
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Chapter	7:	Discussion	and	Conclusion	
The purpose of this thesis was to introduce a strategy to overcome the constraints in targeting 
subculture markets in advertising, without backlash from oppositional members of society. 
Although these vocal oppositions may only be represented in a small group, such negativity 
could draw attention and spill over to influence other members of society.  
 The purpose of this thesis was to introduce a marketing communication strategy that can 
target subculture markets, without backlash from consumers. The key contribution was the 
development of the cryptic marketing concept. Based on social identity and self-
categorisation theory, the framework provided understanding of marketing communication 
through the use of cryptic methods. Building on top of current communication and covert 
marketing strategies, cryptic marketing continues to employ covert tactic but on the non-
target, wider market instead of the target, subculture audience. Findings show that subculture 
knowledge is integral in the successful targeting of subculture markets. In using cryptic 
marketing, the cryptic cues and messages used need to be clear, meaningful, genuine and 
important to the consumers to yield positive, perceived brand equity. As such, this thesis 
introduced and tested the effectiveness of cryptic marketing in circumventing negative 
responses from the non-target audience – such as gay-intolerant and gay-indifferent 
consumers – to advertisements communicating to the target audience, such as the gay market. 
The previous six chapters have introduced the research objectives (Chapter One), outlined 
current knowledge and discussions about subculture marketing (Chapter Two), reported the 
philosophical orientation and methodology of the research studies (Chapter Three), discussed 
the procedure and result of thematic analysis on factors that influence negative gay 
demeanour (Chapter Four), reported the procedure for – and results of – cryptic marketing on 
gay and non-gay consumers (Chapter Five) and, finally, reported the procedure and result of 
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empirically testing the effectiveness of cryptic marketing on four respondent types: gay, gay-
friendly, gay-indifferent and gay-intolerant (Chapter Six). This chapter concludes the thesis 
by revisiting the research purpose (Section 7.1), discussing the research findings for each 
research question (Section 7.2), addressing the overall research question (Section 7.3), the 
contributions to theory (Section 7.4) and the contributions to practice (Section 7.5). This will 
be concluded with the limitations and future directions of the research (Section 7.6). 
 
7.1 Revisiting the Research Purpose 
Companies have always engaged specialised media or communication outlets when 
attempting to target-specific sections of the market, such as subculture or niche markets 
(Grier & Kumanyika, 2010). Sometimes, these options were not viable for reasons such as 
narrow market reach, or that these consumers were not readily accessible to these media 
avenues (Grier & Kumanyika, 2010). Advertising is still one of the most effective ways in 
which to target-specific groups of consumers, but brands face the possibility of backlash – 
especially if the subculture or niche markets are not accepted or tolerated by everyone in 
society (Tsai, 2011). This was evidenced in this thesis by the evaluation of online comments 
about ‘Rip and Roll’; a safe sex advertisement targeting the gay community that was placed 
in inner Brisbane bus shelters, in May 2011. This led to the evaluation of current marketing 
communication strategies in this thesis to determine how marketers could overcome this 
situation and what needed to be explored and integrated to develop an effective way to target-
specific consumer groups, without losing brand equity. 
Therefore, the overall purpose of this thesis was to investigate the issues brands faced when 
targeting specific subculture groups and how to overcome potential consumer backlash. This 
purpose was captured by the broad research question posed in Chapter One: 
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How can companies effectively target subculture groups without encountering potential 
consumer backlash? 
A review of the development of the field in Chapter Two resulted in three more specific 
research questions: 
 RQ1: What are the factors that influence consumer response to gay   
  specific advertisement? 
 
RQ2: How can marketers avoid alienating the non-target market when 
communicating to the subculture market? 
 
 RQ3:  How effective is cryptic marketing in improving brand perception in  
  subculture markets, without lowering brand  perception among the non-target 
  audience?   
 
To address these research questions, a three-stage mixed-method study was designed. Study 
One addressed RQ1 by evaluating online comments based on the ‘Rip and Roll’ advertising 
campaign, using thematic analysis. Developed themes helped identify the factors stemming 
from negative and positive consumer demeanour, which drew similar findings to previous 
studies on what factors influence the attitude of people toward gays. The findings also 
showed that there are still misconceptions about marketing to the gay community, where 
comments raised the need for discretion and considered such open targeting as being 
unnecessarily divisive, suggestive and likely served as a hidden agenda by gay lobbyists. 
Additionally, many gay-intolerant comments reflected an unwillingness to change attitudes 
towards the gay community, which suggests that current methods of targeting gay consumers 
will likely encounter continued opposition. This led to the development of the cryptic 
marketing concept. In-depth interviews were used in Study Two to address RQ2, by 
exploring the use of cryptic marketing to evade negativity among heterosexual respondents, 
and add value among gay/bisexual respondents through the use of cryptic-gay cues. Finally, 
Study Three addressed RQ3 by using an experimental design to empirically test the 
effectiveness of cryptic marketing against all four groups, including one of which would be 
222 
 
considered the target (gay/bisexual) and one which would be considered oppositional (gay-
intolerant). The findings and contribution of these integrated studies will now be discussed.    
 
7.2 Discussion of the Research Findings for Research Questions 
The findings of each of the three studies make significant contributions to our current 
understanding of subculture target marketing, particularly to consumer groups who have been 
maligned or stigmatised by society. These findings and contributions are now discussed and 
addressed by the research questions.  
7.2.1 Addressing Research Question 1 
What are the factors that influence consumer response to gay-specific advertisement? 
 
The ‘Rip and Roll’ advertising campaign, targeting gay consumers, drew contrasting 
responses from groups within the public. In order to address the research question on what 
factors played a part in invoking negative or positive behaviour towards the gay community, 
a thematic analysis was conducted in Study One using comments posted online, following a 
‘Rip and Roll’ related news article.     
The key finding of Study One was the development of the macro themes, which provided the 
overarching concerns of the online comments. The majority of the macro themes were housed 
under two overall themes, reflecting the support for (gay-receptive) and opposition of (anti-
gay biased) the gay lifestyle. Although an additional group (gay-indifferent) was identified, 
the focus was on the two, key groups of anti-gay biased (who are likely to oppose to gay 
target marketing) and the gay-receptive (who represent a part of the gay target market). These 
two groups are noteworthy as they reflect contrasting views of acceptance and rejection of the 
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gay subculture in which marketers must learn to balance, in order to target the lucrative gay 
subculture market without backlash. Within the two overall themes, five macro themes were 
identified (see table 15).  
Macro Theme Anti-Gay Biased Gay-receptive 
Attitude Toward Gays Intolerant Friendly 
Religious Beliefs about Gays Spiritual Secular 
Beliefs and Values about Gays Positive Negative 
Feelings and Emotions toward Advertisement Detrimental to 
Children 
Not Detrimental 
to Children 
Attitude toward Marketing Inappropriate Appropriate 
Table 15: Macro Themes classified under overall themes 
The five macro themes identified provided an insight to the challenges marketers faced when 
targeting the gay subculture. Of these five themes, three are identified as the general 
perception consumers have about the gay community; specifically attitude, religious beliefs 
and beliefs and values. This reflected earlier studies that suggested these factors determined if 
individuals formed positive, negative or neutral attitudes toward gays (Hicks & Lee, 2006). 
The remaining two are specific to the advertisement and its effects on audiences. Online 
comments left by audiences were reflective of their emotional reaction towards the 
advertisement and the appropriateness of the marketing method. These reactions stem from 
their personal attitude towards gays, their religious beliefs, as well as personal beliefs and 
values expressed about the gay community. All these factors can impact on the overall brand 
perception, with which companies will be most concerned when targeting the gay market. 
With strong in-group homogeneity, members of social categories affirm their attitudes, 
stereotypes and beliefs as part of dominant groups in society (Brewer, 1993; Simon, Pantaleo 
& Mummendey, 1995; Crocker & Major, 1989). If a brand is found to be associated with the 
out-group identity, it may trigger both in-group and out-group beliefs, values and behaviour 
in evaluating the brand (Maldonado, Tansuhaj & Muehling, 2003).  
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The results, discussed in Study One, showed that attitude, religious beliefs and personal 
beliefs and values contrasted greatly between gay-intolerant and gay-friendly comments. For 
the negative, some comments reflected the views of parents, who found the need to protect 
their children from a perceived, undesirable exposure, reflecting their social identity and self-
categorisation. This finding supports Hornsey (2008), in that members see themselves less as 
individuals, but rather as exemplars of the in-group which, in this case, are parents. Some 
commenters used their religious teachings to justify the removal of the advertisement and the 
condemnation of the gay lifestyle in the public sphere. This is also consistent with Oakes’ 
(1987) view that salient, social identity, such as religion, can influence in-group members to 
form attitudes about out-group members. As such, religious groups – including that of 
religious based lobby groups – may influence consumers to express their displeasure, which 
backs Parkinson (2011), who considered the use of religious reasoning to modify behaviour 
of consumers so as to enforce advertising regulation changes, based on stigmatisation of the 
gay community. Such an approach is also in line with the findings of Hooghe, Claes, Harell, 
Quintelier and Dejaeghere’s (2010), that people who do not have an opinion about 
homosexuality or merely have a religious identification, are likely to adhere to religious 
teachings. This also supports Crocker and Major’s (1989) outlook that dominant groups in 
society impact the broader society or culture to adopt the same perception as well. Other 
comments reflected the stance that homosexuality is abnormal, immoral and unacceptable, 
while personal beliefs and values shape the stereotype and stigma associated with out-groups. 
This concurs with Felmlee, Orzechowicz and Fortes (2010) that these stigmas are based on 
biased perceptions and the reinforcement of stereotype-confirming information, which 
justified their prejudice. Although the positive comments contributed refuted some of the 
perceived negativity and ignorance from anti-gay comments in the online article, it appeared 
that most of the gay-intolerant contributors were not likely to change their attitude and 
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reaction towards the gay community. This is in line with Tucker and Potocky-Tripodi’s 
(2006) assessment that stereotypes and prejudices had made a shift of attitudes and 
behavioural changes toward LGBT individuals difficult. It is also reflective of Simon, 
Pantaleo and Mummendey’s (1995), finding that with strong in-group homogeneity, without 
motivational forces to separate self from others in the in-group, negative attitudes and 
behaviours are reinforced, thereby affirming their stance against the out-group. For this 
reason, companies need to look into the possibilities of targeting the gay market without 
incurring the emotional wrath of the gay-intolerant audience, who may associate the brand 
with their negative stereotypes and stigmas.     
Overall, this study makes several contributions to the field: (1) it identifies the factors that 
influence consumers in the support for – or opposition of – the gay community; (2) the 
factors are in line with previous research studies on determining influences in affecting 
attitudes toward gays; (3) it improves an understanding of the gay subculture market; and (4) 
it provides insights to develop a marketing communication strategy to overcome brand-
associated stigmatisation. Specifically, the identification of factors from the online comments 
in Study One answers RQ1, which is to identify the factors that influence consumer response 
to gay-specific advertisements. The three key factors that influence the way audiences react to 
gay-specific advertisement are attitudes, religious beliefs and personal beliefs and values 
towards gays. As such, three categories of audiences were also identified from the comments; 
namely gay-intolerant, gay-indifferent and gay-friendly. With each of the type of audience 
group, perceived brand equity is dependent on at least three key factors of influence. 
However, given that those categorised as gay-intolerant are unlikely to change their attitude 
and behaviour about the gay lifestyle, the development of a strategy that can both target the 
gay market effectively and avoid evoking the negative behaviour of the gay-intolerant 
audience, is needed. If marketers can avoid evoking the negative attitudes and behaviour of 
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the gay-intolerant audience in advertisements targeting the gay market, the organisation will 
avoid having to deal with any negative public opposition.  
7.2.2 Addressing Research Question 2 
How can marketers avoid alienating the non-target market when communicating to the 
subculture market? 
Having identified the factors that influence audiences’ reaction towards gay advertising in 
Study One, it was also established that brands targeting the gay market needed to avoid 
evoking the negative attitudes and behaviour of gay-intolerant audience in the advertisement. 
Instead of adopting covert marketing communication strategies – where marketing messages 
are surreptitiously targeting audiences – the proposal is to target the gay consumers overtly 
with gay subculture schemas, but remain hidden to the non-target audience (such as gay-
intolerant consumers). Therefore, in Study Two, the concept of cryptic marketing is 
introduced and explored.  
The concept of cryptic marketing is different from existing covert marketing approaches as 
the target audience is aware of and understands the underlying message, while the non-target 
audience does not – and only sees the marketing message for its explicit content. Cryptic 
marketing also avoids the risk of losing target consumers’ trust through non-disclosure or 
lack of source credibility (as faced by covert marketing), as supported by Swanepoel, Lye and 
Rugimbana (2009).  
The results of Study Two produced two findings. The first major finding is that outcome from 
the interviews suggested that cryptic marketing worked in communicating explicitly with the 
heterosexual sample, where most did not identify any embedded cryptic-gay messages. In 
terms of individual advertisements, most of the heterosexual sample did not identify the gay 
symbolisms in the target-cryptic advertisement, as well as in the target-specific 
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advertisements. This finding is consistent with Brumbaugh (2002), that if the processing of 
the cultural model is weak, it may result in no understanding of the cues. Some respondents 
identified gay cues, but did not interpret them in the way that it was intended. For example, in 
the second study, heterosexual respondent SF2 spotted the personalised car plates in the 
Subaru advertisement and believed “Xena Lover” was targeting men, while “Camp Out” is a 
male type car and “Dorothy” is a female type car. This concurs with An’s (2013) view that 
many verbal, non-verbal or visual cues can be interpreted differently and distinctively, 
between societies and communities. In some cases, because of the lack of familiarity with 
these cues, symbols or cryptic words, the respondents would interpret them the way they 
believe it should be. This has been noted by Friestad and Wright (1999), who believe 
consumers will tap into their core beliefs and react accordingly. Therefore, it is likely that the 
heterosexual group has only processed the explicit message of the advertisement and did not 
link the signalling cues with the underlying gay tones. Therefore, one part of the cryptic 
marketing concept was shown to work, in remaining covert to the non-target audience.  
The second major finding was that the outcome from the interviews suggested that most of 
the gay/bisexual interviewees could identify and understand the gay messages embedded into 
the advertisements. One out of ten gay/bisexual respondents interviewed did not identify and 
understand the gay undertones used in the cryptic advertisements. While most did internalise 
the subculture cues to draw favourable emotions, not every subculture respondent is 
necessarily aware of – or are fluent in – understanding such cues. This finding is consistent 
with Bruner (1957) that the readiness to code and identify stimulus input depends on the 
individual’s ability to categorise the information. This means that individual category 
salience plays a prominent role, based on past experiences and influenced by short term 
factors, such as current needs and motives (Blanz, 1999). This reinforces Puntoni, Vanhamme 
and Visscher’s (2011) view that, if an individual’s importance of self is different to others, 
228 
 
his or her retrieval of applicable information from advertising processing may be affected. 
The gay/bisexual respondents, however, did not perceive the BMW car advertisement with 
two male occupants (see diagram 4) to be cryptic in nature, as they felt the gay cues were 
fairly obvious. This is consistent with Puntoni, Vanhamme and Visscher’s (2011) findings 
that, when self-schemas related to social categorisation are strong among members of the in-
group, the interpretation of cues may be spontaneous. Likewise, most of the respondents 
resonated positively with the brands featured when they identified and drew meaning from 
the gay cues. As such, it supports Goode’s (2007) stance that the implicit messages can be 
used to communicate to specific target groups, or to insinuate benefits that may not be 
claimed explicitly. Given that the gay cues were identified by the intended audience, there 
was no breach of trust or ethical transgression by the brand on the target audience, as covert 
strategies have experienced. This overcomes the concern Kuhn, Hume and Love’s (2010) 
considered, where nondisclosure may be perceived as unethical and deceptive in covert 
marketing approaches. The car plates on the three cars in the Subaru advertisements (see 
diagram 2) were perceived to be meaningful and influenced the respondents’ feeling and 
motivation towards the brand. This is consistent with Aaker (1991) that the use of subculture 
symbols can improve brand equity, when positive associations occur within the subculture 
market. In this situation – of using subtle and high context cryptic-gay cues – Kates (2002) 
believed that such novel ways of getting the attention of gay/bisexual audience works. 
Likewise, with the use of Martina Navratilova in car print advertisement three, it appeared to 
have persuaded the gay women respondents to perceive the brand firstly as gay-friendly, and 
then sporty. This mirrors the perspective Stoecklin-Serino and Paradice (2009) found that the 
use of celebrity spokespersons or symbols in advertising improved brand equity through 
positive association with the subculture market. This indicates that the second part of cryptic 
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marketing has theoretically worked in targeting gay/bisexual respondents, who could identify 
and react positively to the cryptic messages, cues and symbols.   
The findings in Study Two have suggested that cryptic marketing is successful at masking the 
cryptic content from the heterosexual respondents, while yielding positive responses from the 
gay/bisexual interviewees. This finding is in line with Suter and Daas (2007) that symbolism 
differentials exist between cultures and subcultures, with multiple social uses and personal 
meanings. Although the heterosexual sample used in Study Two does not represent those who 
are intolerant to the gay market, the results do show that the use of cryptic-gay cues manages 
to circumvent the awareness of a non-gay sample.  
An issue found in the Study Two result was that brands played an influential role in affecting 
the interviewees’ assessment of the overall perception and appeal of the advertisements. 
Some brands were more desirable than others and, therefore, the interviewees may have 
assessed the brand preference, more so than the advertisements themselves. This is consistent 
with the findings of consumers tapping their individual persuasion knowledge, which can 
affect personal desire, perceived brand value, product aesthetic and self-concept appeal 
(Thompson, Rindfleisch & Arsel, 2006).  
Overall, Study Two answers RQ2 on how marketers avoid alienating the wider market when 
communicating to the subculture market by successfully testing the concept of cryptic 
marketing with two sample group respondents. This concept showed how marketers can 
target the gay subculture with cryptic cues, symbols and underlying messages with positive 
results from the gay/bisexual respondents. Simultaneously, cryptic marketing was also able to 
avoid alienating the non-target market where respondents recognise and understand the 
explicit message in the advertisements, while not identifying or responding negatively to the 
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cryptic-gay cues. This study has shown the possible potential of cryptic marketing in 
targeting subculture markets. 
7.2.3 Addressing Research Question 3 
How effective is cryptic marketing in improving brand perception in subculture markets 
without lowering brand perception among the non-target audience?   
The findings of Study One identified the factors influencing audiences’ behaviour to gay 
advertisements, as well as the need to circumvent gay-intolerant consumers, to avoid public 
opposition of the brand. Study Two proposed and successfully tested the use of cryptic 
marketing in targeting gay consumers, while avoiding alienation of the wider market. Study 
Three aimed to empirically test the effect of cryptic marketing on different respondent types, 
incorporating different factors important to the gay market into three categories of 
advertisements to measure changes in brand attractiveness, while circumventing the gay-
opposing audience. Focusing on improving brand perception within the gay market and 
maintaining the status quo with the non-target audience, the experimental design draws from 
findings of the first two studies.  
The results of the hypotheses testing confirmed the effectiveness of using cryptic marketing 
in circumventing non-targeted audiences, specifically with respondents categorised as gay-
intolerant and gay-indifferent, without significant negative impact on brand perception. This 
reinforces the findings in Study Two where the heterosexual sample did not respond 
negatively to the target-cryptic advertisements. As such, the appropriate use of cues could 
affect the attitude of the recipient. This supports Brumbaugh’s (2002) belief that consumer 
held perceptions determine if cues are decoded appropriately and whether the attitude formed 
becomes positive or negative. In Study Three, both gay-intolerant and gay-indifferent 
respondents exposed to target-cryptic advertisements responded similarly to when exposed to 
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control advertisements – confirming that the embedded gay cues and messages were likely 
not identified and understood and, therefore, did not affect overall brand perceptions. This is 
in line with the findings by Friestad and Wright (1999) where the lack of familiarity with the 
cues, symbols or cryptic words meant that they were likely irrelevant to the advertisement 
recipients, given their inability to understand the meanings to the cues, symbols or words. 
When exposed to the target-specific advertisements (where the gay-themed symbolism was 
explicit), gay-indifferent respondents perceived brand image and brand trust negatively, while 
brand affect and purchase intention remained unaffected. Although gay-indifferent 
respondents categorised as attitudinally neutral to the gay community (compared to the gay-
intolerant group), identified and understood some of the gay tones, perceived the target-
specific advertisements as significantly negative when compared to the control 
advertisements. This means there may still be negative sentiments against what is perceived 
as different or unacceptable behaviour in dominant cultural norms and, therefore, unbefitting 
to their self-categorisation. This supports Crocker and Major’s (1989) perception that the 
broader society adopts the dominant group’s devaluing and stigmatised perceptions as well. 
Even more vehement are the gay-intolerant respondents, who reacted in a significantly 
negative manner across all four dependent variables, when exposed to target-specific 
advertisements (where gay themed symbolism/message was very explicit) compared to the 
control advertisements. This result suggests that the cues were identifiable and understood by 
the gay-intolerant respondents and they were reacting on their anti-gay attitude and feelings, 
backing the findings conducted by Prime Access/PlanetOut (2008) that detectable gay cues 
can cause negative brand identity among non-subculture consumers. This will lead to gay-
intolerant consumers transferring their negative sentiment onto the advertised brands. Such 
behaviour backs up Oakenfull and Greenlee’s (2005) findings that such brand avoidance is 
due to the gay association and cultural stigma.  
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The outcome shows that encryption of gay cues in advertisements is critical for cryptic 
marketing to succeed at circumventing the negative sentiments from a gay-intolerant 
audience. Backed up by the results of the empirical test, target-cryptic advertisements were 
perceived to be significantly different from the target-specific advertisements by the gay-
intolerant respondents. This signifies that the right encryption in cryptic marketing can be 
effective in protecting the brand from negative sentiments of gay-intolerant respondents, 
when targeting gay consumers.  
Although findings for the gay-friendly consumers indicated positive trends to both target-
specific and cryptic advertisements, no statistically significant results were recorded when 
compared to control advertisements. This indicates that, although gay-friendly consumers are 
not part of the targeted group, their positive leaning behaviour will not affect the overall 
effectiveness of cryptic marketing.  
Findings for the gay/bisexual respondents targeted through cryptic marketing, produced 
encouraging results. Brand image, trust and purchase intention – although not statistically 
significant when compared to the control advertisements – showed positive trends. This 
suggests that gay/bisexual respondents were leaning towards the brands featured in the 
cryptic advertisements over the control advertisements. The dependent variable that tested 
statistically significant was brand affect, with gay/bisexual respondents showing positive 
affect after exposure to the cryptic-gay advertisements, when compared to the control 
advertisements. This finding suggests that gay/bisexual respondents emotionally preferred the 
brands that featured the cryptic-gay cues.  
The increased positive affect could mean that there is the potential for emotional branding 
and loyalty that are rooted in value emotions. As such, brands can attempt to establish 
affective commitment through cryptic marketing and become an important link to gay 
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consumers and their social network. With such associated positive feeling, consumers may be 
swayed towards brand preference. This is supported by a respondent (GF3) in Study Two, 
who expressed absolute desire to want to buy a Forrester, upon seeing Martina Navratilova in 
the Subaru advertisement. This is in line with Wright’s (1975) “affect referral” hypothesis 
that consumers choose brands for which the retrieved affect is most positive. As such, 
increase in brand affect could also increase positive word-of-mouth, within the gay 
community. This advocates Thompson, Rindfleisch and Arsel’s (2006) view that emotional 
supporters of brands will often promote the brand and act as brand missionaries. However, 
the positive trending (albeit not significant) results for the remaining dependent variables of 
brand image, brand trust and purchase intention after exposure to cryptic advertisements 
indicated that not all gay/bisexual respondents were impacted by the cryptic-gay messages 
and cues. This supports Quester, Neal, Pettigrew, Grimmer and Davis’s (2007) perception 
that individual value perspective is dependent on many variables and factors, such as 
personal, cultural, social, lifestyle or economic factors. The cues and symbols used may mean 
something to the gay subculture, but the value may not be ranked as important as other 
factors (Verplanken & Holland, 2002). As such, this becomes a challenge for marketers 
attempting to target subculture groups; to be aware and knowledgeable about what cues to 
use in order to optimise the effect of cryptic marketing.  
The gay/bisexual respondents also responded positively toward brands featured in the gay-
specific advertisements, when compared to the control advertisements. Similar to the gay-
cryptic advertisements, brand image, trust and purchase intention showed positive trends, but 
were not statistically significant. Only brand affect statistically increased among the 
gay/bisexual respondents after exposure to the cryptic-gay advertisements, when compared to 
the control advertisements. This would suggest that the explicit gay cues – although drawing 
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positive emotional responses and receptivity among the gay/bisexual respondents – may not 
easily influence their consumer purchasing decision.    
Several reasons may have contributed to the positive trending (non-significant) results among 
gay/bisexual respondents. Firstly, one of the findings from Study Two showed that not all 
gay/bisexual respondents identified or understood the embedded cues, symbols or messages. 
This finding is supported by the work of Brumbaugh (2002) that it could reflect a lack of 
familiarity with the cues; Kozinets (2001) that there have been subculture shifts; or 
Maldonado, Tansuhaj and Muehling (2003) that the cues may not have been accessed and 
fitted to a particular self-category. This is further backed up by Maldonado, Tansuhaj and 
Muehling (2003) who believe that the salient group identity should have resulted in outcomes 
consistent with – and favourable toward – the activated identity.  
Secondly, the value of the cryptic symbol or cue used in the advertisement may not be 
perceived as important to this sample of gay/bisexual respondents’ decision-making process. 
This reflects Verplanken and Holland’s (2002) view that the value must be cognitively 
activated and central to the consumer’s self-concept to be included in the decision-making 
process.  
Thirdly, scepticism of gay target marketing may turn some gay/bisexual respondents away, 
questioning if the brands are genuinely supportive or merely taking advantage of a lucrative 
market. This is in line with Thompson, Rindfleisch and Arsel’s (2006) view that, proving 
authenticity through the use of emotional branding to express genuine commitment, can be 
difficult. As one respondent (GF5) in Study Two pointed out, targeting the gay market could 
be perceived as merely taking advantage of the trendiness of the gay market. This also 
advocates the work of Friestad and Wright (1999) showing that some consumers adopt 
cognitive strategies to enable them to separate emotions and evaluations, resisting influence 
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of marketing on their judgement. Fourthly, some gay/bisexual respondents may question the 
brand’s intention to communicate cryptically, rather than being “out and proud”. This need to 
mask implicitly could be perceived as a lack of support for the positive identity the gay 
community has built for themselves. As such, it is consistent with Frable, Wortman and 
Joseph (1997)’s findings that this may be perceived as a brand’s need for discretion from 
being associated with a stigmatised market. Lastly, significant effect was only shown in 
brand affect for both gay-specific and gay-cryptic advertisements, when compared to the 
control advertisements. In the case of the cryptic-gay advertisement, even if the gay/bisexual 
respondents feel more favourably toward the brand, it does not necessarily spill-over into 
immediate brand image change, improved trust or purchase intention. That is, while the 
gay/bisexual respondents may feel favourably toward the brand for seeking to communicate 
directly with them, it does not mean they are less critical of the brand and its offering 
(Erevelles, 1998). Even though the nature of the message is emotionally meaningful, factors 
such as the product offering, quality and value, each still play important roles in the decision-
making process (Erevelles, 1998). As such, it is important to consider these aspects when 
using the cryptic marketing strategy in advertisements (Thompson, Rindfleisch & Arsel, 
2006).  
Overall, the hypotheses testing in Study Three answers RQ3 on how can marketers improve 
brand perception in subculture markets, without decreasing brand perception among the 
non-target audience? The results of the study provide empirical evidence that cryptic 
marketing has worked well in maintaining brand perception among the gay-intolerant 
respondents, while positive outcomes were noted with the gay/bisexual respondents. These 
findings supported that cryptic marketing works well as the gay-intolerant consumers are 
unaware of the cryptic-gay undertones, which avoided the unnecessary negativity toward the 
advertised brand. It is also established that gay/bisexual respondents saw positiveness in the 
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use of gay-cryptic marketing, but may require careful selection of encrypted gay cues to 
ensure that they are clear, meaningful, genuine and important to them. The significance of 
brand affect and not brand image, trust and purchase intention, suggests the need to go above 
and beyond emotional connection with the target audience to improve brand perception. As 
such, the need to consider other factors of consumers’ decision-making processes is equally 
critical. This establishes that cryptic marketing fits into the current gap of covert marketing 
strategies. 
 
7.3 Addressing the Overall Research Question 
How can companies effectively target subculture groups without encountering potential 
consumer backlash? 
Findings suggest that there are four types of consumers in the market: gay/bisexual, gay-
friendly, gay-indifferent and gay-intolerant. Their attitudes and behaviours reflect the social 
category they hold, based on the group to which they belong, their inclusiveness to the group, 
their religious stance and their personal beliefs and values. In turn, these factors determine 
their reaction to the gay-targeted advertisements and its public placement. It is found that gay 
intolerance was displayed through strongly held stereotypes about the gay community, as 
well as discrimination of gay community members and any brands associated with them – 
which is consistent with previous research on stigmatisation (Crocker & Major, 1989; 
Maldonado, Tansuhaj & Muehling, 2003). More importantly, it appears that unfavourable 
attitudes are unlikely to change, so marketers need to circumvent gay-intolerant audiences 
when targeting gay consumers in the market, if the gay-intolerant audience remains important 
to them. Hence, there is a need for the development of a marketing strategy that targets gay 
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subculture consumers, without the sections of society opposing the placement of 
advertisements, and labelled this strategy as cryptic marketing. 
Cryptic Marketing. Building upon the strengths and limitations of covert marketing 
strategies, the cryptic marketing concept employs the masking of underlying messages, cues 
or symbols to the non-target market, while still communicating with the intended audience. 
The aim is to deliver the hidden message publicly, but for the encrypted message to be 
unnoticed – and not reacted upon among the non-target consumers. In contrast, the subculture 
markets are targeted with the same message, but the cryptic message is identifiable and 
relatable. The aim is to get subculture consumers to feel validated, enhance their preference 
for the brand in terms of image, trust, affect and purchase intention.   
Cryptic marketing appears to work at masking the gay undertones to block out heterosexual 
consumers from identifying or understanding the cryptic cues. Some respondents who did 
pick up the cryptic cues interpreted them differently to the intended meaning, which 
contributes to prior research by Friestad and Wright (1999) that consumers will tap into their 
core knowledge and beliefs to a new and different persuasion context. The findings also 
indicate that cryptic cues were picked up by most of the gay/lesbian respondents, eliciting 
positive emotions and validation. This is consistent with Puntoni, Vanhamme and Visscher’s 
(2011) findings where processing advertisements with cues could be interpreted as speaking 
to the consumer’s self-schemas, which is their social identity of the in-group. However, not 
everyone picked up the cues, which suggested that not all the cryptic cues, symbols and 
underlying messages were identified and/or understood. Such a finding could reflect a lack of 
knowledge or familiarity issue which, according to Friestad and Wright (1995), may be 
missing from consumers' persuasion knowledge and, therefore, lacking in emotional 
response. Without eliciting positive affect from the cryptic meaning in the cues, the message 
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in the advertisement loses its validation and the target audience are no more likely to pay 
more attention to it. This will negate the effect of cryptic marketing in communicating with 
the intended audience and the advertisement be perceived as marketing to the masses. 
To empirically test the rigour of cryptic marketing, three categories of advertisements with 
varying levels of cryptic-gay cues were introduced. The findings indicated that those who 
were gay-intolerant in attitude did not change their brand perception of the cryptic-gay 
advertisements. This implies that the cryptic-gay cues were likely to have masked themselves 
from being identified and understood by gay-intolerant consumers. This could suggest that 
the level of decipherability of gay cues among non-target audiences can determine the 
success of cryptic marketing. As such, gay cues in advertisements that are easily recognised 
and understood by members of the non-gay community (including the gay-intolerant 
audience), will have failed to mask the brand from potential opposition. On the other hand, 
the only aspect of cryptic marketing that proved effective is improving the brand feeling 
among the gay/bisexual consumers. Such is the reaffirmation by the brand on the target 
audience’s self-categorisation and identity. This may help increase positive word-of-mouth 
by gay consumers exposed to the advertisement, which may lead to increased promotion of 
the brand within the gay community (Holt, 2011). This extends the insights into the use of 
word-of-mouth and supports prior research findings by Prime Access and PlanetOut (2008), 
where word of mouth is one of the top three sources of information used to determine if a 
company is gay-friendly. Although the findings show that not all gay/bisexual consumers 
perceive the cryptic advertisements to be effective, the analysis suggests that the choice of 
cues, symbols and message needs to be considered carefully and tested, for it to receive 
optimal results. Effectively, the gay cues need to be clear, meaningful, genuine and important 
to the subculture group to attain measureable success in cryptic marketing. 
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Therefore, in answering the overall research question, the use of cryptic marketing has 
showed its effectiveness in targeting subculture groups, without potential consumer backlash. 
It does, however, require the right encryption for the target subculture markets to identify and 
understand its purpose, while remaining masked from the non-target audience.  
 
7.4 Contribution to Marketing Communication Theory 
As stated previously, the main objective of the thesis is to develop a strategic framework that 
will allow organisations to market themselves to subculture markets without the negative 
repercussions from the wider market. There are many marketing communication strategies 
that can target-specific audiences without their knowledge, particularly in covert approaches 
such as stealth marketing or viral marketing (Petty & Andrews, 2008). However, none of 
those strategies mask the non-target market in order to reach subculture markets with the use 
of subculture cues, symbols and messages in cryptic form. As such, this research study 
introduces and validates the concept of cryptic marketing.  
Through the lens of social identity and self-categorisation theory, the framework adds to our 
theoretical understanding of marketing communication through the use of cryptic methods. 
Building on current communication and covert marketing strategies, cryptic marketing 
continues to employ covert tactic, but on the non-target, wider market, instead of the target, 
subculture market. The use of covert marketing is effective as it reduces the alertness of 
target consumers in repelling persuasive messages, lowering their resistance to tap into their 
persuasive knowledge and respond with their inner self, beliefs, emotions, attitudes and 
thought processes (Petty & Andrews, 2008). Though effective in changing behaviour, 
consumers exposed to covert marketing might feel deceived, resulting in a loss of brand trust 
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(Ashley & Leonard, 2009; Martin & Smith, 2008; Thomson, MacInnis & Park, 2005). While 
employing the strengths of covert marketing, cryptic marketing uses cues and messages 
placed into advertisements that are identifiable and understood by the subculture market, but 
not by the non-target market, thus switching the disguise. This ensures that consumers who 
hold negative sentiments or stigma toward the subculture market are not aware of the 
embedded cryptic messages, resulting in positive or neutral responses from the non-target 
market.  
Subculture knowledge is integral in the successful targeting of subculture markets (Mason & 
Wigley, 2013). Therefore, in using cryptic marketing, the cryptic cues and messages used 
need to be clear, meaningful, genuine and important to the consumers to yield positive-
perceived brand equity. Coupled with the right communication method, the marketing 
communication effect is strengthened. Based on the earlier proposed cryptic marketing 
concept model (figure 6), the following figure represents the modified and tested cryptic 
marketing model for targeting subculture markets (see figure 23).     
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Figure 23: Cryptic Marketing Model for targeting the subculture markets 
 
Backed up by the experimental research findings, the cryptic marketing model has been 
verified and the hypotheses tested. As such, the cryptic marketing strategy contributes to the 
marketing communications field and the strategic targeting of subculture markets in societies.  
 
7.5 Contributions to Marketing Practice 
Alongside its theoretical contributions, the findings of this thesis have a range of practical 
implications for marketing managers. Marketing practitioners recognise the importance of 
understanding consumers’ cognitive and affective perceptions of brands. However, with the 
emergence of subcultures and non-traditional market segments, marketing to specific groups 
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has become more challenging. These implications cluster around the need for companies to 
find more effective ways of targeting specific audiences in the market, without losing the 
current base of customers. With traditional media still the most effective way to communicate 
with consumers (Stephen & Galak, 2012), companies trying to expand their customer base 
may encounter fierce opposition or backlash from current customers unhappy with any 
changes (Thompson, Rindfleisch & Arsel, 2006). As such, cryptic marketing presents an 
opportunity for companies to target any subculture or niche market, without alienating any of 
its current or potential consumers. 
Although this research study focused on the gay market and community, the cryptic 
marketing strategy is not limited only to this field. Companies wanting to target other 
subculture or social groups, whether based on religion, ethnicity, social status, stereotype or 
taboo are able to implement cryptic marketing to communicate with the intended audience. 
For example, the targeting of Muslim consumers by supermarket chains on the availability of 
halal produce. With values, attitudes, beliefs and feelings constantly changing in society, 
cryptic marketing enables companies to strategically change the cryptic cues or messages to 
keep up with the trends and shift in societal views. As such, cryptic marketing provides the 
flexibility in its strategic marketing communication approach. 
 
7.6 Limitations to the Research 
Three studies were undertaken in this thesis resulting in a mixed design to study specific 
aspects of the overarching research question. While this approach has enriched the program 
of research, this does not mean there are no limitations that need to be addressed. These 
limitations are discussed as follows. 
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7.6.1 Representative Samples 
In Study One, comments used for the thematic analysis were taken in response to an online 
news article. The comments from the article – although available to the public for viewing 
and their input – may not represent or be generalised with the wider population. However, 
due to the exploratory stage of the research, the comments were considered suitable, as 
findings were to be used to inform Study Three, the empirical study.  
In Study Two, a non-probability approach to sampling was determined to be an appropriate 
approach due to the research method used. For the interview in Study Two, snowballing 
sample was used for the recruitment of the heterosexual sample via friends and acquaintances 
of the researcher. Convenience sampling was used for the recruitment of the gay/bisexual 
respondents at a gay tennis tournament. These methods were adopted, as sexual orientation of 
the interviewees had to be established prior to the interviews, instead of ascertaining at the 
start of the interview. This reduces the likelihood that the interviewees perceive their sexual 
orientation being linked to the research, which reduces response bias. Although findings from 
Study Two do not represent the wider population and subculture, given its exploratory nature, 
the findings were used primarily to inform the final study.  
In Study Three, 400 participants responded via MTurk to participate in the online survey. 
This sample is still considered non-probability sampling, given that only those with an 
MTurk account were able to access the survey. Respondents also self-selected to participate 
in the survey, based on the payment amount offered by the researcher. The respondents 
completed a scale, measuring their attitude towards gays, developed by Herek (1988), after 
they have assessed their allocated advertisements. Respondents’ overall scores indicated 
which respondent type category they were placed in, except those who indicated their sexual 
orientation as gay, in the demographic section. This method of allocating respondent 
categories may be different for other researchers, as they may have different sets of criteria in 
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sorting sample clusters. Therefore, this may limit the findings and results from the final study 
contained in this thesis.    
7.6.2 Research Design Limitations 
While every effort was made to develop research designs that reflect best-practice in the 
literature, it has to be acknowledged that there could be limitations in how the studies were 
developed to measure the various constructs and subsequent findings.  
In the first study, the use of thematic analysis is ideal for identifying themes within available 
data. Although the use of an online article may have gathered anonymous – yet honest – 
opinions of contributors, the lack of demographic, psychographic and lifestyle information 
may prove to be limiting to the analysis. However, given that the analysis is meant to verify 
the factors that influence consumer attitude towards the gay community identified in previous 
research, this reduces interpretative bias. 
The use of face-to-face, in-depth interview in Study Two was ideal, as it allowed for probing 
and follow up questions, especially with the cryptic-gay cues used in the print 
advertisements. However, the choice of print advertisements could be limiting, as 
respondents may already have pre-conceived attitudes on the brands or types of cars shown. 
To address this, follow up questions were asked to ensure that respondents could explain their 
reasons behind their answers. In addition, there was also the limitation of interviewer effect, 
which may result in respondents answering in a particular fashion. To ensure consistency 
throughout the interview process, set questions and neutral locations were used to conduct 
data collection.     
The use of experimental designs is ideal for investigating differences against respondents 
exposed to the control advertisements after research treatment. However, there are a number 
of limitations of the experimental design of Study Three that affect the interpretation of the 
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results. First, the simplicity of the manipulations means that there is a chance that extraneous 
variables will affect the relationships under examination. Some respondents may have pre-
existing attitudes on brands. Therefore, the use of different car brands in the categories of 
advertisements aims to dilute the individual brand effect on respondents, as found in Study 
Two. Such extraneous variables can jeopardise the internal validity of the research by 
providing alternative explanations for between-group scores, against the control 
advertisement. As such, to address these concerns, three similarly renowned car brands were 
used in the experiment. Each car brand advertisement was manipulated to include or remove 
either the cryptic-gay or specific gay cues, to create the three sets of advertisement types. 
When respondents were randomly assigned to one of the three advertisement types, the 
sequence of three car advertisement brands were randomised through the method of Latin 
Square. This removed sequence bias and relied on the use of three different brands, rather 
than just one brand advertisement.   
Although participants were compelled to answer all questions in the online research survey, 
the exposure to three different car print advertisements may have caused fatigue, laziness or 
familiarisation, as they were asked the same scale question repeatedly. In order to manage 
this issue, the scale-based questions were randomised in sequence, so that it reduced 
patterned responses.   
7.6.3 Research Results Limitations 
A limitation to the results is the selection of cryptic-gay cues, symbols and messages used in 
the advertisements. Some gay cues, symbols and messages may not necessarily be identified 
or understood, as not all members of subgroups are aware of their meaning (Brumbaugh, 
2002). As such, this may limit the findings of gay/bisexual respondents to cryptic marketing. 
However, this has been addressed with the use of multiple advertisements, with several types 
of cues, symbols and underlying messages.  
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These limitations need to be considered when interpreting the findings from the three studies 
contained in this thesis. However, while there may be limitations in these studies, they do 
provide a useful foundation for future research into the use of cryptic marketing in targeting 
gay consumers in society. In fact, cryptic marketing could be useful for brands in targeting 
any subculture markets or stigmatised groups.  
 
7.7 Directions for Future Research 
This research examines a gap identified in the area of marketing communication and 
perceived opportunities for future research. There is the opportunity to replicate any of these 
studies to determine the extent to which the findings can be generalised. Further experimental 
studies, with a variety of gay cues, symbols or messages of importance, should be included 
and tested with gay/bisexual and gay-intolerant respondents, to fine-tune the effectiveness of 
employing cryptic marketing. In addition, the degree of encryption or the extent of which the 
cues were identified and noticed could also be investigated.  
This research study used car advertisements – a high involvement product category – to test 
the effects of cryptic marketing. Future research could also determine if cryptic marketing 
can work effectively on low involvement products, such as habitual purchases. Similarly, it 
will be interesting to determine the transferability of cryptic marketing into services, the 
possibility of non-verbal cryptic cues and messages through customer service, company 
policies and retail demeanour. Finally, future research into the use of cryptic marketing on 
any other subculture markets or stigmatised groups – whether based on religion, ethnicity, 
social status, stereotype or taboo – could be interesting. Likewise, the focus could be 
concentrated within the gay community, such as lesbians or transgender. It could identify a 
greater understanding of which of the four variable outcomes are affected and unaffected, and 
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whether the results are similar to that of the gay males study. Additional research could also 
include the identification of gay semiotics and symbolisms, such as whether the different 
respondent type groups are able to identify and understand their meaning. This may also 
present an opportunity to use different gay symbols and cues to determine if the gay/bisexual 
respondents will show statistically significant changes to brand image, brand trust and 
purchase intention, that were absent in this research study. This would also mean a deeper 
understanding of gay/bisexual consumers to determine what they find important, genuine and 
meaningful and if other members of society are able to pick up these cryptic tones. The 
inclusion of lobby groups could also shed light on whether cryptic marketing can be derailed 
based on their bringing attention to the use of cryptic cues and messages.   
 
7.8 Conclusion 
The purpose of this thesis was to introduce a marketing communication strategy that can 
target subculture markets, without backlash from consumers. A key contribution was the 
development of the cryptic marketing concept and the testing of its effectiveness in 
circumventing negative responses from non-target audience (such as consumers who are gay-
intolerant), to advertisements communicating to the target audience, such as the gay/bisexual 
market.  
The last six chapters have introduced the research objectives (Chapter One), outlined the 
theoretical framework and identified gaps in current literature (Chapter Two), reported the 
method for, and findings of, factors that influence consumer reactions to gay advertising 
(Chapter Three), reported the procedure for, and findings from, the use of cryptic marketing 
in targeting gay/bisexual consumers and non-gay consumers (Chapter Four) and reported the 
method for, and results of, empirically testing the effectiveness of cryptic marketing in 
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targeting gay/bisexual respondents and bypassing gay-intolerant objections (Chapter Five and 
Six). This chapter concluded the thesis by revisiting the research purpose (Section 7.1), 
discussing the research findings for each research question (Section 7.2), addressing the 
overall research question (Section 7.3), the contributions to theory (Section 7.4), the 
contributions to practice (Section 7.5), the limitations to the research (Section 7.6) and the 
future directions of the research (Section 7.7). 
This thesis has provided theoretical and empirical evidence of the use of cryptic marketing 
strategy in targeting subcultures and avoiding potential backlash from non-targeted 
consumers. As such, this research has validated the concept of cryptic marketing through its 
ability to circumvent negative sentiments from the wider market and the potential for 
organisations to target – and likely form relationships with – specific consumer or subculture 
groups.     
  
249 
 
References	
Aaker, D. (1991). Managing brand equity. Free press, New York. 
Aaker, D. (1996). Building strong brands. Free Press, New York 
Aaker, J. L., Brumbaugh, A. M. & Grier, S. A. (2000). Non-target market effects and viewer 
distinctiveness: The impact of target marketing on advertising attitudes. Journal of Consumer 
Psychology, 9(3), 127-140. 
Aaker, J., Fournier, S. & Brasal, S. A. (2004). When good brands do bad. Journal of 
Consumer Research, 31(6), 1-16. 
Adam, B. D. (2000). Love and sex in constructing identity among men who have sex with 
men. International Study of Sexuality and Gender Studies, 5(4), 325-339. 
Aguero, J. E., Block, L. & Byrne, D. (1984). The relationship between sexual beliefs, 
attitudes, experience and homophobia. Journal of Homosexuality, 10(1-2), 95-107. 
Aguinis, H. & Henle, C. A. (2001).Conducting ethical research: Much more than a good idea. 
Academy of Management Research Methods Division Newsletter, 16(1), 1-13. 
Ahl, D. H. (1977). The best of creative computing, vol. 2. Creative computing, Morriston, NJ. 
Ahuja, R. D., Michels, T. A., Walker, M. M. & Weissbuch, M. (2007). Teen perceptions of 
disclosure in buzz marketing. Journal of Consumer Marketing, 24(3), 151-159. 
An, D. (2013). Cultural differences in the perceptions of advertising creativity: A 
comparative analysis of the US and Korea. International Journal of Business and Social 
Science, 4(6). 
Angel, E. (2009). The piercing bible. Random House, New York. 
Ashley, C. & Leonard, H. A. (2009). Betrayed by the buzz? Covert content and consumer-
brand relationships. Journal of Public Policy and Marketing, 28(2), 212-220. 
Attride-Stirling, J. (2001). Thematic networks: An analytical tool for qualitative research. 
Qualitative Research, 1(3), 385-405. 
Australian Christian Lobby, 2011. URL: http://australianchristianlobby.org.au/2011/05/mr-
people-power-wins-in-removing-offending-ads/ 
Averett, P., Strong-Blakeney, A., Nalavany, B. A., & Ryan, S. D. (2011). Adoptive parents’ 
attitudes towards gay and lesbian adoption. Journal of GLBT Family Studies, 7(1-2), 30-48. 
Aydin, N. (2009). Enhancing undergraduate mathematics curriculum via coding theory and 
cryptography. Primus: Problems, Resources, and Issues in Mathematics Undergraduate 
Studies, May/Jun, 19, 296-309. 
250 
 
Balter, D. & Butman, J. (2006). Clutter cutter. Marketing Management, 15(4), 49-50. 
Bampo.M., Ewing, M. T., Mather, D. R., Stewart, D. & Wallace, M. (2008). The effects of 
the social structure of digital networks on viral marketing performance. Information Systems 
Research, 19(3), 273-290. 
Bansal, H. S., Irving, P. G. & Taylor, S. F. (2004). A three-component model of customer 
commitment to service providers. Journal of the Academy of Marketing Science, 32(3), 234-
250. 
Bartlett, M. (2010). A mirror to changing times: ‘X-Men’ and ‘X2’. Screen Education, (58), 
111. 
Baxter, S. (2010). Evidence on the marketing approaches targeting gay and lesbian 
consumers. Global Journal of Business Research (GJBR), 4(2), 125-139. 
Bazeley, P. (2007). Qualitative data analysis with NVivo. Sage, L.A. 
Bell, C. (1997). Ritual: Perspectives and dimensions. Oxford University Press,  Oxford. 
Bennett, P. D. and Harrell, G. D. (1975). The role of confidence in understanding and 
predicting buyers’ attitudes and purchase intentions. Journal of Consumer Research, 110-
117. 
Berg, B. (2009). Qualitative research methods for the social sciences (7th ed.). Prentice Hall, 
USA. 
Bernstein, M. (2004). Paths to homophobia. Sexuality research and social policy, 1(2), 41-55. 
Bernstein, M., Kostelac, C. & Gaarder, E. (2003). Understanding heterosexism: applying 
theories of radical prejudice to homophobia using data from a Southwestern police 
department. Race, Gender and Class, 54-74. 
Bhaskar, R. (1989). The possibility of naturalism, (2nd ed). Harvester Wheatsheaf, Brighton. 
Bhat, S., Leigh, T. W. & Wardlow, D. L. (1996). The effect of homosexual imagery in 
advertising on attitude toward the ad. Journal of Homosexuality, 31(1-2), 161-176. 
Bhat, S., Leigh, T. W. & Wardlow, D. L. (1998). The effect of consumer prejudices on ad 
processing: heterosexual consumers’ responses to homosexual imagery in ads. Journal of 
Advertising, 27(4), 9-24. 
Bhatnagar, N., Aksoy, L. & Malkoc, S. A. (2004). Embedding brands within media content: 
The impact of message, media and consumer characteristics on placement efficacy. In L.J. 
Shrum (Eds.), The psychology of entertainment media: Blurring the lines between 
entertainment and persuasion (99-116). Lawrence Erlbaum Associates, New Jersey. 
Blanz, M. (1999). Accessibility and fit as determinants of the salience of social 
categorizations. European Journal of Social Psychology, 29(1), 43-74. 
251 
 
Block, J. (2012). ‘One million’ Moms responds to JC Penney’s gay dads ad.’ URL: 
http://www.huffingtonpost.com/jenny-block/one-million-moms-responds_b_1559795.html 
Borch, O. J., & Arthur, M. B. (1995). Strategic Networks Among Small Firms: Implications 
for Strategy Research Methodology*. Journal of Management Studies, 32(4), 419-441. 
Bornstein, R. F. (1989). Exposure and affect: overview and meta-analysis of research, 1968-
1987. Psychological Bulletin, 106, 265-289. 
Boyatzis, R. E. (1998). Transforming qualitative information: Thematic analysis and code 
development. Thousand Oaks, California. 
Branchik, B. J. (2002). Out in the market: A history of the gay market segment in the United 
States. Journal of Macromarketing, 22(1), 86-97. 
Braun, V. & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research 
in Psychology, 3(2), 77-101. 
Brewer, M.B. (1993). Social identity, distinctiveness and in-group homogeneity. Social 
Cognition, 11(1), 150-164. 
Bridges, F. S. & Rodriguez, W. I. (2000). Gay-friendly affiliation, community size and color 
of address in return of lost letters. North American Journal of Psychology, 2(1), 39-46. 
Brown, A., Slater, G. & Spencer, A. (2002). Driven to abstraction? Critical realism and the 
search for the inner ‘connection’ of social phenomena. Cambridge Journal of Economics, 
26(6), 773-788. 
Brown, S. (2007). Harry Potter and the fandom menace. Consumer tribes, 177-193. 
Broyles, S. A., Schumann, D. W. & Leingpibul, T. (2009). Examining brand equity 
antecedent/consequence relationships. Journal of Marketing Theory and Practice, 17(2), 145-
161. 
Brucks, M., Zeithaml, V. A. & Naylor, G. (2000). Price and brand name as indicator of 
quality dimensions for consumer durables. Journal of the Academy of Marketing Science, 
28(3), 359-374. 
Brumbaugh, A. M. (2002). Source and nonsource cues in advertising and their effects on the 
activation of cultural and subcultural knowledge on the route to persuasion. Journal of 
Consumer Research, 29(2), 258-269. 
Brumbaugh, A. M. (2012). How to target diverse customers: An advertising typology and 
prescriptions from social psychology, in Posavac, S. S. (Ed.). Cracking the code: Leveraging 
consumer psychology to drive profitability, 66-88. M. E. Sharpe, New York. 
Bruner, J. S. (1957). On perceptual readiness. Psychological review, 64(2), 123. 
Bryman, A. (2001). Social research methods. Oxford University Press, Oxford. 
252 
 
Bryman, A. (2008). Why do researchers integrate/combine/mesh/blend/mix/merge/fuse 
quantitative and qualitative research? In M. M. Bergman (Ed.), Advances in mixed methods 
research, 87-100. Sage Publications, Newbury Park, CA. 
Buhrmester, M., Kwang, T. & Gosling, S. D. (2011). Amazon’s Mechanical Turk: A new 
source of inexpensive, yet high quality, data? Perspectives on Psychological Science, 6(3), 3-
5. 
Burke, K. (1968). Counter-Statement, Berkeley, CA, University of California Press. 
Burnard, P. (1991). A method of analysing interview transcripts in qualitative research. Nurse 
Education Today, 11(6), 461-466. 
Burnett, J. J. (2000). Gays: Feelings about advertising and media use. Journal of Advertising 
Research, 40(1/2), 75-84. 
Burrell, G. & Morgan, G. (1979). Sociological paradigms and organisational analysis. 
Heinemann, London. 
Calzo, J. P., & Ward, L. M. (2009). Contributions of parents, peers, and media to attitudes 
toward homosexuality: Investigating sex and ethnic differences. Journal of 
Homosexuality, 56(8), 1101-1116. 
Campbell, D. T. (1958). Common fate, similarity, and other indices of the status of 
aggregates as social entities. Behavioral Science, 3, 14-25. 
Cars Ranking (2012). Top 10 Lesbian Cars. URL: http://carsranking.com/specifications/top-
10-lesbian-cars.html, viewed 25/11/2013.  
Cass, V. C. (1984). Homosexual identity. Journal of Homosexuality. 9(2-3), 105-126.  
Cassell, C. & Symon, G. (2004). Essential guide to qualitative methods in organisational 
research. Sage, London. 
Chandler, D. & Kapelner, A. (2013). Breaking monotony with meaning: Motivation in crowd 
sourcing markets. Journal of Economic Behaviour and Organisation, 90, 123-133. 
Chang, L. C. & Huang, C. C. (2005). A study of the Cultural differences between consumer 
behaviours in Taiwan and Mainland China. The Business Review, Cambridge, 4(1), 131-136. 
Chaudhuri, A. & Holbrook, M. B. (2001). The chain of effects from brand trust and brand 
affect to brand performance. Journal of Marketing, 65(2), 81-93. 
Chaudhuri, A. & Ligas, M. (2006). The role of emotion and reason in brand attitude 
formation. In American Marketing Association Winter Educator's Conference Proceedings, 
195-201. Chicago: American Marketing Association.  
Chelminski, P. & Coulter, R. A. (2007). One market mavens and consumer self-confidence: 
A cross cultural study. Psychology and Marketing, 24(1), 69-91. 
253 
 
Churchill, G. A. & Iacobucci, D. (2005). Marketing Research: Methodological Foundations 
(9th ed.). Thompson South-Western, USA. 
Clyman, J. A., & Pachankis, J. E. (2014). The relationship between objectively coded 
explanatory style and mental health in the stigma-related narratives of young gay men. 
Psychology of Men & Masculinity, 15(1), 110. 
Corbetta, P. (2003). Social research theory: Methods and Techniques. Sage Publications, 
London. 
Courier Mail, 2011a. URL: http://www.couriermail.com.au/lifestyle/hiv-ads-pulled-from-
brisbane-bus-shelters/story-e6frer4f-1226066760845 
Courier Mail, 2011b. URL:http://www.couriermail.com.au/news/queensland/gay-hate-attack-
on-rip-and-roll-safe-sex-poster/story-e6freoof-1226067687913 
Cova, B., Kozinets, R. & Shankar, A. (2007). Consumer tribes. Butterworth-Heinemann, 
New York. 
Coyne, I. T. (1997). Sampling in qualitative research. Purposeful and theoretical sampling; 
merging or clear boundaries? Journal of Advanced Nursing, 26, 623-630. 
Cravens, D. W. & Piercy, N. F. (2003). Strategic Marketing. McGraw Hill Irwin, Sydney. 
Creswell, J. W. (1998). Qualitative inquiry and research design: Choosing among five 
traditions. Sage Publications, Thousand Oaks. 
Crocker, J. & Major, B. (1989). Social Stigma and self-esteem: The self-protective properties 
of stigma. Psychological Review, 96(4), 608-630. 
Cunningham, G. B., & Melton, E. N. (2014). Signals and Cues: LGBT Inclusive Advertising 
and Consumer Attraction. Sport Marketing Quarterly, 23(1), 37-46. 
Cutlip, S. M., Center, A. H. & Broom, G. M. (1995). Effective public relations, Englewood 
Cliffs, Prentice Hall, New Jersey. 
Darke, P. R. & Ritchie, R. J. B. (2007). The defensive consumer: advertising deception, 
defensive processing and distrust. Journal of Marketing Research, 44(1), 114-127. 
Deaux, K. (1996). Social identification, Social Psychology: Handbook of Basic Principles. In 
Higgins, E. T & Kruglanski, A. W. (Ed.) New York, Guilford Press, 777-798. 
Denzin, N. K. & Lincoln, Y. S. (2003). The discipline and practice of qualitative research. In 
Denzin, N. K. & Lincoln, Y. S. (Ed.).The landscape of qualitative research - theories and 
issues. Sage, Thousand Oaks, California, 1-45. 
Diamond, N., Sherry, J. F., Muniz, A. M., McGrath, M. A., Kozinets, R. V. & Borghini, S. 
(2009). American girl and the brand gestalt: closing the loop on sociocultural branding 
research. Journal of Marketing, 73(5), 118-134. 
254 
 
Diaz, R. M., Ayala, G., Bein, E., Henne, J. & Marin, B. V. (2001). The impact of 
homophobia, poverty, and racism on the mental health of gay and bisexual Latino men: 
Findings from 3 US cities. American Journal of Public Health, 91(6), 927. 
Dittmar, H., Beattie, J., & Friese, S. (1995). Gender identity and material symbols: Objects 
and decision considerations in impulse purchases. Journal of Economic Psychology, 16(3), 
491-511. 
Dobele, A., Toleman, D. & Beverland, M. (2005). Controlled infection! Spreading the brand 
message through viral marketing. Business Horizon, 48(2), 143-149. 
Donaldson-Evans, C. (2004). ‘Fortune 500 companies see money in gay families’, May 26, 
URL: http://www.foxnews.com/story/0,2933,120902,00.html 
Donath, B. (1994). Easy riding on the superhighway. MarketingNews, (January 17), p. 10. 
Donnellan, E. (1995). Changing perspectives on research methodology in marketing. Irish 
Marketing Review, 8(1), 81-90. 
Dotson, M. J., Hyatt, E. M. & Thompson, L. P. (2009). Sexual orientation and gender effects 
of exposure to gay- and lesbian-themed fashion advertisements. Journal of Fashion 
Marketing and Management, 13(3), 431-447. 
Douglas, J. D. (1985). Creative interviewing. Sage, Beverly Hills, California. 
Douglas, M. & Isherwood, B. (1996). The world of goods, Routledge, Abingdon. 
Duck, S. (1994). Meaningful relationships: Talking, sense, and relating. Thousand Oaks, CA. 
Edelheim, J. R. (2007). Hidden messages: A polysemic reading of tourist brochures. Journal 
of Vacation Marketing, 13(1), 5-17. 
Elgesem, D. (2002). What is special about the ethical issues in online research? Ethics and 
Information Technology, 4(3), 195-203. 
Erb, H., Bioy, A. & Hilton, D. J. (2002). Choice preferences without inferences: 
Subconscious priming of risk attitudes. Journal of Behavioral Decision-making, 15(3), 251-
262. 
Erevelles, S. (1998). The role of affect in marketing. Journal of Business Research, 42(3), 
199-215. 
Eskridge, W. N. & Spedale, D. R. (2006). Same-Sex Marriage: For better or worse? What 
we’ve learned from the evidence, Oxford University Press, New York. 
Ethier, K.A. & Deaux, K. (1994). Negotiating social identity when contexts change: 
Maintaining identification and responding to threat. Journal of Personality and Social 
Psychology. 67(2), 243-251. 
255 
 
Ewing, M. T. (2009). Integrated marketing communications measurement and evaluation. 
Journal of Marketing Communications. 15(2-3), 103-117. 
Farrell, R. C. (2011). The two versions of rational-basis review and same sex relationships. 
Washington Law Review, 86, 281. 
Felmlee, D., Orzechowicz, D. & Fortes, C. (2010). Fairy tales: Attraction and stereotypes in 
same-gender relationships. Sex Roles, 62(3-4), 226-240.  
Field, P. A. & Morse, J. M. (1985). Nursing research: the application of qualitative 
approaches. Croom Helm, London. 
Fill, C. (2002). Marketing Communications: Contexts, strategies and applications, 3rd ed., 
Prentice Hall, London. 
Fontana, A. & Frey, J. H. (1998). Interviewing, the art of science. In Denzin, N. K. & 
Lincoln, Y. S. (Ed.). Collecting and interpreting qualitative materials. Sage, Thousand Oaks, 
California. 
Fontana, A. & Frey, J. H. (2003). The interview - from structured questions to negotiated 
text’. In Denzin, N. K. and Lincoln, Y. S. (Ed.). Collecting and interpreting qualitative 
materials, 2nd ed. Sage, Thousand Oaks, California, 61-106. 
Forehand, M. R., Deshpandé, R., & Reed II, A. (2002). Identity salience and the influence of 
differential activation of the social self-schema on advertising response. Journal of Applied 
Psychology, 87(6), 1086. 
Fournier, S. (1998). Consumers and their brands: Developing relationship theory in consumer 
research, Journal of Consumer Research, 24(4), 343-373. 
Frable, D. E. S. (1997). Gender, racial, ethnic, sexual, and class identities. Annual Review of 
Psychology, 48 (1), 139–162. 
Frable, D. E. S., Wortman, C. & Joseph, J. (1997). Predicting self-esteem, well-being, and 
distress in a cohort of gay men: The importance of cultural stigma, personal visibility, 
community networks and positive identity. Journal of Personality, 65(3), 599-624. 
Freud, S. (1966). A general introduction to Psychoanalysis, transl. J. Riviere. Washington 
Square Press, New York. 
Friestad, M. & Wright, P. (1994). The persuasion knowledge model: How people cope with 
persuasion attempts. Journal of consumer research, 1-31. 
Friestad, M. & Wright, P. (1995). Persuasion knowledge: Lay people’s and researchers’ 
beliefs about the psychology of advertising. Journal of Consumer Research, 22, 62-74. 
Friestad, M. & Wright, P. (1999). Everyday persuasion knowledge. Psychology and 
Marketing, 16(2), 185-194. 
256 
 
Garcia, M. (2014). Brunei phasing in antigay law: will soon allow death by stoning, The 
Advocate, accessed 9 May 2014, < http://www.advocate.com/world/2014/04/30/brunei-
phasing-antigay-law-will-soon-allow-death-stoning> 
Gentile, C., Spiller, N. & Noci, G. (2007). How to sustain the customer experience: an 
overview of experience components that co-create value with the customer. European 
Management Journal, 25(5), 395-410. 
Gibson, B., & Zielaskowski, K. (2013). Subliminal priming of winning images prompts 
increased betting in slot machine play. Journal of Applied Social Psychology, 43(1), 106-115. 
Goldman, A. E. & McDonald, S. S. (1987). The group depth interview: Principles and 
practices. Prentice-Hall, Englewood Cliffs, NJ. 
Goode, A. (2007). The implicit and explicit role of ad memory in ad persuasion: rethinking 
the hidden persuaders. International Journal of Market Research, 49(1), 95-116. 
Goodman, E. P. (2006). Stealth marketing and editorial integrity. Texas Law Review, 85(1), 
83-152. 
Gray, D. E. (2004). Doing research in the real world. Sage Publications, London. 
Grégoire, Y. & Fisher, R. J. (2008). Customer betrayal and retaliation: When your best 
customers become your worst enemies. Journal of Academy of Marketing Science, 36(2), 
247-261. 
Grier, S. A. & Brumbaugh, A. M. (1999). Noticing cultural differences: Ad meanings created 
by target and non-target markets. Journal of Advertising, 28(1), 79-93. 
Grier, S. A., & Kumanyika, S. (2010). Targeted marketing and public health. Annual Review 
of Public Health, 31, 349-369. 
Gruber, T., Szmigin, I., Reppel, A. E. & Voss, R. (2008). Designing and conducting online 
interviews to investigate interesting consumer phenomena. Qualitative Market Research: An 
International Journal, 11(3), 256-274. 
Grunig, J. E. (1992). Communication, public relations, and effective organisation: An 
overview of the book. In Grunig, J. E. (ed.) Excellence in public relations and 
communication management (p. 1-28), Hillsdale, New Jersey. 
Guba, E. G. & Lincoln, Y. S. (1994). ‘Competing paradigms in qualitative research’. In 
Denzin, N. K. & Lincoln, Y. S. (Ed.). Handbook of Qualitative Research, Sage Publications, 
Thousand Oaks. 
Gubrium, J. F. & Holstein, J. A. (Eds) (2001). Handbook of Interview Research. Sage, 
Thousand Oaks, California. 
Gunther, A & Thorson, E. (1992). Perceived persuasive effects of product commercials and 
public service announcements: Third person effects in new domains. Communication 
Research, 19(5), 574-596. 
257 
 
Haase, J. E., & Myers, S. T. (1988). Reconciling paradigm assumptions of qualitative and 
quantitative research. Western Journal of Nursing Research, 10(2), 128-137. 
Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E. & Tatham, R. L. (2006). Multivariate 
Data Analysis (6th ed.). Person/Prentice Hall, Upper Saddle River, NJ. 
Hallahan, K., Holtzhausen, D., van Ruler, B., Vercic, D. & Sriramesh, K. (2007). Defining 
strategic communication. International Journal of Strategic Communication, 1(1), 3-35. 
Hammersley, M. (1992). What’s wrong with Ethnography? Routledge, London.  
Hanlon, C. (2012, May 2). ‘The second your son drops the limp wrist, punch him’: Preacher 
tells parents to beat homosexuality out of pre-school children. Daily Mail Online, URL: 
http://www.dailymail.co.uk/news/article-2138285/Pastor-Sean-Harris-rant-Preacher-tells-
parents-beat-homosexuality-pre-school-children.html  
Hannabuss, S. (1996). Research interviews. New Library World, 97(5), 22-30. 
Harrison, R. & Thomas, M. (2009). Identity in online communities: Social networking sites 
and language learning. International Journal of Emerging Technologies and Society, 7(2), 
109-124. 
Hasan, H. (2012). Anti-gay group slams JCPenney over father’s day ad. URL: 
http://newsfeed.time.com/2012/06/03/anti-gay-group-slams-jcpenneys-over-fathers-day-ad/ 
Haslam, S. A., Turner, J. C., Oakes, P. J., McGarty, C., & Reynolds, K. J. (1997). The group 
as a basis for emergent stereotype consensus. European review of social psychology, 8(1), 
203-239. 
Haslam, S.A., Oakes, P.J., McGarty, C., Turner, J.C., Reynolds, K.J. & Eggins, R.A. (1996). 
Stereotyping and social influence: The mediation of stereotype applicability and sharedness 
by the views of in-group and out-group members. British Journal of Social Psychology, 
35(3), 369-397. 
Haslop, C., Hill, H. & Schmidt, R. A. (1998). The gay lifestyle –spaces for a subculture of 
consumption. Marketing Intelligence and Planning, 16(5), 318. 
Hatzenbuehler, M. L., & McLaughlin, K. A. (2014). Structural Stigma and Hypothalamic–
Pituitary–Adrenocortical Axis Reactivity in Lesbian, Gay, and Bisexual Young Adults. 
Annals of Behavioral Medicine, 47(1), 39-47. 
Heath, R. (2012). Seducing the subconscious. Wiley-Blackwell, UK. 
Heath, R. L. (1997). Strategic Issues Management - Organisations and Public Policy 
Challenges. Sage. Thousand Oaks, California. 
Heath, J., & Goggin, K. (2009). Attitudes towards male homosexuality, bisexuality, and the 
down low lifestyle: Demographic differences and HIV implications. Journal of 
Bisexuality, 9(1), 17-31. 
258 
 
Hebdige, D. (1979). Subculture: The meaning of style. New York, Methuen. 
Herek, G. M. & Capitanio, J. P. (1995). Black heterosexuals’ attitude toward lesbians and gay 
men in the United States. Journal of Sex Research, 32(2), 95-105. 
Herek, G. M. (1986). The instrumentality of attitudes: Toward a neo-functional theory. 
Journal of Social Issues, 42(2), 99-114. 
Herek, G. M. (1984). Attitudes toward lesbians and gay men: A factor-analytic study. Journal 
of homosexuality, 10(1-2), 39-51. 
Herek, G. M. (1988). Heterosexuals’ attitudes toward lesbians and gay men: Correlates and 
gender differences. Journal of Sex Research, 25(4), 451-477. 
Herek, G. M. (1993a). The context of anti-gay violence: Notes on cultural and psychological 
heterosexism. In Garnets, L. & Kimmel, D. (eds), Psychological perspectives on lesbians and 
gay male experiences, (pp. 90-107). Columbia University Press, New York. 
Herek, G. M. (1993b). On heterosexual masculinity: Some psychical consequences of the 
social construction of gender and sexuality. In Garnets, L. & Kimmel, D. (eds), 
Psychological perspectives on lesbians and gay male experiences (pp. 316-330). Columbia 
University Press, New York. 
Herek, G. M. (2000). Sexual Prejudice and Gender: Do Heterosexuals’ Attitudes Toward 
Lesbians and Gay Men Differ? Journal of Social Issues, 56(2), 251-266. 
Herek, G. M. (2002). Gender gaps in public opinion about lesbians and gay men. Public 
Opinion Quarterly, 66(1), 40-66. 
Herek, G. M., Gillis, J. R. & Cogan, J. C. (1999). Psychological sequelae of hate-crime 
victimization among lesbian, gay and bisexual adults. Journal of Consulting and Clinical 
Psychology, 67(6), 945. 
Hesse, E. (1980). Revolutions and reconstructions in the philosophy of science. Indiana 
University Press, Bloomington. 
Hester, J. B. & Gibson, R. (2007). Consumer responses to gay-themed imagery in 
advertising. Advertising and Society Review, 8(2). 
Hicks, G. R., & Lee, T. T. (2006). Public attitudes toward gays and lesbians: Trends and 
predictors. Journal of homosexuality, 51(2), 57-77. 
Hildebrand, D., DeMotta, Y., Sen, S., & Kongsompong, K. (2013). In-Group and Out-Group 
Influences on the Consumption Behavior of Minority Groups: The Case of Gay Men. Journal 
of Public Policy & Marketing, 32(special issue), 70-78. 
Hise, R. T. (1972). How liberals and conservatives view ads. Journal of Advertising 
Research, 12(6), 38. 
259 
 
Ho, S. H., Yang, Y. T., & Lin, Y. L. (2011). In-game advertising: Consumers’ attitude and 
the effect of product placements on memory. African journal of business management, 5(24), 
10117-10127. 
Hobbs, R., Broder, S., Pope, H., & Rowe, J. (2006). How adolescent girls interpret weight-
loss advertising. Health education research, 21(5), 719-730. 
Hogan, K. & Speakman, J. (2006). Covert persuasion: psychological tactics and tricks to win 
the game. John Wiley & Sons, New Jersey. 
Hogg, M. A. & Abrams, D. (1988). Social identification: A social psychology of intergroup 
relations and group processes. Routledge, London. 
Hogg, M. A. & Hardie, E. A. (1992). Prototypicality, conformity and depersonalized 
attraction: A self‐categorization analysis of group cohesiveness. British Journal of Social 
Psychology, 31(1), 41-56. 
Hogg, M. A., & Terry, D. I. (2000). Social identity and self-categorization processes in 
organizational contexts. Academy of management review, 25(1), 121-140. 
Holden, C. J., Dennis, T. & Hicks, A. D. (2013). Assessing the reliability of the M5-120 on 
Amazon’s mechanical turk. Computers in Human Behaviour, 29(4), 1749-1754. 
Hollenbeck, C. R., & Zinkhan, G. M. (2006). Consumer activism on the internet: the role of 
anti-brand communities. Advances in Consumer Research, 33, 479. 
Holloway, I. (1997). Basic concepts for qualitative research. Blackwell Science, Oxford. 
Holm, O. (2006). Integrated marketing communication: from tactics to strategy. Corporate 
Communications, 11(1), 23-33. 
Holt, M. (2011). Gay men and ambivalence about ‘gay community’: from gay community 
attachment to personal communities. Culture, health & sexuality, 13(8), 857-871. 
Hooghe, M., Claes, E., Harell, A., Quintelier, E., & Dejaeghere, Y. (2010). Anti-gay 
sentiment among adolescents in Belgium and Canada: A comparative investigation into the 
role of gender and religion. Journal of Homosexuality, 57(3), 384-400. 
Hooten, M. A., Noeva, K. & Hammonds, F. (2009). The effects of homosexual imagery in 
advertisements on brand perception and purchase intention. Social Behaviour and 
Personality, 37(9), 1231-1238. 
Hornsey, M. J. (2008). Social identity theory and self‐categorization theory: A historical 
review. Social and Personality Psychology Compass, 2(1), 204-222. 
Howard, J. A. (2000). Social psychology of identities. Annual Review of Sociology, 26, 367-
393. 
Howitt, D. & Cramer, D. (2008). Research methods in psychology. Pearson Education, 
England. 
260 
 
Howitt, D. (2010). Introduction to qualitative methods in psychology. Prentice Hall, Harlow, 
England. 
Hoyer, W. D. & Stokburger-Sauer, N. E. (2012). The role of aesthetic taste in consumer 
behaviour. Academy of Marketing Science Journal, 40(1), 167-180. 
Hu, N., Liu, L., & Sambamurthy, V. (2011). Fraud detection in online consumer reviews. 
Decision Support Systems, 50(3), 614-626. 
Huba, Jackie (2005), “Exposing stealth marketing”, January 11, URL: 
http://customerevangelists.typepad.com/blog/2005/01/exposing_stealt.html. 
Hudson, J. M. & Bruckman, A. (2004). ‘Go Away’: Participant objections to being studied 
and the ethics of chat room research. The Information Society, 20(2), 127-139. 
Hudson, S. and Hudson, D. (2010). Branded entertainment: A new advertising technique or 
product placement in disguise?, Journal of Marketing Management, 22(5-6), 489-504. 
Hunt, S. (2011). A turn to the rights: UK conservative Christian lobby groups and the ‘gay 
debate’. Religion and Human Rights, 6(3), 291-313. 
IMDB Die Hard Trivia (1988). URL: http://www.imdb.com/title/tt0095016/trivia  
Jain, A., & Ogden, J. (1999). General practitioners’ experiences of patients’ complaints: 
qualitative study. BMJ, 318(7198), 1596-1599. 
Jaques, T. (2013). Ensnared in a gay health controversy: a comparative study in responding to 
issue activism. Journal of Public Affairs, 13(1), 53-60. 
Jefferson, S. D., & Bramlett, F. (2010). The Moderating Roles of Gender and Anti-Gay 
Prejudice in Explaining Stigma by Association in Male Dyads. Journal of homosexuality, 
57(3), 401-414. 
Jenkins, M., Lambert, E. G. & Baker, D. N. (2009). The attitudes of black and white college 
students toward gays and lesbians. Journal of Black Studies, 39(4), 589-613. 
Johnson, R. B., & Onwuegbuzie, A. J. (2004). Mixed methods research: A research paradigm 
whose time has come. Educational researcher, 33(7), 14-26. 
Jonathan, E. (2008). The influence of religious fundamentalism, right-wing authoritarianism, 
and Christian orthodoxy on explicit and implicit measures of attitudes toward homosexuals. 
The International Journal for the Psychology of Religion, 18(4), 316-329. 
Judd, C. M., Smith, E. R. & Kidder, L. H. (1991). Research Methods in Social Relations. 
Holt, Rinehart & Winston, Fort Worth, Texas. 
Jurca, M. A. (2010). The forms of unconventional advertising: A theoretical approach. 
Management & Marketing-Craiova. (2), 323-333. 
261 
 
Kaikati, A. M. & Kaikati, J. G. (2004). Stealth marketing: How to reach consumers. 
California Management Review, 46(4), 6-22. 
Kale, S. H. (1991). Culture-specific marketing communications: an analytical approach. 
International Marketing Review, 8(2). 
Kapferer, J. N. (2004). The new strategic brand management. Kogan Page, London. 
Karremans, J. C., Stroebe, W., & Claus, J. (2006). Beyond Vicary’s fantasies: The impact of 
subliminal priming and brand choice. Journal of Experimental Social Psychology, 42(6), 792-
798. 
Kates, S. M. (1998). Twenty million new customers!: Understanding gay men’s consumer 
behaviour. The Haworth Press, New York. 
Kates, S. M. (1999). Making the Ad perfectly queer: Marketing “normality” to the Gay 
Men’s Community? Journal of Advertising, 28(1), 25-37. 
Kates, S. M. (2000). Out of the closet and out on the street!: Gay men and their brand 
relationships. Psychology & Marketing, 17(6), 455-467. 
Kates, S. M. (2002). The protean quality of subcultural consumption: an ethnographic 
account of gay consumers. Journal of Consumer Research, 29(3), 383-399. 
Kates, S. M. (2004). The dynamics of brand legitimacy: An interpretive study in the gay 
men’s community. Journal of Consumer Research, 31(2), 455-464. 
Keegan, A. (2005) ‘Ford makes U-turn on ads’, Washington Blade, December 16, URL: 
http://www.washblade.com/2005/12-16/news/national/ford-ads.cfm 
Keel, A., & Nataraajan, R. (2012). Celebrity endorsements and beyond: New avenues for 
celebrity branding. Psychology & Marketing, 29(9), 690-703. 
Key, W. B. (1973). Subliminal seduction. Englewood Cliffs, NJ: Signet. 
Kiley, D. (2006). Ford vs the Religious Right, Round 2. Business Week Online, March 15. 
URL: http://www.businessweek.com/stories/2006-03-14/ford-vs-dot-the-religious-right-
round-2 
Kim, J. O., Forsythe, S., Gu, Q. & Moon, S. J. (2002). Cross-cultural consumer values, needs 
and purchase behavior. Journal of Consumer marketing, 19(6), 481-502. 
King, N., Cassell, C. & Symon, G. (2004).Using templates in the thematic analysis of text. In 
Cassell, C. and Symon, G. (Eds) Essential guide to qualitative methods in organisational 
research. Sage Publication, Thousand Oaks, London.  
Kinsey, B. A. (1982). Killum and Eatum: Identity consolidation in a middle-class poly-drug 
abuse subculture. Symbolic Interaction, 5(2), 311-324. 
262 
 
Kirby, J. (2006). Viral Marketing. In J. Kirby & P. Marsden (Eds.), Connected marketing: 
The viral, buzz and word of mouth revolution. 87-106. Elsevier, Oxford.  
Kleine, R. E., Kleine, S. S. & Kernan, J. B. (1993). Mundane consumption and the self: a 
social identity perspective. Journal of Consumer Psychology, 2(3), 209-235. 
Kotler, P., Brown, L., Adam, S. & Armstrong, G. (2001). Marketing, 5th edition, Prentice 
Hall, Sydney. 
Kotler, P., Brown, L., Adam, S., Burton, S. & Armstrong, G. (2007). Marketing, 7th edition, 
Pearson Education Australia, Frenchs Forest. 
Koubaa, Y. (2008). Country of origin, brand image perception and brand image structure. 
Asia Pacific Journal of Marketing and logistics. 20(2), 139-155. 
Kozinets, R. V. (1999). E-Tribalized marketing? The strategic implications of virtual 
communities of consumption. European Management Journal, 17(3), 252-264. 
Kozinets, R.V. (2001). Utopian enterprise: Articulating the meanings of star trek’s culture of 
consumption. Journal of Consumer Research, 28(1), 67-88. 
Krishnamurthy, S. & Kucuk, S. U. (2008). Anti-branding on the Internet. Journal of Business 
Research, 62(11),1119-1126. 
Kuhn, K., Hume, M. & Love, A. (2010). Examining the covert nature of product placement: 
Implications for public policy. Journal of Promotion Management, 16(1-2), 59-79. 
Kurpis, L. H. V. (2004). The Interplay of Consumers’ Lay Persuasion Beliefs and Affect-
inducing Advertising (Doctoral dissertation, University of Oregon). 
Kvale, S. & Brinkmann, S. (2009). Inter Views: Learning the craft of qualitative research 
interviewing. Sage, CA. 
Kvale, S. (2007). Doing interviews. Sage, London. 
Lam, D., Lee, A. & Mizerski, R. (2009). The effects of cultural values in word-of-mouth 
communication. Journal of International Marketing, 17(3), 55-70. 
Langer, S. (1967). Mind: An essay on human feeling, Johns Hopkins University Press, 
Baltimore. 
Lapadat, J. C. (2010). Thematic Analysis. In Mills, A., Durepos, G. & Wiebe, E. (Ed.). 
Encyclopaedia of case study research (Vol 2). Sage Publication, Thousand Oaks, California. 
Laroche, M. & Brisoux, J. E. (1989). Incorporating competition into consumer behaviour 
models: The case of the attitude-intention relationship. Journal of Economic Psychology, 
10(3), 343-362. 
 
263 
 
Laroche, M. & Sadokierski, R. W. (1994). Role of confidence in a multi-brand model of 
intentions for a high involvement service. Journal of Business Research, 29(1), 1-12. 
Laroche, M., Kim, C. & Zhou, L. (1996). Brand familiarity and confidence as determinants of 
purchase intention: An empirical test in a multiple brand context. Journal of Business 
Research, 37(2), 115-120. 
Lawson, T. (1997). Economics and Reality, Routledge, London. 
Leeds-Hurwitz, W. (2012). Semiotics and communication: Signs, codes, cultures. Routledge, 
NJ. 
Leigh, T. W., Peters, C. & Shelton, J. (2006). The consumer quest for authenticity: The 
multiplicity of meanings within the MG subculture of consumption. Journal of Academy of 
Marketing Science, 34(4). 
Leo, C., Bennett, R. & Hartel, C. E. J. (2005). Cross-cultural differences in consumer 
decision-making styles. Cross Cultural Management, 12(3), 32-62. 
Lepkowska-White, E., Brashear, T. G., & Weinberger, M. G. (2003). A Test of Ad Appeal 
Effectiveness in Poland and The United States-The Interplay of Appeal, Product, and Culture. 
Journal of Advertising, 32(3), 57-66. 
Lertwannawit, A. & Guild, N. (2010). Metrosexual identification: Gender identity and 
beauty-related behaviours. International Business and Economics Research Journal, 9(11). 
Levy, S. J. (1959). Symbols for sale. Harvard Business Review, 37(4), 117-124. 
Lewins, A. & Silver, C. (2007). Using software in qualitative research: A step-by-step guide. 
Sage, Los Angeles. 
Lincoln, Y. S., & Guba, E. G. (1985). Naturalist inquiry. Beverly Hills, CA: Sage. 
Littlejohn, S. W. (1983). Theories of human communication. Wadsworth, California. 
Liu, S., Lu, Y., Liang, Q. & Wei, E. (2010). Moderating effect of cultural values on decision-
making of gift giving from a perspective of self-congruity theory: an empirical study from 
Chinese context. The Journal of Consumer Marketing, 27(7), 604-614. 
Maldonado, R., Tansuhaj, P. & Muehling, D. D. (2003). The impact of gender on ad 
processing: A social identity perspective. Academy of Marketing Science Review, 3(1), 1-17. 
Malhotra, N. K, Hall, J., Shaw, M. & Oppenheim, P. P. (2008). Essentials of Marketing 
Research: An Applied Orientation (2nd edn). Pearson Education, Frenchs Forest, NSW. 
Mandl, R. (1985). Orthogonal Latin squares: an application of experiment design to compiler 
testing. Communications of the ACM, 28(10), 1054-1058. 
 
264 
 
Marge, M., Banerjee, S., & Rudnicky, A. I. (2010, June). Using the Amazon Mechanical 
Turk to transcribe and annotate meeting speech for extractive summarization. In Proceedings 
of the NAACL HLT 2010 Workshop on Creating Speech and Language Data with Amazon’s 
Mechanical Turk (pp. 99-107). Association for Computational Linguistics. 
Markus, H. (1977). Self-Schemata and Processing Information About the Self. Journal of 
Personality and Social Psychology, 35 (2), 63–78. 
Markus, H. R. & Kitayama, S. (1991). Culture and the self: Implications for cognitive, 
emotion and motivation. Psychological Review, 98(2), 224-253. 
Martin, I. M., Stewart, D. W., & Matta, S. (2005). Branding Strategies, Marketing 
Communication, and Perceived Brand Meaning: The Transfer of Purposive, Goal–Oriented 
Brand Meaning to Brand Extensions. Journal of the Academy of Marketing Science, 33(3), 
275-294. 
Martin, K. D. & Smith, N. C. (2008). Commercializing social interaction: The ethics of 
stealth marketing. Journal of Public Policy and Marketing, 27(1), 45-56. 
Mason, R. B. & Wigley, G. (2013). The ‘Chav’ subculture: Branded clothing as an extension 
of the self. Journal of Economics and Behavioral Studies, 5(3). 
Mason, W. & Suri, S. (2011). Conducting behavioural research on Amazon’s Mechanical 
Turk. Behaviour Research Methods, 44(1), 1-23. 
McCracken, G. (1986). Culture and consumption: a theoretical account of the structure and 
movement of the cultural meaning of consumer goods. Journal of Consumer Research, 13(1), 
71-84. 
McCracken, G. (1988). The long interview. Sage, Newbury Park, California. 
McEwen, W. J. (2005). Married to the brand: Why consumers bond with some brands for 
life. Gallop Press: Princeton, NJ.  
McVeigh, R. & Diaz, M. D. (2009). Voting to ban same-sex marriage: Interests, values and 
communities. American Sociological Review, 74(6), 891-915. 
Mead, G. H. (1972). Mind, self and society: From the standpoint of a social behaviorist. 
University of Chicago Press, Chicago. 
Mick, D. G. (1986). Consumer research and semiotics: Exploring the morphology of signs, 
symbols, and significance. Journal of Consumer Research, 196-213. 
Mick, D. G., & Buhl, C. (1992). A Meaning-Based Model of Advertising Experiences. 
Journal of Consumer Research, 317–338. 
Milewicz, J. & Herbig, P. (1997). A quantitative analysis of the relative efficiency between 
overt and covert market signals. Journal of Marketing Theory and Practice, 5(4), 45-57. 
265 
 
Milne, G. R., Rohm, A. & Bahl, S. (2009). If it is legal, is it acceptable? Consumer reactions 
to online covert marketing. Journal of Advertising, 38(4), 107-122. 
Mitchell, A. A. & Olson, J. C. (2000). Are product attribute beliefs the only mediator of 
advertising effects on brand attitude? Advertising and Society Review, 1(1). 
Mok, C., & DeFranco, A. L. (2000). Chinese cultural values: Their implications for travel 
and tourism marketing. Journal of Travel & Tourism Marketing, 8(2), 99-114. 
Moore, T. E. (1982). Subliminal advertising: What you see is what you get. Journal of 
Marketing, 38-47. 
Mujtaba, B. & Jue, A. L. (2005). Deceptive and subliminal advertising in corporate America: 
Value adder or value destroyer. Journal of Applied Management and Entrepreneurship, 
10(1), 59-83. 
Muniz, A. M. & O’Guinn, T. C. (2001). Brand community. Journal of Consumer Research, 
27(4), 412-432. 
Nairn, A. & Fine, C. (2008). Who’s messing with my mind? The implications of dual process 
models for the ethics of advertising to children. International Journal of Advertising, 27(3), 
447-470. 
Nelson, M. R., Keum, H. & Yaros, R. A. (2004). Advertainment or Adcreeo game players’ 
attitudes toward advertising and product placements in computer games. Journal of 
Interactive Advertising, 5(1), 3-21. 
Newman, I. (1998). Qualitative-quantitative research methodology: Exploring the interactive 
continuum. SIU Press, Carbondale and Edwardsville. 
Nylund, D. (2007). Reading Harry Potter: Popular culture, queer theory and the fashioning of 
youth identity. Journal of Systemic Therapies, 26(2), 13-24. 
O’Loughlin, D., Szmigin, I. & Turnbull, P. (2004). Branding and relationships: Customer and 
supplier perspectives. Journal of Financial Services Marketing, 8(3), 218-231. 
Oakenfull, G., & Greenlee, T. (2004). The three rules of crossing over from gay media to 
mainstream media advertising: lesbians, lesbians, lesbians. Journal of Business 
Research, 57(11), 1276-1285. 
Oakenfull, G. K. & Greenlee, T. B. (2005). Queer eye for a gay guy: using market-specific 
symbols in advertising to attract gay consumers without alienating the mainstream. 
Psychology and Marketing, 22(5), 421-439. 
Oakenfull, G. K., McCarthy, M. S. & Greenlee, T. B. (2008). Targeting a minority without 
alienating the majority: advertising to gays and lesbians in mainstream media. Journal of 
Advertising Research, 48(2), 191-198. 
266 
 
Oakes, P. J. (1987). The salience of social categories. In Turner, J. C., Hogg, M. A., Oakes, P. 
J., Reicher, S. D. and Wetherell, M. S., 1989 (Ed.). Rediscovering the social group: A self-
categorization theory. Basil Blackwell, New York. 
O’Barr, W. M. (2013). ‘Subliminal’ advertising. Advertising and Society Review, 13(4). 
O’Donohoe, S. (2001). Living with ambivalence: Attitudes to advertising in postmodern 
times. Marketing Theory, 1(1), 91-108. 
Ohmae, K. (1990). The borderless world. Harper Collins, New York. 
Oliver, R. L. (1993). Cognitive, affective, and attribute bases of the satisfaction response. 
Journal of Consumer Research, 20(3), 418-430. 
Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63, 33-44. 
Opdenakker, R. (2006). Advantages and disadvantages of four interview techniques in 
qualitative research. In Forum Qualitative Socialforschung/Forum: Qualitative Social 
Research, 7(4). 
Oppenheimer, D. M., Meyvis, T. & Davidenko, N. (2009). Instructional manipulation checks: 
Detecting satisficing to increase statistical power. Journal of Experimental Social 
Psychology, 45(4), 867-872. 
Oyserman, D. (2007). ‘Social Identities and Self-Regulation,’ in Social Psychology: 
Handbook of Basic Principles, 2nd edn. In Arie W. Kruglanski and E. Tory Higgins, eds., 
New York: Guilford, 432–453. 
Ozdipciner, N. S., Li, X. & Uysal, M. (2012). Cross-cultural differences in purchase decision-
making criteria. International Journal of Culture, Tourism and Hospitality Research, 6(1), 
34-43. 
Paolacci, G., Chandler, J. & Ipeirotis, P. G. (2010). Running experiments on Amazon 
Mechanical Turk. Judgement and Decision-making, 5(5), 411-419. 
Papacharissi, Z. (2004). Democracy online: Civility, politeness, and the democratic potential 
of online political discussion groups. New Media & Society, 6(2), 259-283. 
Parkinson, P. (2011). A new way, ‘for kid’s sake’. Viewpoint, 7, 4. 
Patton, M. Q. (1990). Qualitative Evaluation and Research Methods 2nd ed. Sage, California. 
Patton, M. Q. (2002). Qualitative research and evaluation methods. Sage Publication, 
Thousand Oaks, California. 
Payne, A., Storbacka, K., Frow, P. & Knox, S. (2009). Co-creating brands: Diagnosing and 
designing the relationship experience. Journal of Business Research, 62(3), 379-389.  
Percy, L. (2011). Strategic Integrated Marketing Communication, Taylor and Francis, 
London. 
267 
 
Perry, C., Alizadeh, Y., & Riege, A. (1997, September). Qualitative methods in 
entrepreneurship research. In Proceedings of the Annual Conference of the Small Enterprise 
Association Australia and New Zealand (p. 547-567). 
Perry, C., Riege, A., & Brown, L. (1999). Realism’s role among scientific paradigms in 
marketing research. Irish Marketing Review, 12(2), 16-23. 
Petty, R. D. & Andrews, J. C. (2008). Covert marketing unmasked: A legal and regulatory 
guide for practices that mask marketing messages. Journal of Public Policy and Marketing, 
27(1), 7-18. 
Petty, R. E., & Cacioppo, J. T. (1986). The elaboration likelihood model of 
persuasion. Advances in experimental social psychology, 19, 123-205. 
Petty, R.D. (2013). From puffery to penalties: a historical analysis of US masked marketing 
public policy concerns. Journal of Historical Research in Marketing, 5(1), 10-26. 
Pope, M. (1995). The ‘salad bowl’ is big enough for us all: An argument for the inclusion of 
lesbians and gay men in any definition of multiculturalism, Journal of Counseling and 
development: JCD, 73(3), 301-304. 
Pornpitakpan, C. (2004). The persuasiveness of source credibility: A critical review of five 
decades’ evidence. Journal of Applied Social Psychology, 34(2), 243-281. 
Price, J. M. C. (2010). Open Coding; Selective Coding. In Mills, A., Durepos, G. and Wiebe, 
E. (Eds). Encyclopaedia of case study research vol. 2.Sage Publication, Thousand Oaks, 
California. 
Price, S. A. (1999). Understanding contemporary cryptography and its wider impact upon the 
general law. International Review of Law, Computers and Technology, 13(2), 95-126. 
Prime Access/PlanetOut Gay and Lesbian consumer study (2008), URL: 
http://www.primeaccess.net/c2_gpr.php 
Puntoni, S., Schroeder, J. E. & Ritson, M. (2010). Meaning matters: Polysemy in advertising. 
Journal of Advertising, 39(2), 51-64. 
Puntoni, S., Vanhamme, J. & Visscher, R. (2011). Two birds and one stone: Purposeful 
polysemy in minority targeting and advertising evaluations. Journal of Advertising, 40(1), 25-
42. 
Qu, S. & Dumay, J. (2011). The qualitative research interview. Qualitative Research in 
Accounting and Management, 8(3), 238-264. 
Quester, P, Neal, C, Pettigrew, S, Grimmer, M & Davis, T (2007). Consumer behaviour, 5th 
edn,. McGraw Hill, North Ryde. 
Ramakrishna, K. (2005). Delegitimizing global Jihadi ideology in Southeast Asia. 
Contemporary Southeast Asia, 27(3), 343-369. 
268 
 
Rarick, C., Falk, G., Barczyk, C. & Feldman, L. (2012). Marketing to Muslims: The growing 
importance of Halal products. Journal of the international academy for case studies, 18(2). 
Reed, A. (2002). Social identity as a useful perspective for self-concept-based consumer 
research. Psychology and Marketing, 19(3), 235-266. 
Reicher, S., Spears, R. & Haslam, S. A. (2010). The social identity approach in social 
psychology. In Wetherell, M. & Mohanty, C. T. (2010) Eds, The Sage handbook of identities. 
Sage Publications, London. 
Rezai, G., Mohamed, Z. & Shamsudin, M. N. (2012). Non-Muslim consumers’ understanding 
of Halal principles in Malaysia. Journal of Islamic Marketing, 3(1), 35-46. 
Ring, T. (2014). WATCH: God Frowns on U.S. for Condemning Ugandan Antigay Law, Says 
Pol, The Advocate, accessed 9 May 2014. URL: 
http://www.advocate.com/politics/2014/04/28/ watch-god-frowns-us-condemning-ugandan-
antigay-law-says-pol 
Robson, S. & Foster, A. (1989). Qualitative research in action. Hodder and Stoughton, 
London. 
Rosenbaum, M. (2005). The symbolic servicescape: Your kind is welcomed here. Journal of 
Consumer Behaviour, 4(4), 257-267. 
Rosengren, K. E. (2000). Communication: An introduction. Sage, London. 
Ross, M. W., Tikkanen, R., & Berg, R. C. (2014). Gay Community Involvement: Its 
Interrelationships and Associations With Internet Use and HIV Risk Behaviors in Swedish 
Men Who Have Sex With Men. Journal of homosexuality, 61(2), 323-333. 
Rotfield, H. J. (2008). The stealth influence of covert marketing and much ado about what 
may be nothing. Journal of Public Policy and Marketing, 27(1), 63-68. 
Rothenbuhler, E. W. (1998). The living room celebration of the Olympic games. Journal of 
Communication, 38 (4), 61-82. 
Round, G. D. J. & Roper, S. (2010). Exploring consumer brand name equity. Gaining insight 
through the investigation of response to name change. European Journal of Marketing, 
46(7/8), 938-951. 
Rubin, H., & Rubin, I. (1995). Qualitative interviewing: The art of hearing data. Sage, 
Thousand Oaks, California. 
Sale, J. E., Lohfeld, L. H., & Brazil, K. (2002). Revisiting the quantitative-qualitative debate: 
Implications for mixed-methods research. Quality and quantity, 36(1), 43-53. 
Samovar, L. A., Porter, R. E., McDaniel, E. R. & Roy, C. S. (2009). Communication between 
cultures. Wadsworth Publishing Company, Boston. 
269 
 
Santos, J. P., Seixas, D., Brandao, S. & Moutinho, L. (2012). Neuroscience in branding: A 
functional magnetic resonance imaging study on brands’ implicit and explicit impressions. 
Journal of Brand Management, 19(9), 735-757. 
Sawyer, A. G. (2006). Possible psychological processes underlying the effectiveness of brand 
placements. International Journal of Advertising, 25(1), 110-112. 
Scanlon, T. J., Luben, R. N., Scanlon, F. L., & Singleton, N. (1993). Is Friday the 13th bad 
for your health? BMJ: British Medical Journal, 307(6919), 1584. 
Schadewitz, N. & Jachna, T. (2007). Comparing inductive and deductive methodologies for 
design patterns identification and articulation. International Design Research Conference, 12-
15 November. 
Schindler, R. M., & Bickart, B. (2012). Perceived helpfulness of online consumer reviews: 
the role of message content and style. Journal of Consumer Behaviour, 11(3), 234-243. 
Schouten, J. W. & McAlexander, J. H. (1995). Subcultures of consumption: An ethnography 
of the new bikers. Journal of Consumer Research, 22, 43-61. 
Schwendinger, H. & Schwendinger, J. S. (1985). Adolescent subcultures and delinquency. 
Praeger, New York. 
Sender, K. (2006). Queens for a day: Queer eye for the straight guy and the Neoliberal 
project. Critical Studies in Media Communication, 23(2), 131-151. 
Sha, O. (2004). ‘An exploratory study of gay professionals’ clothing consumption 
behaviour’, DISSERTATION University of Guelph. 
Sha, O., Aung, M., Londerville, J. & Ralston, C. E. (2007). Understanding gay consumers’ 
clothing involvement and fashion consciousness. International Journal of Consumer Studies. 
31(5), 453-459. 
Shiv, B. & Fedorikhin, A. (1999). Heart and mind in conflict: The interplay of affect and 
cognition in consumer decision-making. Journal of Consumer Research. 26(3), 278-292. 
Simms, C. D. & Trott, P. (2006). The perceptions of the BMW Mini brand: The importance 
of historical associations and the development of a model. The Journal of Product and Brand 
Management, 15(4), 228-238. 
Simon, B., Pantaleo, G. & Mummendey, A. (1995). Unique individual or interchangeable 
group member? The accentuation of intragroup differences versus similarities as an indicator 
of the individual self versus the collective self. Journal of Personality and Social Psychology, 
69(1), 106-119. 
Singh, S. (2006). Cultural differences in, and influences on, consumers’ propensity to adopt 
innovations. International Marketing Review, 23(2), 173-191. 
Smith, J. & Firth, J. (2011). Qualitative data analysis: the framework approach. Nurse 
researcher, 18(2), 52-62. 
270 
 
Smith, E. A. & Malone, R. E. (2003). The outing of Philip Morris: Advertising tobacco to 
gay men. American Journal of Public Health, 93(6), 988-993. 
Smith, E. R. (1993). Social identity and social emotions: toward new conceptualizations of 
prejudice. Affect, cognition and stereotyping: Interactive processes in group perception. 
Academic Press 
Sostek, A. (2005). Gay advocates blast Ford’s pulling of ads. URL: 
http://www.commondreams.org/headlines05/1207-05.htm 
Spitzer, R. L. (2003). Can some gay men and lesbians change their sexual orientation? 200 
participants reporting a change from homosexual to heterosexual orientation. Archives of 
Sexual Behaviour, 32(5), 403-417. 
Spitzer, R. L. (2012). Spitzer reassesses his 2003 study of reparative therapy of 
homosexuality. Archives of Sexual Behaviour, 1-1. 
Sprott, D. E. (2008). The policy, consumer and ethical dimensions of covert marketing: An 
introduction to the special section. Journal of Public Policy and Marketing, 27(1), 4-6. 
Stephen, A. T., & Galak, J. (2012). The effects of traditional and social earned media on 
sales: A study of a microlending marketplace. Journal of Marketing Research, 49(5), 624-
639. 
Stets, J. E. & Burke, P. J. (2000). Identity theory and social identity theory. Social 
Psychology Quarterly, 63(3), 224-237. 
Stoecklin-Serino, C. M. & Paradice, D. B. (2009). An examination of the impacts of brand 
equity, security and personalisation on trust processes in an e-commerce environment. 
Journal of Organisational and End User Computing, 21(1), 1-36. 
Stoll, M. L. (2009). Boycott basics: Moral guidelines for corporate decision-making. Journal 
of Business Ethics, 84(1), 3-10. 
StopPress (2013). VW keeps it in the family. URL: 
http://www.stoppress.co.nz/blog/2013/10/vw-keeps-it-family  
Stover, C. & Morera, O. (2007). A confirmatory factor analysis of the attitude toward 
lesbians and gay men (ATLG) measure. Journal of Homosexuality, 52(3/4), 189-209. 
Stryker, S. & Serpe, R. T. (1994). Identity Salience and Psychological Centrality: Equivalent, 
Overlapping, or Complementary Concepts? Social Psychology Quarterly, 57 (1), 16–35. 
Subaru Case Study (2010). Entirely comfortable with its orientation: Subaru's successful 
history of gay/lesbian integrated marketing communications. URL: 
http://www.awpagesociety.com/images/uploads/Subaru_Case_Study.pdf 
Suchman, M. C. (1995). Managing Legitimacy: Strategic and institutional approaches. 
Academy of Management Review, 20, 571-610. 
271 
 
Suter, E. A. & Daas, K. L. (2007). Negotiating heteronormativity dialectically: Lesbian 
couples’ display of symbols in culture. Western Journal of Communication, 71(3), 177-195.  
Swanepoel, C., Lye, A. & Rugimbana, R. (2009). Virally inspired: A review of the theory of 
viral stealth marketing. Australasian Marketing Journal, 17(1), 9-15. 
Tabachnick, B. G. & Fidell, L. S. (2001). Using Multivariate Statistics (4th ed). Allyn and 
Bacon, Boston. 
Tajfel, H. & Turner, J.C. (1986). The social identity theory of intergroup behaviour. In 
Psychology of intergroup relations. 7-24. Ed. Worchel, S. & Austin, W. G.. Nelson-Hall 
publishers, Chicago, IL.  
Tajfel, H. (1982). Social identity and intergroup relations. Cambridge University Press, 
Cambridge. 
Tashakkori, A. and Teddlie, C. (1998). Mixed methodology: Combining qualitative and 
quantitative approaches. Sage Publications, Thousand Oaks. 
Tesch, R. (1990). Qualitative research: analysis types and software tools. Falmer Press, New 
York. 
The Independent (2007). ‘Bar wins right to ban heterosexuals’, URL: 
http://www.independent.co.uk/news/world/australasia/bar-wins-right-to-ban-heterosexuals-
450784.html 
Theus, K. T. (1994). Subliminal advertising and the psychology of processing unconscious 
stimuli: A review of research. Psychology and Marketing, 11(3), 271-290. 
Thomas, A. R. (2007). The end of mass marketing: or, why all successful marketing is now 
direct marketing. Direct Marketing, 1(1), 6-16. 
Thomas, D. R. (2006). A general inductive approach for analysing qualitative evaluation 
data. American journal of evaluation, 27(2), 237-246. 
Thomas, G. M. (2004). Building the buzz in the hive mind. Journal of Consumer Behaviour, 
4(1), 64-72. 
Thompson, C. J., Rindfleisch, A. & Arsel, Z. (2006). Emotional branding and the strategic 
value of the doppelganger brand image. Journal of Marketing, 70(1), 50-64. 
Thomson, M., MacInnis, D. J. & Park, C. W. (2005). The ties that bind: Measuring the 
strength of consumers’ emotional attachments to brands. Journal of Consumer Psychology, 
15(1), 77-91. 
Toulmin, S. (1958). The uses of argument. Cambridge University Press, Cambridge. 
Trau, R. N. C. & Hartel, C. E. J. (2007). Contextual factors affecting quality of work life and 
career attitudes of gay men. Employee Responsibilities and Rights Journal, 19(3), 207-219. 
272 
 
Tsai, W. H. S. (2011). How Minority Consumers Use Targeted Advertising as Pathways to 
Self-Empowerment. Journal of Advertising, 40(3), 85-98. 
Tsoukas, H. (1989). The validity of idiographic research explanations. Academy of 
Management Review, 14(4), 551-561. 
Tucker, E. W. & Potocky-Tripodi, M. (2006). Changing heterosexuals’ attitudes toward 
homosexuals: A systematic review of the empirical literature. Research on Social Work 
Practice, 16(2), 176-190. 
Turner, J. C. (1987). Rediscovering the social group: A self categorization theory. Oxford, 
Blackwell. 
Turner, J.C., Oakes, P.J., Haslam, A. & McGarty, C. (1994). Self and collective: Cognition 
and social context. Personality and Social Psychology Bulletin, 20(5), 454-463. 
Tuten, T. L. (2005). The effect of gay-friendly and non gay-friendly cues on brand attitudes: 
A comparison of heterosexual and gay/lesbian reactions. Journal of Marketing Management, 
21(3-4), 441-461. 
Ullah, P. (1987). Self definition and psychological group formation in an ethnic minority. 
British Journal of Social Psychology. 26(1), 17-23. 
Um, N. H. (2012). Seeking the holy grail through gay and lesbian consumers: An exploratory 
content analysis of ads with gay/lesbian-specific content. Journal of Marketing 
Communications, 18(2), 133-149. 
Van de Ven, P., Kippax, S., Crawford, J., French, J., Prestage, G., Grulich, A., Kaldor, J. & 
Kinder, P. (1997). Sexual practices in a broad cross-sectional sample of Sydney gay men. 
Australian and New Zealand Journal of Public Health, 21(7), 762-766. 
Velliquette, A. M. (2000). Modern primitives: the role of product symbolism in lifestyle 
cultures and identity. DISSERTATION University of Arkansas. 
Veloutsou, C. & Moutinho, L. (2009). Brand relationships through brand reputation and 
brand tribalism. Journal of Business Research, 62(3), 314-322. 
Verplanken, B. & Holland, R. W. (2002). Motivated decision-making: Effects of activation 
and self-centrality of values on choices and behavior. Journal of Personality and Social 
Psychology, 82(3), 434-447. 
Verwijmeren, T., Karremans, J. C., Stroebe, W. & Wigboldus, D.H.J. (2010). The workings 
and limits of subliminal advertising: The role of habits. Journal of Consumer Psychology, 
21(2), 206-213. 
Vicario, B. A., Liddle, B. J. & Luzzo, D. A. (2005). The role of values in understanding 
attitudes toward lesbians and gay men. Journal of Homosexuality, 49(1), 145-159. 
Walls, N. E. (2010). Religion and support for same-sex marriage: Implications from the 
literature. Journal of Gay & Lesbian Social Services, 22(1-2), 112-131. 
273 
 
Webb, J.R. (1995). Understanding and designing marketing research. The Dryden Press, 
London.  
Webster, F. E. & Lusch, R. F. (2013). Elevating marketing: Marketing is dead! Long live 
marketing! Journal of the Academy of Marketing Science, 41(4), 389-399. 
Wei, M. L., Fischer, E. & Main, K. J. (2008). An examination of the effects of activating 
persuasion knowledge on consumer response to brands engaging in covert marketing. Journal 
of Public Policy and Marketing, 27(1), 34-44. 
Weiss, R. S. (1994). Learning from strangers: The art and method of qualitative interview 
studies. The Free Press, New York. 
Whitley, B. E. (2009). Religiosity and attitudes towards lesbians and gay men: A Meta-
Analysis. The International Journal for the Psychology of Religion, 19(1), 21-38. 
Wicks, D. (2010). Axial Coding. In Mills, A., Durepos, G. and Wiebe, E. 
(Eds).Encyclopaedia of case study research (Vol 2).Sage Publication, Thousand Oaks, 
California. 
Wiegand, K., Johnson, C. D., Dawson, B. & Ward, M. (2008). The effects of sensitive 
symbols on class project selection decisions. Equal Opportunities International, 27(4), 355-
371. 
Williams, F. (2007). Damn the AFA: Aussie Ford ads feature gay couples, The Truth About 
Cars, accessed 5 August 2013, URL: http://www.thetruthaboutcars.com/2007/11/damn-the-
afa-aussie-ford-ads-feature-gay-couples/ 
Williams, K., Petrosky, A., Hernandez, E. & Page, R. (2011). Product placement 
effectiveness: revisited and renewed. Journal of Management and Marketing Research, 7(2), 
1-24. 
Wood, P. B. & Bartkowski, J. P. (2004). Attribution style and public policy attitudes toward 
gay rights. Social Science Quarterly, 85(1), 58-74. 
Wright, P. (1975). Consumer choice strategies: Simplifying vs. Optimizing. Journal of 
Marketing Research, 12, 60-67. 
Yin, R. K. (2006). Case study methods, in Green, J. L., Camilli, G., Elmore, P. B., 
Skukauskaite, A. & Grace, E. 2006.Handbook of Complementary Methods in Education 
Research. American Educational Research Association, Washington D. C. 
Zajonc, R. B. (1980). Feeling and thinking: preferences need no inferences. American 
Psychologist, 35(2), 151-175. 
Zeithaml, V. A. (1988). Consumer perceptions of price, quality and value: A means-end 
model and synthesis of evidence. The Journal of Marketing, 52, 2-22. 
Zernigah, K. I. & Sohail, K. (2012). Consumers’ attitude towards viral marketing in Pakistan. 
Management and Marketing, 7(4). 
274 
 
Appendix	A	 	
275 
 
Subliminal advertising/marketing 
 
Subliminal can be defined as ‘the absence of evidence that the individual is aware of the 
impinging stimulus before its effect is felt’ (Silverman, 1976, p. 311). As such, subliminal 
advertising techniques are purported to ‘influence consumer behaviour by subconsciously 
altering preferences or attitudes toward consumer products’ (Moore, 1982, p. 38). Subliminal 
advertising was first introduced in 1957 where words such as ‘eat popcorn’ and ‘drink Coca-
Cola’ were flashed on theatre screens to affect movie goers into purchasing from the theatre 
snack bar (O’Barr, 2013; Karremans, Stroebe & Claus, 2006; Moore, 1982). Although the 
experimental results were never validly replicated and deemed a hoax, the concept of 
subliminal became a new and unconventional way of persuading consumers (Verwijmeren, 
Karremans, Stroebe & Wigboldus, 2010). Wilson Bryan Key conducted tests where over 
1000 adults were tested with gin advertisements embedded with sexuality and results claimed 
that 62 percent of the subjects had feelings of sexual stimulation or excitement (Theus, 1994). 
Cigarette advertisements from 1957 showed people smoking as a reward for getting the job 
done, with characters displaying virile maturity and soft pedalling negative medical claims 
(Packard, 1981). 
Subliminal advertising works by affecting the consumer’s subconscious and unguarded 
attitude towards received materials in entertainment-based media (O’Barr, 2013; Petty, 2013; 
Verwijmeren et al, 2010; Martha and Smith, 1994). The message in subliminal strategies was 
explicit, presented below the threshold of conscious awareness, although the use of 
visual/implicit semiotics has become widely practiced (see figure 1) (Petty, 2013). Increasing 
subliminal stimulus produces some positive affective reaction to the stimulus while some 
have argued over the existence of subliminal advertising techniques and if it is effective in 
persuading consumers to buy the products (Moore, 1982). Studies have shown used 
subliminal techniques and embeds have not been able to elicit the desired behaviour but other 
research have found purchase probability linked to consumers’ state of mind (Petty, 2013; 
O’Barr, 2013; Broyles, 2006; Karremans, Stroebe & Claus, 2006).  
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Figure 1: Message/mindset strategic grid (subliminal advertising) 
 
For example, in 2007 a McDonald’s logo flashed on screen during the airing of Iron Chef, a 
program on the Food Network (O’Barr, 2013). Upon reviewing the programme frame by 
frame, McDonald’s logo did appear for only 1/30th of a second (O’Barr, 2013). A 
spokesperson from both the Food Network and McDonald’s denied the use of subliminal 
messaging but such an incident feeds into public perception the idea of subliminal 
advertisements and other ‘beneath-the-level-of-consciousness communication’ (O’Barr, 
2013). This covert approach adopts the idea that subliminal messages can possibly affect the 
behaviour of consumers (Ferraro, Bettman & Chartrand, 2008; Chartrand, Huber, Shiv & 
Tanner, 2008) or affect behaviour that is symbolically associated with the brand (Fitzsimons, 
Chartrand & Fitzsimons, 2008). Besides the use of visual cues, the use of smells can also 
subliminally affect behaviour. A study found ambient aromas can impact on casino gamblers’ 
behaviour, with greater amount gambled compared to before and after the use of the odorant, 
and against the controlled group (Hirsch, 1995).  
Some researchers (Champion & Turner, 1959; Calvin & Dollenmayer, 1959; Vernon & 
Badger, 1959; Byrne, 1959; George & Jennings, 1975) have discounted the subliminal effect 
and attempts to replicate the initial subliminal tests have failed. According to Champion and 
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Turner (1959) a film was shown with a subliminally inserted slide of a bowl of rice labelled 
‘Wonder Rice’ and yet there were no significant recall between controlled test groups. Calvin 
and Dollenmayer (1959) flashed instructions in a guessing game but the instructions did not 
influence choice behaviour when presented subliminally. Hershey’s chocolates were 
presented subliminally to an experimental group but not a control group and yet choice 
behaviour was not supported (George & Jennings, 1975). The word ‘beef’ was flashed in a 
film to viewers and although the group exposed to the subliminal suggestion were hungrier 
than those in the control group, they did not necessarily chose beef sandwiches (Bryne, 
1959). This research demonstrated that the proposed subliminal effect may not necessarily 
result in motivation to or purchase of the subliminal brand (Byrne, 1959). This has resulted in 
the lack of knowledge to link subliminal advertising to the accomplishing the set marketing 
objectives, rendering the method as hype rather than substance (Petty, 2013; O’Barr, 2013; 
Broyles, 2006; Karremans, Stroebe & Claus, 2006). The discussion of subliminal effect has 
continued without effect, but it did lead marketers to consider the use of alternate strategies 
that tapped on the susceptibility of consumers’ subconscious minds: product placement. 
 
Product placement 
 
Product placement has been described as a form of advertising and promotion in which 
products are placed in television shows and/or movies to gain exposure (Auty & Lewis, 2004; 
Balasubramanian, Karrh & Patwardhan, 2006; d’Astous & Chartier, 2000; Law & Braun, 
2000; Samuel, 2004; Belch & Belch, 2001). It is the inclusion of brand or brand identifiers, 
such as logos or copyrighted symbolisms within mass media programming (Karrh, 1998). 
Effectively, product placement is a form of covert marketing as it shows the products in 
desirable use but not intentionally hiding the brand (Martin & Smith, 2008). Besides the 
advantages of cost effectiveness, width of message reach, longevity of message life and 
implied endorsements, product placement is believed to be effective when the brand featured 
melds seamlessly with the context in which they are placed and are recalled among audiences 
better than through traditional advertising methods (Wei, Fischer & Main, 2008; Tsai, Liang 
& Liu, 2007; Bhatnagar, Aksoy & Malkoc, 2004). It is a subliminal advertising method that 
establishes the link between a movie or television and the product placed in it (Russell, 
1998). The seamless placement of brands within the visual medium presents explicit 
information in a relevant context to tap the subconscious minds of consumers, although most 
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consumers today are aware of such tactics that they are less likely to react to the strategic 
collaboration (see figure 5) (Russell, 2002).  
 
Increased use of product placement may be linked to many factors, such as fragmentation of 
the media, growth of the Internet, the demise of traditional media and the advent of new 
media (Thomas & Kohli, 2011). Interactive media allows consumers to bypass needless 
advertising clutter on traditional media, rendering the traditional advertising less effective 
(Stewart & Pavlou, 2002). Studies have shown too that brand placement increases brand 
recall by enhancing the brand accessibility in consumers’ minds, becoming part of an evoked 
set and producing greater brand preference effects (Sawyer, 2006; Law & Braun, 2000). 
Using real brands in placement adds realism to the plot, especially if the brand is exposed in 
line with the movie or television program and not repeated to expose the commercial 
motivation (Balasubramanian, Karrh & Patwardhan, 2006; Martin & Smith, 2008; Kuhn, 
Hume & Love, 2010).  
 
Product placements was first noticed in Jules Verne’s 1873 novel ‘Around the world in 80 
days’ as transport and shipping companies lobbied to be mentioned in his story (Osterholm, 
2013). The 1927 silent film ‘Wings’ was noted to have product placed ‘Hershey’s 
Chocolate’, while the movie ‘M’ released in 1931 displayed ‘Wrigley’s PK Chewing Gum’ 
(Business Pundit, 2011). However, these placements could simply be coincidental as it was 
not known whether the brands had paid for the privilege to be incorporated within the work 
(Argan, Velioglu & Argan, 2007). The lucrative industry of product placement had its first 
taste in 1951 when ‘Gordon’s Gin’ paid the film ‘The African Queen’ to have Katherine 
Hepburn’s character toss their product overboard (Olsen & Lanseng, 2012). Since then, 
product placement of brands had gone from being subtle inclusions to expected role in 
popular culture (Russell, 2002). For example, James Bond films are littered with product 
placements associated with the male target audience, introducing new gadgets and positively 
reinforcing brands with the suave spy with the licence to kill (Sancton, 2012).   
 
However, research also indicates that there are no attitudinal effects on product placement 
while others showing influence dependent on placement type, plot integration, attitude 
towards placement vehicle as well as the program character’s attitudes to placed products and 
attachment to the characters (Kuhn, Hume & Love, 2000). Moreover, it has been found that 
although product placement may influence brand preference and purchase intention, it is not 
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necessarily proven if it affects purchase behaviour (Kuhn, Hume & Love, 2000). Research 
tests on product placements show inferences often do not converge across empirical studies, 
practitioner sentiments or qualitative inquiries (Balasubramanian, Karrh & Patwardhan, 
2006). On a subconscious level, attitudes, feelings and evaluations can be affected but it may 
not lead to actual purchase (Russell, 2002).   
 
While product placement makes no call to action, viewers may make inferences about the 
product (Hudson & Hudson, 2010). If the product is presented in a way that creates puffery or 
false promises then the covert nature of the placement is deemed deceptive (Kuhn, Hume & 
Love, 2010). However, many consumers today are becoming quite savvy and are able to 
reduce potential for covertness and deception (Goodman, 2006). Consumers expect the 
inclusion of brands within popular culture as part of the realism that is essential to 
storytelling (Russell, 2002). This indicates a shift in product placement from a strategically 
covert and subconscious tactic to a socially acceptable overt and conscious method to target 
consumers (figure 2).  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2: Message/Mindset strategic grid (Product Placement) 
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The ethical concerns surrounding the use of product placement are constantly raised (La Ferle 
& Edwards, 2006; Wenner, 2004). The masking of commercial intent affects consumers’ 
ability to counter persuasive messages and raises the question of consent in marketing (Kuhn, 
Hume & Love, 2010; Martin & Smith, 2008). According to Miller (1990) product placement 
commercialises entertainment and influences vulnerable groups, such as children and minors. 
However, because the advertising approach is deemed legal, ethical or unethical it is 
perceived by advertising practitioners as acceptable (Drumwright & Murphy, 2004).  
 
As consumers become more media savvy and brand inserts in entertainment becoming more 
commonplace, product placement is losing its covert cover (Russell, 2002). This has resulted 
in consumers becoming guarded against brand placements, reducing its effectiveness as a 
covert strategy (Russell, 2002). This may result in certain consumers feeling alienated as they 
are disassociated with the portrayed brand image (Gupta & Gould, 1997). Product placement 
may then be perceived as no different from overt advertising and part of the overall 
promotional clutter in the media (Williams, Petrosky, Hernandez & Page, 2011). In addition, 
there are other downsides to using product placement, including negative association with 
character, lack of control and difficulty in pricing product placement (Williams et al, 2011). 
With consumers become more aware of covert techniques on traditional mediums such as 
broadcast and print, and the shift of consumerism towards the online and social networking 
platforms, a new covert approach surfaced. Marketers began to adopt viral/buzz marketing as 
the way to covert targeting.  
 
Viral/Buzz marketing 
 
Buzz marketing is defined as ‘the amplification of initial marketing efforts by third parties 
through their passive or active influence’ (Thomas, 2004. P. 64). A buzz marketing 
experience is a created event, a form of word-of-mouth (WOM) that relies on live dialogues 
between consumers offline, or viral marketing when online, to spread the word about a brand 
or service (Ahuja, Michels, Walker & Weissbuch, 2007). For example, Queensland 
Tourism’s ‘best job in the world’ campaign advertised for one lucky person to take on the job 
as ‘caretaker’ of an island in the Great Barrier Reef for $150,000 (Johanson, 2013). The 
campaign cost $1 million but received 34,000 applicants from 200 countries and 
unprecedented amount of international publicity that generated $200 million overall 
(Johanson, 2013). 
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Since the 1950s researchers have shown that WOM not only influences consumers’ choices 
and purchase decisions but also shapes pre-usage attitudes and post-usage perceptions of the 
product or service (Palka, Pousttchi & Wiedemann, 2009; Davidow, 2003). In the 21st 
century, unlike everyday WOM unstructured and unpredictable conversation, buzz marketing 
focuses on the brand’s product distribution, advertising and market research (Ahuja et al, 
2007). Buzz marketing commercialises word-of-mouth communications, giving these 
conversations a business dimension not found in everyday conversations (Ahuja et al, 2007).  
 
Word-of-mouth has evolved into specific marketing tactic in the form of buzz marketing 
(Walter, 2006). Buzz marketing is a multi-dimensional communication process that involves 
sending persuasive messages out via buzz agents (senders) to buzz targets (receivers) in the 
form of word-of-mouth (offline and online) (Ahuja et al, 2007). Buzz agents can perform 
many marketing tasks, including advertisers, distributors, researchers and influencers in the 
consumer decision-making process. Also these agents are assuming the role of marketing 
distributors or salespersons, serving as ‘brand ambassadors’, touting the benefits of a brand 
they like to others and passing out free samples (Ahuja et al, 2007). If the agent does not want 
to spread the word, they can keep the product, which has a direct marketing component by 
placing the products, ideas or marketing material in the hands of the target audience. This 
also provides the marketing research data to the buzz agency and clients in the form of ‘buzz 
reports’ (Ahuja et al, 2007).  
 
Some researchers have coined buzz marketing the same as viral marketing, while others 
separate the two based on the communication mediums used (Thomas, 2004; Swanepoel, Lye 
& Rugimbana, 2009; Davidow, 2003; Ahuja, Michels, Walker & Weissbuch, 2007). Both 
methods focus on the use of WOM as a basis of communication do not disclose the 
relationship between the organisation and buzz agents (Balter & Butman, 2006) but uses 
different communication platforms to target their audiences. Buzz marketing can be spread 
using a range of mediums, including traditional word of mouth or physical interaction, such 
as sharing coupons or merchandise with friends while viral marketing is exclusively spread 
using an electronic medium (Ahuja et al, 2007). 
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According to Swanepoel, Lye and Rugimbana (2009), the term ‘viral marketing’ was coined 
by Steve Jurvetson and Tim Draper in 1996 as a marketing strategy they developed for the 
free email service Hotmail, where each email originating from a Hotmail account was 
appended with the tag line ‘Get your private, free email from Hotmail at 
http://www.hotmail.com‘. With the growth of technology and increased adoption of the 
internet, the opportunity existed for the WOM strategy to tap onto the exponential reach of 
the online world (Swanepoel, Lye & Rugimbana, 2009). Unlike a computer virus which 
infiltrates unwitting users’ computer and network systems, viral marketing encourages 
individuals to propagate a message, creating the potential for exponential growth in the 
message’s exposure and influence (Bampo, Ewing, Mather, Stewart & Wallace, 2008). 
Additional examples of viral marketing includes Burger King’s subservient chicken that ran 
successfully from 2004 to 2007 (Ferguson, 2008) as well as BMW’s webisodes that offered 
short film clips featuring their cars, well known actors and directors (Osterholm, 2013).   
 
Viral approaches have numerous advantages over more traditional mass media (Touibia, 
Stephen & Freud, 2011). There is a natural selection process embedded in the way the 
message is propagated as communication is more targeted, cutting through the clutter 
(Kaikati & Kaikati, 2004; De Bruyn & Lilien, 2008; Dobele, Toleman & Beverland, 2005). 
The speed of diffusion is higher online with a reduced likelihood for the message to be 
altered by senders, upholding the message integrity (De Bruyn & Lilien, 2008). And if the 
message has an embedded call to action, then the conversion rate is potentially more 
quantifiable than in other forms of mass communication (Ewing, 2009; Bampo, Ewing, 
Mather, Stewart & Wallace, 2008). Viral communication also affords the marketer a greater 
degree of creative license through a message delivery medium that is more intimate and 
personalised, thereby increasing the likelihood of reaching ‘hard-to-get’ audience members 
(Bampo et al, 2008, p. 247). In addition, viral marketing also lowers expense due to social 
referrals of the brand message, which are usually forwarded voluntarily (Dobele, Toleman & 
Beverland, 2005). Because the message will most likely be forwarded to those most relevant 
within the social circle, it is deemed effective targeting (Dobele, Toleman & Beverland, 
2005). 
 
A variable of the viral strategy incorporating a covert nature became popular when 
consumers became overwhelmed by increased promotional clutter (Swanepoel, Lye & 
Rugimbana, 2009). Viral stealth marketing is an electronic word of mouth communication 
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that is spread in an exponential and contagious manner using the highly effective platform of 
the electronic medium (Swanepoel, Lye & Rugimbana, 2009). This method seeks to disguise 
the relationship between the individuals conveying the message and the organisation 
endorsing it, thus creating a more subtle form of communication which reaches consumers on 
a more personal level to influence their buying behaviour (Swanepoel, Lye & Rugimbana, 
2009). With increased use of social networking media such as Facebook and Twitter, it is 
difficult to distinguish between social comments versus undisclosed paid promotional 
messages (Swanepoel, Lye & Rugimbana, 2009). An example of successful viral stealth 
campaign was the internet hype about the ‘Blair Witch’ tape, which led to the release of the 
film ‘Blair Witch Project’, yielding $245 million worldwide (Dobele, Lindgreen, Beverland, 
Vanhamme & van Wijk, 2007).  
 
It is important to note that not all viral or buzz marketing is also stealth marketing 
(Swanepoel, Lye & Rugimbana, 2009). Viral or buzz marketing can only be considered 
stealth marketing if it involves the aspect of non-disclosure (Swanepoel, Lye & Rugimbana, 
2009). Both viral marketing and viral stealth marketing have emerged as alternative 
marketing techniques, relying on a more subtle and personal approach to traditional forms of 
advertising. Perhaps the most attractive feature of viral marketing as a marketing technique is 
that it utilises pre-existing social networks to engender exponential increases in brand 
awareness (Swanepoel, Lye & Rugimbana, 2009).  
 
The key factor that makes such interactive communication strategies successful lies in source 
credibility (Hovland & Weiss, 1951; Giffin, 1967; Pornpitakpan, 2004). The sender of 
marketing messages plays an important role to the success of advertising campaigns (Holm, 
2006). With consumers become more aware of advertising tactics, the shift has been placed in 
source credibility, which is the extent to which the recipient perceives the source as having 
appropriate knowledge or expertise and the level of trustworthiness in providing unbiased and 
objective information (Giffin, 1967; Gotlieb & Sarel, 1991; Belch & Belch, 2001). When the 
credibility of the source is questioned, viral marketing will fail to spread (Gotlieb & Sarel, 
1991; Swanepoel, Lye & Rugimbana, 2009). With increased viral marketing activities 
through social media, marketers are focusing on the attribute of attractiveness, reflecting the 
extent to which the recipient identifies with the source, such as familiarity and likeability 
(Swanepoel, Lye & Rugimbana, 2009). Unlike product placement, where celebrities and 
famous characters subtly expose consumers to brand persuasion, viral relies on 
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trustworthiness and credibility among friends and social networks (Brown, Broderick & Lee, 
2007). Without disclosing message associations with advertising and tapping onto the 
unguarded minds of potential consumers, viral stealth takes over the position product 
placement once occupied within the message/mindset grid (see figure 3). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3: Message/Mindset strategic grid (Viral Stealth Marketing) 
 
With any covert approaches, there are the ethical concerns of non disclosure to consumers 
(Swanepoel, Lye & Rugimbana, 2009; Phelps, Lewis, Mobilio, Perry & Raman, 2004). 
Although viral marketing is generally regarded as a legitimate and ethical marketing 
technique, stealth marketing involves people who are paid to promote a brand, product or 
service surreptitiously, in that they do not disclose their relationship with the organisation 
promoting it (Balter & Butman, 2006). Commercialising the conversation raises issues on 
disclosure as it raises scepticism and guarded behaviour among consumer. (Ahuja, Michels, 
Walker & Weissbuch, 2007). This may result in a feeling of betrayal or distrust among 
consumers, which can lead to the abandonment of the brand (Lantieri & Chiagouris, 2009).  
 
Alienation of consumers is likely to occur with viral marketing strategies too. In order to 
attract sufficient attention to the message to make it viral, brands may alienate their wider 
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audience and lose their longer term strategic direction (Kirby, 2006). For example, Ford’s 
SportKa ‘evil twin’ television campaign showed a cat being decapitated by the sun roof of the 
car, linking the brand to a morally objectionable joke that goes too far (Hoedemaekers, 2011). 
Although the method brings a certain level of success with targeted consumers, important 
information as to why consumers propagate viral marketing messages, such as emotional 
engagement with the message or why consumers seek or provide an opinion for word-of-
mouth networks is difficult to obtain without directly interviewing or surveying the consumer 
(Bampo et al, 2008). This will risk exposing such practices among consumers, which will 
uncover the covert nature of the strategy (Swanepoel, Lye & Rugimbana, 2009). With easier 
access to the Internet and information online, it is very easy for consumers to find and expose 
viral strategies.  
 
In additional, the WOM nature of viral can take both a positive or negative trajectory due to a 
lack of control, which may lead to the brand being placed in an inept position in consumers’ 
minds (Zernigah & Sohail, 2012). For example, Hyundai’s viral campaign attempt at 
promoting their ix35 car with ‘100 per cent water emissions’ was heavily criticised for 
incorporating suicide into their creative execution (Wilkinson, 2013). The advertisement 
featured a man in a car with windows taped up and a hose from the exhaust pipe into the 
cabin. Although the advertisement showed the suicide attempt was unsuccessful, the clip was 
deemed offensive and distressing to the community (Wilkinson, 2013). In the era of increased 
consumer power, it can be detrimental to a brand’s existence if negative publicity coupled 
with social network pressure shape consumers’ attitudes (Zeng, Huang & Dou, 2009; Darke 
& Ritchie, 2007).  
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Gay Supportive 
Gays are normal 
2. gay couples also have normal, happy, healthy relationships  
33. What is wrong with two men loving each other. What is wrong with using two men to promote safe sex. 
105. It is normal, natural. 
107. So in what world is this not natural? 
Stop homophobia 
22. Generally when somebody such as yourself has such negative attitude about homosexuality it usually breeds 
the same kind of thinking into all those in the same household, including children. Are you wanting your 
children to grow up as intolerant and hateful as you are? 
39. Open your minds and hearts, and face the reality that discrimination in any form is NOT OK! It is not about 
one group getting more rights than another; its about all groups having the same rights to live as they see fit. 
40. Please educate yourself before making stupid homophobic comments in public. There are currently more 
than 33 million people in the world living with HIV and the majority of them are straight people, including men, 
women and children. 
45. I certainly hope you are not raising children to follow in your bigoted footsteps. 
165. Its time for the minority groups in this country to wake up, stop the homophobia and for the extremist 
religious groups to stop their hate campaigns against the gay community. 
166. I’m much more concerned about my young daughter seeing some of the ‘acceptable’ marketing aimed at 
her age range, and much much more concerned about her seeing some of the hateful ways in which people treat 
each other.  
188. I have gay friends who I love. My child has gay friends. Gay and lesbian teenagers are committing suicide 
because of homophobia. Stop killing our kids. Stop homophobia. 
Being gay is not a choice  
25. You have no idea do you! Just the same as you ‘decided’ to be heterosexual! Ask any gay or lesbian person 
and they will tell you honestly they knew something was different from a very young age - well before the onset 
of puberty too! Get a grip and deal with it? As if anyone would choose to be gay and have people like you 
ridicule us! 
Acceptance regardless of sexuality 
95. I am straight but happen to have a son that is gay. Should I love him any less because of how he lives? No 
because the love is unconditional. 
120. I’m proud also, to have kids who accept others for who they are. 
187. BTW both my children are heterosexual but both know that if either were homosexual they would have the 
full support of their parents. We would love them for the people they were no matter what their sexuality was. 
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209. I want her knowing in the deepest part of herself that she is valuable regardless of who she loves...and 
when she is a teenager or young adult and working out her sexuality. If she is lesbian or bisexual then she will 
not have to feel ashamed or fearful of that (at least not with me). 
Others 
19. I believe the kindest genuine people in the world are the people who are gay  
23. Get an education! 
119. Joy! The vocal, hateful minority lose. The brave homosexual community, their families, friends and 
colleagues win. 
155. Hope to see some expression of same-sex free love as in her (Kylie) video. You go girl. 
173. The gay community would on average be far more astute than the idiots posting bogan 1950’s arguments 
this evening. Gays are very special adults and children, surviving years of adverse comment and innuendo.  
Gay-indifferent 
Objective perspective 
6. I am a straight person however being straight or gay should not matter one bit. 
49. Whilst i have no issues with the gay community 
27. Nobody can force them to like gays but we all need to be accepting of each other and they are just going to 
have to deal with that. 
94. I think in a lot of people’s minds it’s not anything against gays 
136. Not all people have the same tastes, interests or sexual preferences 
156. Some people need to get over themselves and accept the fact that there are straight people and there are gay 
people 
176. However, I do not condone homosexualism but I tolerate it 
Not religious nor homophobic 
8. I must admit, I’m not a big fan of religious persons, and I’m certainly no homophobe 
14. I am a older Christian women and have supported people in their fight to find their identity. And come to 
terms with their choices. I try to advise them to be safe I don’t like their lifestyle but I they have to live with it 
56. I am a straight, Australian of Anglo/European descent, I am from a christian background, I am married and 
have two children, I am light green and middle of the road in my political views. I want to be free to express my 
opinion without being told I am a homophobic, racist, left wing, right wing, fanatical tree hugging anarchist 
60. I’m far from religious and by no means a homophobe 
91. I love ALL people not matter their choices of partner, job, hair colour, etc. 
99. All sexes & sexual preferences 
295 
 
Being gay is not the issue 
7. gay people live among us, so do murderers, drunks, those who abuse children, the elderly, what does she do 
about those 
78. . I am father to 2 young boys who have not once questioned the ad. I don’t have a problem with this ad as it 
is no worse than many other ads out there. 
85. If that is a persons choice people should except it 
109. ‘These people’ as you so kindly refer to them as, are human beings just like you and I! They have feelings 
such as love,happiness, hurt and hate 
144. Its what I want for my children when I have them! 
168. As a straight man myself 
175. I am heterosexual, but have many gay friends and 
181. Also, same gender sex is more common than many people on here, obviously, are aware of... It is not just 
limited to the openly gay 
Gay-intolerant 
Being gay is abnormal 
11. IT IS NOT NORMAL!! and dont feed me that crap that "gays are born that way" they simply are not and 
choose to be gay. 
81. As a parent I would strongly consider taking legal action if this type of thing was to appear at a bus stop my 
children use. It’s not natural, it’s not healthy, it’s not normal and it’s not on. 
161. and no matter how much you argue for it and dress it up homosexuality is NOT normal 
Disgusting, unacceptable behaviour 
90. Why do we have to have the disgusting behaviours of these people shoved down our throats at every corner. 
69. I call it a public health hazard. Some people are willing to slide on this issue and not highlight the high risk 
and irresponsible behaviour of male homosexuals 
83. It is society’s permissive attitudes which are causing the spread of this unnatural disease, not the actions of 
the majority who do NOT support or condone permissive conduct and behaviour 
117. Never mind children seeing this advert, my husband and I wanted to throw up over it. Gays will never be 
fully tolerated in this society 
122. and while it may be accepted in some quarters not one parent I know wants his or her daughter or son to be 
homosexual 
148. What a disgusting billboard and disgusting mindset to promote gay behaviour..What is Australia thinking? 
Immoral  
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41. Rome fell through immorality without the help of mass media, so I suspect that Australian as we know it, is 
on it’s way out, and fast! 
201. The allowance of this type of advertising starts us down the slippery slope with no return I dont care if your 
gay, keep it to yourself and everyone will be happy 
Others 
128. ..and I’ll keep defacing them until they’re gone... 
147. . Its not somehting i want to see at all. 
18. Why is it that the only opinion allowed these days is to be pro gay 
 
Dispels Gay stereotyping 
Not all gay men patronise gay venues  
32. Not all gay men congregate in ‘grottos’ of gay nightclubs in the wee hours of the night. 
39. "WHy not have the posters in gay nightclubs" - do you people realize that gay and lesbian people DON"T 
just all hang out together in gay nightclubs and have promiscuous sex with each other? 
 
Gay men are no different from the rest of society 
63. you probably sit next to people on the bus from the LGBT community all the time. Believe it or not, we do 
actually live normal lives and have normal habits just like you. tacky just a bit of brisbane 
204. You people just don’t get it though. As evidenced by numerous polls and even the comments here more 
people support gays being treated the same as everyone else and it is you in the minority. 
HIV/AIDS is a not just gay disease 
61. I am amazed at the number of commentators who still see HIV/AIDS as being a "gay disease". ANYONE of 
any sexual persuasion can contract HIV 
165. Firstly homosexuality actually IS normal. Secondly AIDS is not just a gay disease, it is quite rampant 
within the heterosexual community as well. 
Being gay is not a choice 
82. Religion is a choice, sexual persuasion is not 
107. How many gay animals do we see? I do believe it is semi-common. Non-reproductive sexual activity has 
been recorded in over 500 species to date. This includes primates, penquins, swans, dolphins, lizards and the list 
goes on.... 
115. You ask; "How many gay animals are there? It’s not natural." Wrong!! Try googling gay animals and be 
amazed as you see that homosexuality is in exactly the same proportion in the animal kingdom as it is amongst 
mankind 
297 
 
116. do some research before you open your mouth. It is estimated that between 4 and 7% of animals are gay. 
144. You cant chose your childrens sexuality 
167. do some research champ. Some dolphins practice homosexual sex, they also practice gang rape. Rabbits 
often are homosexual, as are several species of antelope and deer. There is plenty of evidence showing 
homosexuality in animals. It has nothing to do with the ad in any case 
199. How many gay animals do we see? I do believe it is semi-common. Non-reproductive sexual activity has 
been recorded in over 500 species to date. This includes primates, penquins, swans, dolphins, lizards and the list 
goes on.... So in what world is this not natural? 
205. Also to all of you saying being gay is a choice. When did you choose to be straight? 
79. Five minutes research on the web will show that it is natural, it’s not a disease, it can’t be caught and it’s not 
a choice. It’s much easier to believe and ancient Hebrew book that has one mention of homosexuality, that says 
eating shellfish is an abomination, that it’s wrong for a man to approach a woman during her period, that a 
woman can be stoned to death for wearing two different fibres at the same time and that you can sell your 
neighbour in to slavery 
Displays gay stereotyping 
HIV/AIDS is a gay disease 
16. In answer to Proud Parent, if gay couples had "normal, happy, healthy relationships" as you suggest, there 
would not be any HIV in our society 
31. 65% of people diagnised with HIV are gay males. THAT is why the add is targeted toward that 
demographic. Cecily Mac - if you read the statitics I mentioned above in response to HereWeGo, 65% of HIV 
sufferers are gay males 
55. There wouldn’t be increased levels of AIDS in the homosexual population if they weren’t so promiscuous 
60. I think the 2 are comparable as they are both are not natural can lead to serious illness (HIV - and I’m aware 
this can happen in a heterosexual relationship, but far less often). 
69. Male homosexuals overwhelmingly represent the vast majority of new cases of AIDs in Australia(80%+). 
123. and those with the disease are mostly men who have sex with men, especially when the disease mostly 
affects men who have sex with men, who are a MINORITY GROUP 
162. Sadly homosexuals have not got the safe sex message. HIV is ripping through this group once again. You 
have to feel pity for them. 
212. Since HIV is not a mainstream problem but affects the gay minority predominantly 
Gay men do not use mainstream services 
26. How many gays use bus stops, wouldn’t the ads be better served by being where gays congregate 
189. What percentage of those who witness it, will be the target group? 5 %? 10% 
106. Gays would cry descrimination if we were segregated them in any other fashion, why is this different !!! 
Gay men engage in unsafe sex 
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102. I’m sorry but if homosexuals haven’t got the safe sex thing down pat by now 
Being gay is a choice 
122. I like the majority of Australians want my children to choice at a age when they can make their own 
decisions 
Being gay is a mental issue 
153. Homosexuality is a mental health issue. dysfunctional relationships at home and sexual abuse will prove to 
be major causes 
Displays homophobia 
Being gay is unnatural, abnormal  
41. If men didn’t indulge in unnatural acts, (contrary to nature),then there wouldn’t be an aids problem. 
81. unnatural, unhealthy behaviour 
88. How many Gay animals do you see, Its just not natural. 
117. Gays will never be fully tolerated in this society. 
122. Homosexual is not normal 
161. homosexuality is NOT normal 
Being gay can harm society 
69. They pose, as a group, a significant public health hazard to the rest of the population 
Violence towards gays 
128. ..and I’ll keep defacing them until they’re gone... 
147. Good on em for defacing it 
Gays should not be acknowledged/promoted  
132. WE are not San - Fransisco thanks! 
134. Im offended at this obvious gay promotion 
148. What a disgusting billboard and disgusting mindset to promote gay behaviour 
201. Without some type of restriction on your libertys life would become anarchical 
Ad Not Detrimental to Children 
There are worse influences 
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61. As for protecting the school children possibly Ms Francis could come and protest at the bus stop outside the 
Valley sex shop where all the children from the local private school sit every day at 3.30pm to catch their bus 
home 
23. Jas, I feel for your children. They will be taught hatred by your narrow, ignorant mind. How can that be 
good???? 
131. Sorry ‘My Children’ using your children to hate a minority that in no way effects you is NOT normal 
Children need to be educated about sex 
75. These parents who try and hide sex from their children until they are 18 are setting them up to take a very 
dangerous fall. Many children feel embarrassed by sexuality because their parents haven’t taught them its ok to 
talk about. 
149. PS- I’m a gay father of 3 children, they know about sex, they know when sexual behaviour is appropriate, 
they know that sometimes men fall in love with men, sometimes women fall in love with women and sometimes 
men fall in love with women... They are still children despite knowing all this. 
187. My children’s uncle was gay so they knew about same sex relationships from about age 3. I did not raise 
my children to be bigots 
Children not at risk to ads 
103. People keep mentioning the children...how many children that are not of high-school age are seriously 
catching the bus these days? Mum and dad seem to drive them everywhere as some form of ‘protection!’ 
209. She, at 10, has that message and doesn’t even think anything of two men hugging or kissing 
211. Has anyone actually asked the children? I’m 16 years old and I attend a public co-ed high school. If you 
want the truth, WE DON’T NEED PROTECTING! 
215. And we don’t need to worry about the inane ramblings of "Won’t somebody just think of the children 
Ad detrimental to children 
Children should not be told to accept gay sex 
41. Children at a vulnerable age are influenced by this kind type of suggestiveness and lulled into a sense 
of..."It’s ok everybody does it". (and that’s a lie) 
59. Since when did it become publicly acceptable to have advertisements which suggest to our children indeed 
everyone that gay sex is ok?? 
60. Children should have no exposure to this 
81. Our children use bus stops, they don’t need to be exposed to this type of unnatural, unhealthy behaviour 
159. It’s not good for any child to see two men or two women hugging each other. 
212. Interestingly, my teenage kids reaction to this ad was one of shock, disgust and ‘the world’s getting lame’ 
Children should not be exposed to messages about sex 
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73. straight or gay it doesn’t matter, promoting safe sex is still promoting sex, and should not be for young 
viewing 
80. . I watch porn and I’m not a prude, just the same as most people, but surely we can keep this stuff away from 
young children 
94. It’s the fact that people are sick to death of our kids seeing sexual images and messages everywhere. I 
loathed those ‘have longer lasting sex’ etc. ads on the highway and would distract my kids long enough as we 
passed them so they wouldn’t see them. My God, when I was a kid we never had things shoved in our faces like 
they do nowadays. Kids should find out about things, but in good time! Let them be kids for goodness sake. 
97. Sexual advertising in any forms should be released discreetly to the relevant communities, not for my young 
kids to see 
112. Put this messaging where it belongs, in the night clubs etc but not where my children have to be subjected 
to it!  
122. Leave my children Alone and pull down these posters 
140. It is sexually suggestive and it makes no difference if its a homosexual or straight couple, the point is I 
don’t wan’t my children to see it in the street 
174. Children are too young to have sex, and so promoting ‘safe sex’ is not going to help children in any way. 
Promoting condoms to kids in public spaces may invite children to use their inbuilt curiosity to experiment with 
them, but they are not old enough to understand 
190. But having this in front of young children at a bus stop is way over the top 
201. Children these days do not have the chance to become children 
207. So how would all you Parent supporters of this Ad feel if there was a similar TV add with two men being 
affectionate and holding a Condom if it was aired at prime Kiddy or Teen time in between Playschool of ABC 
Kids or Neighbors! 
208. At the heart of the opposition to the Queensland bus shelter condom advertisement is not homophobia, but 
the protection of childhood and children. Publication of any adult, sexual material in places regularly frequented 
by children is no different to publication during children’s television viewing hours 
It’s the parent’s responsibility choice 
85. Surely parents should have the choice of when they want to introduce THEIR children to sex education and 
this may be different for different people 
It’s a form of sexual abuse 
189. Children, being exposed to sexual messages against their will, are being subject to a form of sexual abuse 
Need to educate audience 
Teaching acceptance of homosexuality to children 
2. It is important to introduce education about homosexuality into schools so that backward, hateful people will 
not do things like this. It means educating children about different types of relationships. Just like children are 
educated about different cultures and religions. Homosexual people around the world are subject to intimidation, 
violence, and even death, and all because of ignorance. Would you wish this kind of violence on hate on your 
children just because of a small ignorant part of our society? 
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15. Seeing a picture of two men together will not make children gay. How will children be injured by growing 
up and accepting that not all people are like their family. Ingorance breeds fear and fear breeds hatred and those 
who hate use it and rely on it. 
22. its not about homosexuality, its about educating people, including our children (yes as scary as it is, they 
may be exposed to that one day) about the spread of AIDS, which just in case you had forgotten is not just a gay 
disease, anybody can get it 
54. People, grow up - you aren’t the most important thing in the world and there are others (yes, shock - Gays) 
living beside you in society. Gain more tolerance. Educate yourselves. Deal with it, you might find them to be a 
true friend & better person than expected. If that fails, stick your head back in the sand. 
58. Well I loved it! This campaign prompted a great discussion between my 11, 13 and 14 year old boys on our 
way home from rugby on the weekend. As a parent I was proud to see their curiosity at the image, hear the 
debate that ensued in attempt to work out what the ad was all about and their rationalisation about the message 
trying to be sent. 
65. Early sexualisation" as Wendy puts it can’t be too bad a thing to encourage. It may prevent some of the 
teenage pregnancies in Australia. The perception of; "My family and friends would rather I be dead than gay." 
must be changed in our society. I do want children to two men hugging as normal and natural; just as much as 
they see opposite sex couples hugging and holding hands on posters in public. What is more shameful and 
embarrassing? Wanting your young people to be gay and alive or gay and dead? 
75. I love the eternal cop out "Sexualisation of our children" - I hate to break it to these Fundamentalists, 
children ask questions about sex at a very early age, and have done so for all of time. If you haven’t discussed 
sexuality in some respect with your child by the time they are 6 then you have got a real problem. You don’t 
have to teach them about sex and porn etc. but you can certainly instil some values that sex is not a dirty word 
and is also something not to be done until you are in a happy commited relationship 
76. Speaking of teaching children - there are gay and lesbian children; imagine their fear when they see the 
outrage and loathing aimed at people who are gay; imagine if you are a gay child of Wendy Francis. How many 
teen suicides happen each year from closeted gay and lesbian teenagers who read anti-homosexual statements, 
including so-called Church leaders? 
99. Teach your kids this stuff & stop being ignorant. 
100. Just reminds me of The Simpsons’ character - Reverend Lovejoy’s wife screaming ‘think of the children’. 
With the age of technology, you can NEVER prevent your children from being exposed to all sorts of messages 
and visuals. So there are two choices - one, live in a socialist/communist country where everything is monitored 
or part of socialist propaganda, or two, educate and talk to your children. Children see and read things but not 
look into them - only judgmental parents do.. 
105. I have a child and you know what, I teach her to be the person she wishes to be, open and respecting of 
others and their choices. It is normal, natural and I can’t believe that in this day and age people are still against it 
109. We are all entitled to our opinions but maybe you should educate yourself on homosexuality before you 
throw around these words! 
119. . This sends such a powerful, positive message to all of our young people who are considering harming 
themselves because of the ignorant haters 
120. The controversy over this advertisement got my kids (whole family, in fact) talking openly about the 
subject, It’s important for parents to be open and honest with their kids - we’re all raising tomorrow’s adults, 
after all. 
165. Children are taught sex education at school from quite a young age these days and you can’t tell me kids 
don’t know about sex....they do. 
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177. There is also a huge difference between a society (including kids) being exposed to lots of images etc of 
sex, and a society being well informed and empowered to be having SAFE sex. 
193. I wouldnt mind my Grandkids seeing it, and I agree with Michaels comments in the article, he seems to be 
very well in touch with the way things are seen by kids and how parents can communicate responsibly about it. 
209. Safe sex ads showing heterosexual couples are on TV during shows that kids regularly watch (eg. 
Masterchef). I don’t have an issue with that as they are not sexually explicit, and the message of safe sex needs 
to be normalised for the safety of our teenagers. 
 
Parent’s responsibility to explain to children 
52. Do you actually have kids?? Clearly you don’t have children that see other children naked and ask questions 
about it, or ask ask about where babies some from, or why women have ‘bumps’ in the front, and so on ... Stop 
being so precious. You could always answer "its something for adults that you don’t need to know about yet". 
14. In a perfect world children should be taught about the sexuality of humans by their parents or caregivers in 
privacy, it is a very personal thing that parents should take responsibility for. 
20. What Rubbish ..Think of the children. I pulled my children out of a prominent Catholic primary school in 
Warwick because they were being shown videos of sex taking place in Grade 1 and my son seen a full birth in 
Grade 2 
62. To all people wondering what they can say to their child when they ask about the red packet. Try "It is 
something to keep them safe from harm." You will be surprised how many children then accept that, and feel 
glad the two men have it.  
144. To all the parents who dont want their children to be gay, so what happens when they are gay, or leave 
home or get booted out or even worse, suicide. 
166. As for the unopened condom in the picture...it isn’t exactly obvious what it is to a child who isn’t already 
aquainted with condoms. And if my daughter were to notice the condom and safe sex component of this ad? 
Yay. That lets me know that she is ready for more information about relationships and gives me an opportunity 
to discuss the subject with her in a natural and relaxed way. Ads like this don’t create an early sexualisation of 
young children... They help educate older children/youth about how to stay safe when they do embark on the 
journey into relationships and sexual behaviour. 
Educating audiences of HIV/AIDS 
29. The best thing you can do is continue to pray, as do I, for those people (mostly heterosexual in developing 
countries) around the planet infected with HIV/AIDS and for those left behind. Even better, visit an AIDS 
ward... LEARN 
64. It should be mandatory that ALL public toilets for both sexes have information re HIV and condom 
dispensing machines! That such information should also be available in high schools! 
150. "Do any Homosexual men in Australia really need to be told about condoms and AIDS?" Evidentally, yes. 
As it says in the article the infection rate this year was the highest, and that is why the campaign has been started 
Learning to dispel emotions 
40. If you find it difficult to explain to children that two people love each other and that is a wonderful thing (if 
they are small children) or that they should act in a healthy and safe way in relation to sex (if they are 
teenagers), then that says more about your narrowmindness and poor parenting skills than anything else 
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125. Can we have less MELODRAMA and mollycoddling parents talking about how a poster of 2 fully clothed 
men affectionately cuddling as a "concern" to children 
169. To the people who support the anti-gay movement and who genuinely believe that homosexuality is a 
choice or a disease - how do you feel and/or react when you hear the rantings of a racist bigot? Do you respect 
their opinion to hate someone for the colour they were born or do you see them as hysterical crackpots who base 
their ideals in ignorance and fear? 
173. Queenslanders need to learn to love and learn about tolerance, acceptance and appreciation of diversity 
187. I think people are kidding themselves if they believe children are naieve about sex. My son was shown how 
to put a condom on a banana in grade 4. I had to sit down with him later to make sure he didn’t think condoms 
were meant to preserve the freshness of fruit! 
204. Your hateful views promote violence, suicide and hate. 
Need for safe sex promotion 
Promoting safe sex to everyone 
14. My comment about the Rip and Roll ad, it could have simply been a caution in print that during any sexual 
encounter a couple should protect against any danger to health 
19. If heterosexuals, homosexuals or anyone is silly enough to have unprotected sex in casual relationships 
given all the HIV/STD education they are without excuse 
28. It simply promotes the use of condoms and happens to have a picture of two men. 
29. Preventing the dissemination of information that may save people’s lives is tantamount to physical abuse - 
like withholding medical treatment from someone because of your religious beliefs (such as not believing in 
blood transfusions) 
32. This is an important message, and I’m very pleased to see that it has stirred up debate. 
33. Promoting safe sex for homosexual relationships is definately part of everyone, why can’t they be on a 
promotional poster 
46. Live and let live - safe sex will assist in some living longer! 
58. To them it was just a message saying if you are going to have sex, make sure you do it safely - and isn’t that 
what it is all about? 
64. The message has to be for ALL people of ALL ages and ALL sexual persuasions that unprotected sex is 
dangerous and a condom must be used unless you are in a long term committed monogamous relationship 
68. the add is doing its job of at least making people realise that its part of a casual relationship 
84. This ad does not feature a condom company, it is a community service ad promoting safe sex and features a 
gay couple. 
85. I understand that the message needs to get out there about safe sex 
93. to ‘ruo & roll’ and keeps them safe 
98. itâ ™s the overall message that we should be focusing on. Men do have sex with men, please be safe when 
you do it 
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99. Safe sex is for everyone 
103. And teenagers who have sexual knowledge anyway need to be well aware of the safe-sex message, be them 
gay or straight 
120. or with the promotion of safe sex 
131. about safe sex 
143. safe sex should be the issue- it’s about safe sex! 
145. This image is about practicing safe sex. I am a mother, and if your child is old enough to know what a 
condom is, it’s probably a good thing they do. Promoting safe sex in any environment 
150. But safe sex is an important message. 
165. This is a responsible advertising campaign about safe sex 
167. It is an add for safe sex and reduction of HIV - got to be a good thing 
176. Safe sex advertisements should focus on all persons engaged in sexual activity, not just homosexuals 
177. Information about condoms absolutely needs to be in the public forum...it’s the only way that using 
condoms will become the norm. And the message about safe sex and condoms, and the reasons why it is 
necessary, is a long way from having reached them yet. If seeing ads for safe sex including condoms will 
encourage young people to ‘experiment’ with condoms...great. Young people DO HAVE SEX, whether you like 
it or not. It’s not the condom ads that make young people have sex...we need to make sure they are informed 
about safety, and we need to make using condoms the norm. And this information needs to get to the young 
people well before they start engaging in sexual behaviours with a partner. 
193. I support it wholeheartedly for the issue it’s promoting 
 
Promoting safe sex from a young age 
20. I would rather provide my children NOW young teenagers with condoms knowing that if they ever do 
decide to participate in sexual activities at least they will have a barrier against the deadly virus HIV 
22. My question to you is wouldnt you rather you kids know about these dangers rather then be put in a postion 
later in life which quite possibly could have a permanent effect on their lives? 
Promoting the consequence of unprotected sex 
31. HIV and AIDS is everyone’s issue, whether we are directly affected or not 
38. If you are having sex with someone other than your regular full time lover - and if you are not both totally 
monogamous, then you should use condoms, regardless of your sexual orientation. This also goes for men who 
have sex with men - who do not identify as being homosexual. A "once a year queer" is all it takes. The amount 
of sex is irrelevant when it comes to Pregnancy too. It just takes one time - and you can’t be "sort of pregnant" - 
you can’t "sort of have HIV/AIDS" - Always use condoms. THAT is the message here 
53. Dude, where do you get off. This is a case of life and death - a preventable disease 
129. Safe sex should apply to EVERYONE not just gay people because STD’s and HIV does not discriminate. 
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Sexualises Children 
Sexualises children 
2. While Ms Francis is quite right to point out that this advertisement will encourage the early sexualisation of 
children 
42. but to come out and say that it is about sexualisation of children begs the question to be ask: What about all 
the posters of scantily males with females or females by themselves, etc 
159. These kids are too loose with their sexuality as it is! 
193. Wendy, I agree with you about one thing, the problem with early sexualisation of children 
209. . I am much more concerned about the ads which are shown during children’s programs which 
ACTUALLY have an effect on the early sexualisation of young children, such as many of the ‘toys’, clothing 
and ‘beauty’ products marketed at them 
Abuse to Children 
Form of child abuse 
189. Children, being exposed to sexual messages against their will, are being subject to a form of sexual abuse 
Promotes promiscuity 
Promotes gay sex 
41. The advertisement, although well meaning promotes promiscuity. It suggests that sexual acts between men 
be it gay or straight are good and acceptibale 
57. This is not an ad about HIV protection. It is an ad promoting a homosexual lifestyle. 
Anti-Religion 
Believes religion should not influence behaviour 
64. The narrow minded views of the Catholic Church 
71. If that is the case then I don’t think any religious ads should be displayed at all, as I am a member of quite a 
large community that finds their ads discriminatory and bigotted, yet because we are not ‘vocal’ we are not 
listened to? 
82. You CANNOT liken the muffling of extremist Christian voices to the oppression of and discrimination 
shown toward homosexuals 
204. actually christians make up 60% and out of them only 9% regularly attend church so how many of the 60% 
are actually christian? 
213. Look at all of the horrific sex crimes from around the world and the majority are hetrosexual men who are 
the perverted ones or even the so called Ã§hristians who set up a church in the name of god just to be able to use 
this as an excuse to have multiple wives or have sex with underaged girls 
No religious beliefs 
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Do not support reasons backed by religion 
61. The hypocrisy of Christians never ceases to amaze me 
135. - ironically not that long after Christianity was implemented... 
143. homosexuality is offensive to most religions or at least it goes against the bible but then so ends sex before 
marriage in a heterosexual relationship and so is a marriage between a believer and a non believer which makes 
sex in that marriage wrong. 
211. Every single one of my Christian friends share my view - and so do the Hindu, Muslim, Buddhist, Athiest 
and Non-Denominational friends too. 
Anti-ACL 
ACL does not reflect viewpoints of Christians  
11. It never ceases to amaze me that these Christian Lobby groups are the least christian-like people in our 
society. They seem to be the ones least likely to display the values and acceptance that they claim to espouse. I 
can’t imagine Christ would have made this much of a fuss about nothing. It adds up to just one description - 
hypocrites.  
77. I am tired of organisations like the Australian Christian Lobby and people like Wendy Francis being the 
thought police 
87. ACL is obviously full of very poor examples of Christians; . Organisations like this need to be banished 
175. because I was disguted with the campaign by the Christian lobby group 
ACL incites negativity 
35. her actions are inflammatory and appear to have incited others, this is not just a mere opinion being 
expressed anymore. what wendy has done could very well inflame violence towards the couple in the picture 
and other members of the LGBTI community 
64. people like Ms Francis are the reasons that HIV is spreading throughout the 3rd world. 
155. See what Ms Francis done, she brought out the ugliness in a part of society. Hope she explains to the 
kiddies what ``kill ‘em all’’ mean in the context as directed 
ACL displays double standards 
61. Ms Francis is outraged about a poster promoting safe sex for gay couples?? Yet she finds the exploitation of 
young women in lap dancing clubs perfectly OK and not warranting protest? I have seen some of those young 
women sitting outside the club at that bus stop late at night and a few don’t look much older than 18. So the 
message being is that anything goes for the Christian lobby as long as it is heterosexual, however an information 
poster re safe gay sex is seen as abhorrent? 
78. She needs to be more consistent or keep her mouth shut. 
125. Do these same preachy Christians and parent groups howl this loudly when a scantily clad Britney Spears 
or Rihanna music clip graces their tv screens at home? Did they protest outside JB Hi-fi when their albums were 
released? 
Pro-Religion 
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Believes religion influence behaviour  
24. You feel sure angels rejoice? Then again the word of God does say "everyman did that which was right in 
his own eyes". You will find that God has his standard, your standard and even mine is not that of God’s Joe. 
Don’t imagine God’s standard Joe, read it in his word, it is well recorded. 
Religious reasons 
Support reasons backed by religion 
79. Sure, believe that homosexuality is a sin, but live by all the texts if the Bible -don’t pick and choose the parts 
that suit you 
88. Biblical: -Its Adam and eve not Adam and Steve Non-biblical 
191. What Christians think is one thing. Some people have asked what would Jesus do, well I only have the 
Bible to go on, he would identify sin, offer forgiveness. But be very clear, the Bible is explicit about God’s view 
of sin including homosexuality.......just consider Sodom 
192. I think when the Gay & Lesbians decide to live amount a predominant Christian society they have to 
expect opposition beside the fact that Gays have rights. So do Christians and call it what you want the Govt will 
not lock up 85% of the country because they’re faith does not support homosexuality. I guess the reality is clear 
all they can do is hate Christians and other religions which are simply offended 
Pro-ACL 
ACL raises real concern 
19. The presentation of her concern in the news article is balanced, logical and not filled with ‘hate’; Good on 
her for daring to raise the issue and having the courage of her convictions. 
48. Wendy Francis has been campaigning for G-rated outdoor advertising for a long time. Until now nobody has 
uttered a peep. Her ‘crime’ now was to highlight a poster featuring gay men. Cue the usual propaganda and the 
good old ‘phobic’ accusation 
ACL represents Australia 
163. Which minority group do you mean? The ACL which represents Christians who are supposed to make up 
90% of Australia 
Unclear Message Intention 
Visual message unclear 
8. I’m just curious, how many people would "just hug" say, a friend, with a packet of condoms in their hand? 
And isn’t the very point of the ad campaign to raise awareness of sexually transmitted diseases? So how can we 
just say "its just hugging" . Male Male, Male Female, is irrelevant. I’m a 35 year old father of 3, and i’ve yet to 
in my entire life, see ANYONE "just hugging" whilst holding a packet of condoms in their hands, with their 
arms wrapped around another person, and stating "Rip and Roll" 
70. Seems to me that the Gay group have education mixed up with Brain washing, my education tells me that a 
man and a woman concieve children , man and man dont nor does woman and woman. but dont let this little 
glitch get in the way of your argumnet 
142. It’s one man wearing a wedding ring, hugging another man who looks concerned. I think it’s just a bad 
picture... And no one has yet explained the reason for the wedding ring. 
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Overemphasis on gay tone 
106. Why do you always have to promote your sexuality, joe public couldn’t give a s**t most of the time. Just 
make up your bloody mind, gays either want to be treated differently or treated like everyone else, but just get 
overyourselves ! 
Hidden Gay Agenda 
Gay lifestyle lobbying 
17. Isn’t it a form of reverse discrimination to advertise specifically for Gay safe-sex? Are they not part of 
society? Don’t ALL people enjoy sex? Why not advertise safe-sex generically - as by the convictions of most; 
that should include Gays....and indeed every other minority group 
19. When the gay lobby have their opinion it’s okay but when Wendy Francis voices her opinion she’s some 
kind of Bible-bashing wowser. The double standards here astound me 
49. This is typical of the gay lobby though 
51. The graffitti was in all likelyhood applied by some heterophobe who wanted to keep the media attention 
alive. Or a bored 12 year old. Its hardly newsworthy 
56. I believe the Gay lobby is no longer trying to change attitudes in the general community but are now trying 
to impose their attitudes upon anyone who’s opinion differs. 
90. These ads are not about comdoms or HIV, but more about an ongoing attempt by these militant gay groups 
of changing our idea of homosexuality from being something that is abnormal and abhorrent to something that is 
"normal" and acceptable. That why they continually fudge the figures on the number of gays in Australia. 
104. Mor Gay propaganda from a vocal minority who love to shove their sexuality in your face 
113. People do not like imposition of some minority views in a militant fashion 
122. I like the majority of Australians want my children to choice at a age when they can make their own 
decisions. Not what the Gay Lobby wants to place around my home and city. 
148. What a disgusting billboard and disgusting mindset to promote gay behaviour 
158. Do your own thing in your own way and be quiet about it 
161. these ads are trying to normalise homosexuality 
201. The minority want the majority to accept them as normal, you have been bantering this message since the 
sixtys 
Associating disagreement as homophobia 
96. Why is it that everytime someone says something against Gays they are homophobic. It’s a moral issue 
97. Its terribly sad when the homosexual community will brand anyone with a different perspective as them as 
‘Homophobic". I guess it makes them appear to be victims and gain sympathy fom others for their cause. 
182. I find it slightly ironic that heterosexual people are homophobic if they stand up for their beliefs but gays 
are brave when they stand up for their beliefs 
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194. dont care about the ad but i do think its humerous that a groups views are not being tolerated by the group 
who claims they are being intolerant towards. 
195. The term ‘Homophobe’, like other concocted nonsense terms like ‘Islamophobe’, has been invented to 
stigmatise people who are independent-minded 
Marginalising of heterosexuals 
133. The ad is to promote the use of condoms to prevent AIDS. AIDS is a worldwide issue, not just for gays (as 
many of you are pointing out)...so if that is the case, why doesnt the poster just have a hetrosexual couple on it?? 
Gay marriage lobbying 
69. So the purpose of this ad is to promote homosexual marriage rather than cutting disease rates 
Message/Media/Visual Appropriate 
Appropriate visual 
21. Can someone please explain how this poster is not ‘G rated’ 
28. I take it you haven’t actually seen the posters. There is nobody kissing and it is simply a picture of two men 
who happen to be close and holding, on closer inspection, what appears to be a condom; . For those who feel 
this poster promotes a gay lifestyle, I suggest it doesn’t promote anything of the kind 
33. In response to ‘Rubber Johnny’ the advertisement is NOT clearly offensive to Christians. One of the men in 
the picture is Catholic, and Gay, I’m sure he - and very many other Christians are not offended by this 
advertisement; This photo is so innocent that if the condom was not there, the men could quite easily be 
mistaken for brothers. I am appalled at the uproar about this photo.  
63. How anyone can think this ad is not G rated is beyond me. Both men are fully clothed and there are far more 
sexual ads around Brisbane 
65. As for depicting two men in an embrace; I am all for that too 
67. Because the men in the poster are not kissing 
74. (the only reason I think you woudl find it distasteful was because of the sexual orientation of those in the 
message - which is not a valid reason for it to be taken down). 
95. As has been pointed out by a few on here the posters show 2 people and it promotes safe sex. If your kids 
are old enough to recognise a condom packet, guess what? They probably are already aware of thier sexuality 
120. The controversy over this advertisement got my kids (whole family, in fact) talking openly about the 
subject and none of us had a problem with the picture of two men embracing, or with the promotion of safe sex 
121. and to everyone else, why is the ad any different to a cologne ad? You see those everywhere with 2 people 
practically having sex in the image, yet 2 fully clothed men is too much for everyone to handle? 
146. There is nothing even remotely sexual about the picture. 
183. It is nice to see a poster with two gay men being affectionate; But the rarity of gay men portrayed showing 
affection makes it stand out in your mind. You might not like it, or approve or consider it to be poor taste but 
think how affirming it is for young gay people to see the reality of their own lives in public.  
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193. I’m an older than middle aged Mum who works for a church and I think the image on the ad is quite 
pleasant; . I see the poster as depicting love, affection, and being responsible as well. 
Appropriate media choice 
6. . If you can’t handle an ad on a bus shelter pack up and move to the middle of nowhere we don’t need people 
like you here 
37. Where exactly do gays congregate these day, Matt12? Oh, that’s right... everywhere 
39. do you people realize that gay and lesbian people DON"T just all hang out together in gay nightclubs and 
have promiscuous sex with each other? They actually live lives the same as you and I, visit ordinary restaurants 
and bars, and indeed sometimes you would not even know that the 2 men in the business suits at the table across 
from you are gay 
108. tacky just a bit of Brisbane, unsurprisingly, gay people catch buses too 
165. (this particular ad just so happens to focus on the gay community) there is no reason why it should be 
removed 
Appropriate message  
3. However, if that is the price to be paid for fighting the spread of HIV etc infection and it’s dreadful burden on 
families then, while certainly a very high price, it’s probably a price well worth paying; If the children who use 
these bus shelters are constantly reminded of condoms and the need to use them and they then become a part of 
youth culture, lives will be saved, tears will be saved, funerals will be averted 
42. Further the poster is a safe sex poster with 2 men because the percentage of HIV/AIDS in homosexual 
relationships is much higher than in hetero relationships so it seem slike a good idea to advertise to your target 
market 
47. Public advertising is aimed at all levels of society, including children. Government considered it appropriate 
to ban cigarette advertising mainly for the influence it had on youth. Promoting a product or group through 
advertising insinuates that the message is socially acceptable 
98. Please don’t be distracted by the picture... 
119. It also sends a powerful message to the bullying haters 
145. whether it be between two men, a man and a woman or two woman is important. I’m sure you would much 
rather your children knowing about condoms and the importance of using them, in any situation, than not 
181. If safe sex campaigns are to focus on ALL persons engaging in sexual activity then what is the problem 
with some of those ads depicting a gay or bisexual couple? It seems that a lot of people don’t even notice the 
safe sex ads depicting heterosexual couples because they are everywhere and nothing ‘shocking’ 
Appropriate target campaign 
5. Glad that common sense (and an overwhelming number of protesters on facebook!) has prevailed and the 
posters are back up 
29. This advertising campaign is ‘G’ rated. Neither guy is undressed in any way. In fact Merv Hughes used to 
cuddle his team mates on the cricket field in this position (he isn’t even gay!) so what’s your problem; If you are 
a bigot, that’s your business - its a free country. But please realise the prevention of a PREVENTABLE disease 
(or dare I say, unplanned or unwanted pregnancy) is the goal - not titillation, recruitment, or incitement in any 
way 
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30. Throughout human history until the last few centuries, and then the exception being in our and similar 
cultures, children were exposed to sex. They knew that their parents had sex. They would have seen or heard it. 
There would have not been the uncomfortable birds and bees talk. Children are still exposed to sex wherever 
they go, from animals at the zoo to magazines lying around, or on television 
33. Safe sex advertisements need to be there in society. Sex education in schools is not up to scratch. Well done 
to the rip and roll campaign. 
53. over 30,000,000 people world wide have HIV/AIDS - and you are upset about a poster? 
62. ... If everyone was asking for offensive ads to be taken down, there would be no advertising at all 
64. Targeting young gay males with posters in a part of the city where there is a large gay population - and near 
a nightclub zone - is a sensible strategy 
77. There is noting sexual or inappropriate about that poster but still her minority group managed to persecute 
another minority group 
78. I see a few people questioning why the use of gay men was necessary in this ad. I would question if you saw 
a man and woman in the ad instead, would you have paid any attention at all to the ad? This ad is targeting the 
entire population but as the 65% of HIV sufferers are gay men, it makes sense to put them up there 
86. I think the rip and roll campaign should extend to all different types of couples at risk- old and young, gay 
and straight. I think the images were very tasteful and would like to see the images showing an older couple 
93. There is nothing overt, sexual or distasteful about the ad, and if it reminds one person, gay or otherwise, 
103. This is still a safe-sex message that everyone can benefit from people! 
109. I don’t know what you are talking about with these posters being shoved down our throats on every corner 
I have only seen 2 since they were put up 1 north side and 1 south side. Describing them as militant is more 
offence to me than these ads. 
149. ACTUALLY putting the whole Campaign smack bang in the community’s -local and international- eye 
166. I have a primary school aged daughter...and I have absolutely no problem with her seeing this ad. From her 
perspective all she would notice is two people hugging ...and the genders of the two people are irrelevent to 
her...she knows that men sometimes love men and that’s ok, and that women sometimes love women and that’s 
ok too...the love part is the part we focuss on... 
168. I still can not understand why anyone would have a problem with this. 
172. These billboards would not even rate a comment in a truly cosmopolitan place like London, Paris or New 
York 
175. I am heterosexual, but have many gay friends and have no issue with this ad 
209. Not an issue. Actually she just saw the ad in question...I am glad my daughter is growing up knowing it is 
normal for people to love and be affectionate with each other regardless of their gender 
210. . What is different about this ad, and why it is getting such a negative reaction from so many people is 
because it depicts a same gender couple, and in particuar two men... 
211. And the rest of us say ‘Nawww, that’s so cute! 
Message/Media/Visual Inappropriate 
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Inappropriate message 
60. I’m far from religious and by no means a homophobe, however advertising that "homosexuality is ok and 
natural" is like advertising that "smoking cigaretts and taking drugs is ok". 
90. These ads are not about comdoms or HIV, but more about an ongoing attempt by these militant gay groups 
of changing our idea of homosexuality from being something that is abnormal and abhorrent to something that is 
"normal" and acceptable 
104. why does an advert for their ‘sexual hygiene’ need to be advertised to 100% of the community? No excuse 
though for those that deface the billboards with hate messages. Just get rid of the posters (posers?) entirely. 
161. lets replace the ad with one that lets homosexuals know where they can get some help to see this 
174. This stuff is obviously for adults, not about homophobia or politics, just plain common sense. Don’t know 
why condoms have to be promoted so much. Everyone has heard of condoms, as we live in a sex saturated 
society. Just open cosmopolitan, there’s plenty of information there about sex 
Inappropriate media choice 
55. No need for this advertising where children can see it, put it up in toilets in licensed venues where 
homosexuals frequent 
73. this ad should have been better placed, as many others before should have too. 
80. I’d like to see all posters and advertising depicting any sexual behaviour removed from the public eye; 
There’s a place for putting this kind of stuff out to adults. Clubs, pubs etc. Keep it out of the public domain 
85. What I do object to is the sexual nature of the ad being in public; but surely there are other ways this can be 
done 
88. I think the ad needs to be taken down whichever way you look at it; It seems fine if the billboards was 
plastered right outside Gay Nightclubs and Gay hangouts but not all over the town  
89. Hey, I accept the fact that there are gays but what I dont accept is advertising companies promoting it on bill 
boards. 
97. Sexual advertising in any forms should be released discreetly to the relevant communities 
112. Put this messaging where it belongs, in the night clubs 
113. Buses are used by children more than by adults or teanagers. 
114. Do any Homosexual men in Australia really need to be told about condoms and AIDS? Surely the 
inforamation is widely curculated amonst their peer group and does no need to be on public display? Remove 
these adds and the one’s about "Longer Lasting Sex"etc, in fact remove at lease 80% of all outdoor advertising, 
clean up the enviroment and ban most forms of signage and billboards 
140. However, this sort of advertising is not acceptable either ; No one is being deprived if these ads are taken 
down just place them in an appropriate environment 
147. Just cos it interests a minority, does not mean it should be out there for all to see 
190. Pub wash rooms, yes but bus stops no. 
197. I’m gay (and was born gay). I think the ads were poorly placed 
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212. . Yes, homosexuality has always been with us, and our kids know that, but that doesn’t mean it’s ok for it 
to be displayed in our faces. ; please restrict ads like this to gay magazines or newspapers! 
214. Surely marketers can do a better job of advert placement, and leave the bus shelters (& other public sites) 
for cough mixtures & frozen dinners! 
Inappropriate visual 
10. , take these damn posters down! I dont want my kids seeing 2 blokes kissing 
34. Clearly most people on here who are pro this ad, don’t have to experience their young innocent children 
asking questions, like what is that red packet in his hand 
49. I find this add distasteful and wouldnt want my kids seeing it 
126. So AMI had to pull their billboards becuase they obviously depicted sex, James Boags had to pull their 
billboards because a girl sitting on a car bonnet and holding a beer was too ‘racey’, so why is a billboard with 
two people embracing and a condom in plain sight acceptable? 
133. So i have ruffled a few feathers...Firstly the guy IS kissing the other guy on the neck. 
159. Best keep all that stuff in private. ;Keep putting man and woman couples hugging and kissing is 
unapropriate. 
179. The ad is suggestive of what is about to happen and in extremely poor taste. No one gives a damn what 
they do in private but we do not need to have it thrust in our faces. 
190. our society has slipped to this level, of having two men embracing in public with a condom in their hand 
Inappropriate target campaign 
12. I dont side with the christian lobby here but i have to ask why these posters promoting a gay lifestyle need to 
be all over bus stops where school kids congregate.Why not have them in gay nightclubs ? 
16. The ad. appears to be promoting promiscuity and would be just as concerning if it featured a heterosexual 
couple. The image itself is not the problem. It is the text explaining it that causes concern. 
17. This ad campaign was designed to be divisive and antagonistic - and it has succeeded in upsetting people. 
We don’t really need to advertise safe sex just to Gays do we? Considering they represent what.....5% of the 
market - surely a more "general" campaign would have sufficed. 
18. Ads should not be offensive to any group in our community, these ads are clearly offensive to Christians so 
lets remove them on that basis 
26. and what’s so speial about gay sex, what about heteros, don’t they get diseases 
41. I don’t care what gays do in private, but please don’t try infect the rest of society with distasteful and 
inappropriate billboards 
44. Choose your lifestlye, that is fine, but stop believing you have the right to shove it down everyone els’e 
throat. 
57. This is very sad. Our values have been so corroded over time that now people argue for ads such as this 
59. Since when did it become publicly acceptable to have advertisements 
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69. . This ad is disingenuous as it focuses on committed homosexual relationships which do not account for 
raised disease rates 
81. This type of advertising is not right 
83. The ad suggests that it is OK to be permissive, which to my eyes is offensive!! In teh confines of your own 
home, do as YOU please, but society appears to have higher values than yours. 
106. The campagain should be targeted towards safe sex full stop, why does the persuasion of the indivuidal 
matter ??. Why does it have to be segregated !!! 
117. the advert offends, as it does, it should be taken back down again 
118. Have we no SHAME? This used to be a a private affair in seclusion between consenting adults. 
122. Leave my children Alone and pull down these posters 
123. I really don’t see the need for the amount of advertsing in the first place 
127. I am very offended by that poster, for shame.. 
132. It is offensive, just like racy girl posters are offensive or potency posters are offensive, TAKE Them down 
and have some morals! We don’t want this rubbish plastered all over our decent City 
134. Young people dont need this behaviour on display ;GET RID OF THESE POSTERS 
148. What a disgusting billboard and disgusting mindset to promote gay behaviour 
151. if they can advertise anything involving gay issues i should be able to advertise my disapproval!! 
153. I turned away when I saw one of those posters 
158. Why you need advertise a life style alien to most of us beats most ‘straights’, or is that sexist and 
homophobic too. 
170. Gay or normal, why the need to be so overt? 
180. disgusting....get rid of these offensive billboards.  
182. .I really don’t care what you want to do in your relationship whether you are straight or gay but please 
don’t shove it down my throat some things are better kept to yourself 
189. If this is about safe sex for gays then why do we all have to be exposed to the poster; %... the rest of us 
DON’T need to see it ; it is about the rights of individuals to be free from aggressive sexual advertising. 
201. . This type of advertisement is degrading to society as a whole and its morals. 
207. because these ads are THERE 24/7 in their face, no choice and no different!  
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PARTICIPANT INFORMATION FOR QUT RESEARCH PROJECT 
– Interview – 
Assessment of Print Advertisements 
QUT Ethics Approval Number 1200000696 
RESEARCH TEAM    
 
Principal 
Researcher: 
 
Mr Kelly Choong, PhD student, Faculty of Business, Queensland University of Technology (QUT) 
Associate 
Researchers: 
Professor Judy Drennan, Dr Clinton Weeks. QUT Business School 
   
DESCRIPTION 
This study is conducted by Mr Kelly Choong as part of the requirements for the PhD studies at Queensland University 
of Technology (QUT) under the supervision of Professor Judy Drennan and Dr Clinton Weeks.  
 
The purpose of this study is to examine the attitudes of consumers on various motor vehicle print advertisements.  
 
You are  invited  to participate  in  this project because you  fit  the  target audience  in which  the advertisements are 
intending to communicate to. 
 
PARTICIPATION 
To participate, you will need  to  sign a  consent  form. Your  confidentiality will be assured  in  this  study and any demographic 
information collected in this interview will only be used to describe the sample that participated. 
 
Your participation in this project is entirely voluntary. You have the right to withdraw from the interview without comment or 
penalty. If you withdraw, on request any identifiable information already obtained from you will be destroyed. Your decision to 
participate  or  not  participate  will  in  no  way  impact  upon  your  current  or  future  relationship  with  QUT  or  with  the 
advertisements’ featured brand and/or organisation.  
 
The  interview  will  be  recorded  and  transcribed  by  the  researcher  and  upon  the  completion  of  the  thesis,  the 
recordings will be destroyed. The interviews will take approximately 15‐20 minutes and include questions related to 
your attitudes, feelings and perceptions about the car brand in the print advertisements shown. Data collected from 
this research study will be used for the researcher’s PhD thesis and for future conference papers and/or academic 
publications.  
 
 
EXPECTED BENEFITS 
It  is  expected  that  this  project  will  not  benefit  you  directly.  However,  it  may  benefit  you  indirectly  through  our  better 
understanding of advertising and its effectiveness in targeting consumers like you.  
 
To  recognise  your  contribution  should  you  choose  to  participate,  the  research  team  is  offering  participants  a 
shopping voucher to the value of $20. 
 
RISKS 
There should be no risks beyond normal day‐to‐day living associated with your participation in this project. However, if you do 
experience discomfort or distress, QUT provides limited free counselling for research participants of QUT projects as a result of 
their participation  in  the  research.  Should  you wish  to  access  this  service please  contact  the Clinic Receptionist of  the QUT 
Psychology Clinic on 3138 0999. Please indicate to the receptionist that you are a research participant.  
 
PRIVACY AND CONFIDENTIALITY 
The interview will be recorded through an audio recording device and all comments and responses will be treated confidentially. 
Your confidentially is assured and a pseudonym will be assigned to your comments and responses. 
 
The audio recording will only be used for the purpose of the research stated above and only the interviewer and his supervisors 
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will have access to the material collected. You will also have the opportunity to verify your comments and responses prior to 
final inclusion. Upon the completion of project, all audio recordings will be destroyed.  
 
CONSENT TO PARTICIPATE 
We would like to ask you to sign a written consent form provided to confirm your agreement to participate. 
 
 
 
 
 
 
 
QUESTIONS / FURTHER INFORMATION ABOUT THE PROJECT 
If have any questions or require further information please contact one of the research team members below. 
 
Professor Judy Drennan  Dr Clinton Weeks 
School of Advertising, Marketing and Public Relations 
Faculty of Business, QUT 
School of Advertising, Marketing and Public Relations 
Faculty of Business, QUT 
Phone: (07) 3138 5308    Phone: (07) 3138 5349   
Email: j.drennan@qut.edu.au  Email: Clinton.weeks@qut.edu.au   
 
Mr Kelly Choong 
School of Advertising, Marketing and Public Relations 
Faculty of Business, QUT 
Phone: (07) 3138 2050   
Email: w.choong@student.qut.edu.au 
 
CONCERNS / COMPLAINTS REGARDING THE CONDUCT OF THE PROJECT 
QUT is committed to research integrity and the ethical conduct of research projects. However, if you do have any concerns or 
complaints about  the ethical conduct of  the project you may contact  the QUT Research Ethics Unit on  [+61 7] 3138 5123 or 
email ethicscontact@qut.edu.au. The QUT Research Ethics Unit  is not connected with the research project and can facilitate a 
resolution to your concern in an impartial manner. 
Thank you for helping with this research project. Please keep this sheet for your information. 
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CONSENT FORM FOR QUT RESEARCH PROJECT 
– Interview – 
Assessment of Print Advertisements 
QUT Ethics Approval Number XXXXXX
RESEARCH TEAM CONTACTS   
Professor Judy Drennan  Dr Clinton Weeks 
School of Advertising, Marketing and Public Relations 
Faculty of Business, QUT 
School of Advertising, Marketing and Public Relations 
Faculty of Business, QUT 
Phone: (07) 3138 5308    Phone: (07) 3138 5349   
Email: j.drennan@qut.edu.au  Email: Clinton.weeks@qut.edu.au   
    
Mr Kelly Choong 
School of Advertising, Marketing and Public Relations 
Faculty of Business, QUT 
Phone: (07) 3138 2050   
Email: w.choong@student.qut.edu.au 
    
STATEMENT OF CONSENT 
By signing below, you are indicating that you: 
 Have read and understood the information document regarding this project. 
 Have had any questions answered to your satisfaction. 
 Understand that if you have any additional questions you can contact the research team. 
 Understand that you are free to withdraw at any time, without comment or penalty. 
 Understand that you can contact the Research Ethics Unit on [+61 7] 3138 5123 or email ethicscontact@qut.edu.au if you 
have concerns about the ethical conduct of the project. 
 Understand that the project will include an audio recording. 
 Agree to participate in the project. 
 
Name   
Signature   
Date     
 
Please return this sheet to the investigator. 
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GM1 
Describe the ad (1) what strike you about it? 
Probably the colour of the car actually, it’s just fairly vibrant about the colour. Not on first look. 
What do you think the benefits the advertisement is trying to sell? Why? 
I would say, small, easy to get around, easy to park, it’s in a parking lot, city driving, that’s what I would say is the 
key benefit, same as (key message) 
What do you think is the key message of the advert? Why? 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
I think in terms of the look of it, it’s vibrant, young person in it, so it’s kind of you identify with that. I guess the 
lifestyle in terms of the city living resonates with me. I think it’s too small in terms of text. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Probably not (persuaded) only because it is not really something I’m in the market for. So I think any kind of car 
would not be particularly attractive. 
If looking for car, will this be something you’d pay attention to 
I think I’d flip through, simply because with cars I’ll have something specific in mind, so I won’t generally look at 
print ads  
Who do you think the advertisement’s target audience is? Why? 
I would have thought it would be a youngish, 20, 20s, early 30s person, living in the CBD. Again I think it is because 
of the imagery around the city, the car park and the person in it. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
I think it is fairly straight forward 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Positive (about the ad) 
Describe the ad (2) what strike you about it? 
The lifestyle immediately strikes me in terms of the, it’s painting a picture around outdoor living, and kind of, I 
would say, family kind of living, that kind of jumps out with the top two cars. 
What do you think the benefits the advertisement is trying to sell? Why? 
I think the car is going to be convenient, and easy for the kind of outdoorsy life you want to lead. It’s not going to 
be a hassle around going away for the weekend, or doing things, that’s what I think it’s trying to tell you. 
What do you think is the key message of the advert? Why? 
Have flexibility, maybe? Different kind of options? 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No, I don’t like it, I think it’s too obvious, it’s too, so different to my experience in what I would be interested in 
that I just, I think it’s too obvious. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Dissuade, I think it’s kind of, it looks also kind of old fashion, kind of 80s. Like it just seems a little old fashion, 
maybe with the colours and the shape of the car. 
Who do you think the advertisement’s target audience is? Why? 
I would have thought straight male demographic, like and also family, youngish family, active family as well. I 
dunno, it kind of gives me that kind of men’s health, solo man kind of vibe. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
No, again, No i don’t think so. I can’t see that. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Probably a little negative, in terms of, I know the brand Subaru, and generally I wouldn’t be negative about that, 
but I don’t find (ad) appealing. 
Describe the ad (3) what strike you about it? 
I have no idea what it is advertising, that is the first thing that strikes me. Because the tennis player is so central to 
the picture and then you actually kind of just see the car in the corner, and the logo is so small as well. I wouldn’t 
have picked up on that straight away. I would have looked at it to see an interesting picture of a tennis player, but 
I would have assumed that it has something to do with tennis. 
What do you think the benefits the advertisement is trying to sell? Why? 
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I actually have no idea. I don’t know what they are trying to sell. 
What do you think is the key message of the advert? Why? 
Okay‐ Subaru proud sponsor of women who kick butt. Yeah – I kind of don’t get it still.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
I think it’s a good photo, it’s a good image, in terms of the main image, but I don’t like the other images. I just think 
it’s, I just don’t get the connection between the vehicle and the person. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
I don’t think it will do either, I think it’s neutral. 
Who do you think the advertisement’s target audience is? Why? 
I think they are targeting, I think potentially they targeting people who see themselves as affluent and achievers. I 
think that’s what you would generally put through with Martina, I think that’s kind of, kind of person who would 
connect with her, and I don’t think they would specifically be targeting at gay market, as it seems kind of a strange 
vehicle to be doing that, in terms of the lesbian market, that’s how I would assume. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Maybe, I’m reading too much into it, it’s – even though you can have this great achievement in this important 
thing, like tennis is important to you, whatever that happens to be, you still need a car, you still need that in your 
life. It’s an important. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Probably neutral – again, yeah, but it is a better looking car compared to the previous ad. I think that’s better. 
Describe the ad (4) what strike you about it? 
Obviously, the imagery is very, connects with the gay male audience, and it’s very overt in terms of being out has 
never been more in, in terms of the wording, often you see an ad which you would say, ah they are targeting the 
pink audience, but it is not so with the supporting wording . That is something I would say is very unexpected, 
unusual.  
Unexpected, unusual good, or bad? 
Ow good I think I. I think it’s good. Although having said that, I would be a little radison about, maybe it’s kinda 
playing to a particular audience when they have no connection to that gay male audience normally. I would hate 
to think it was a cynical exercise in terms of marketing. The company may have no particular, it may be specifically 
a branding, advertising, like sales generated piece as opposed to Oh I actually think it is important to sell to that 
market, and to support that market. 
What do you think the benefits the advertisement is trying to sell? Why? 
I think maybe the luxury and the lifestyle, the convertible aspect, out and about enjoying the weather kind of 
thing. 
Do you mean lifestyle in terms of the car or lifestyle in terms of the gay lifestyle? 
That’s a good question – no I would think they would be talking generally about the very affluent, gay male 
lifestyle.  
What do you think is the key message of the advert? Why? 
The key message? I think you know, that sort of fast pace, that the car is going to really stand out and be luxurious, 
I think. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Um yes I think, I would say yes. I think it’s intriguing as well. I think if I saw that image, coz that’s what you’ll see 
first, I’d agree more about that. 
Offended by the ad or positive thing 
I think it is positive, I wouldn’t be offended.  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
I think it would (persuade) 
Who do you think the advertisement’s target audience is? Why? 
I think the, the very affluent, gay male, disposable income, who is looking for a little bit of that status symbol. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
No not really, I don’t know if it’s underlying but you have the BMW they look like kind of cool people, like 
happening people, I think that’s the kind, you may have that kind of lifestyle if you have that car. 
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Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Positive I think, I would, you know if I felt it was legitimate effort to connect with the audience, yes I would be 
positive about that. 
If there was a company/brand that is genuinely supporting the gay community, would you be more supportive 
of the brand? 
Yes I would be more supportive. 
 
Age:     36‐45  
Gender:     Male 
Education:    Certificate or Diploma        
Profession:    Governance and Risk    
Income level:   >$100,000 
Sexual Orientation:  Gay   
‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐ 
GM2 
Describe the ad (1) what strike you about it? 
The orange colour. And the guy – I guess I am looking at his hands, his hands, his clothing, it’s just but mostly the 
car, the colour of the car. 
What do you think the benefits the advertisement is trying to sell? Why? 
Look it’s a bit, probably it’s, they are trying to portray him to be a bit cool, a bit street savvy. But the benefits I am 
confused because there are so many things being advertised in here, so it’s not just the look and sexiness of the 
car, and him and the image and the skyline and all that, and they are trying to throw all these little bits which are 
throwing me off. It’s says young and fun, I guess. 
What do you think is the key message of the advert? Why? 
I’m not even reading, for some reason the ad doesn’t even make me want to read the copy. And I’ve that bit ‘your 
city got simpler’ a few times but it didn’t stand out to me immediately. I think the copy and all these little bits are 
almost wasted, it seems like, the main part of is just him and the car and the picture, that says here’s my great 
little flashy new car, perfect for the city, that’s it – he looks like a cit person, he’s on the city skyline backdrop, and 
it’s a tiny car, and it’s a car that’s zippy around the city and it’s sexy and fun at the same time. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Generally speaking, no. It’s too disjointed and I think that it’s like, to me it’s messy, these little pictures, suddenly 
we are talking about fuel consumption, I’m looking now if I would be a consumer, I wouldn’t be bothered to look 
at these little thing. I think the idea of any ad is to get you in, and then that’s when you want to research on the 
Nissan micra that’s and when you jump on the website and o it’s got push start, it’s got this and it’s got that. So 
the bottom half of the ad grabs me but the top half just makes me want to turn the page.  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
This ad would not make me consider the car, no. 
Who do you think the advertisement’s target audience is? Why? 
I think young singles, young professionals, he doesn’t look super young, but he does looks like a single, out and 
about on the town.  
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
That’s the trouble, as I look around there’s a new Nissan Micra, you city got simpler, that sounds like that is meant 
to be the key message but then it says the new Nissan Micra, drive simpler, live better. It’s like they haven’t 
chosen, okay here’s your catch line, drive simpler, live better or your city just got simpler. There’s too much 
happening, I can’t deduce from that which message is meant to be, although they are similar so it’s almost as if it 
is not worth repeating again. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
I would say fairly indifferent, based on this ad. 
Describe the ad (2) what strike you about it? 
Obviously you look at three cars and you’re trying to make it out whether they are the same car. The copy is good, 
the title, I haven’t read the copy but the slogan, different drivers, different roads, one car. The brand is something 
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you really have to look for, it doesn’t jump out at you. Yeah I guess I am just looking to see, I saw it and I am trying 
to understand what the gist of the ad is and. 
What do you think the benefits the advertisement is trying to sell? Why? 
I think they are trying to sell the brand. I think they trying to say that they got a car for pretty much everybody and 
all sorts of uses. So obviously we have bikes on one and a surfboard on another and then Dorothy who drives to 
and from Bingo, so they have a car for different types of people and different types of roads. 
What do you think is the key message of the advert? Why? 
Subaru is versatile, reliable – they are trying to say it’s the car choice for all different types of people so I supposed 
they are trying to say that rather than target any specific audience, they are going out there saying so there’s 
something for everyone. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Not to me personally – it’s almost homogenous in its appeal to nobody. In trying to get everyone, it doesn’t tell me 
who they are aiming towards that could be their idea at the same time. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
I wouldn’t consider it based on this. 
Who do you think the advertisement’s target audience is? Why? 
Yeah not really clear. The name Dorothy jumps out at me as being an older demographic, but then I dunno , the 
several words saying camp out and xena and stuff like that doesn’t really say young and sporty even though I 
supposed its bikes and surfboard but the ad doesn’t feel young and sporty. I am not sure who their target 
audience, I think this will more appeal to an older audience looking for that versatility in a brand and a car and not 
necessarily being image‐based.  
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Well I haven’t even read the copy because it hasn’t enticed me to read it, again. I think it’s a branding ad I don’t 
think it is trying to promote any particular car, it’s trying to promote the brand, which it does. But the Subaru bit 
seem a quite irrelevant to the ad, it’s very small, but yeah – it’s a branding ad. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Nothing negative – it’s a good slogan, different drivers, different roads, one car, that’s quite effective. 
Describe the ad (3) what strike you about it? 
Obviously tennis, Martina, great colour – again, I’ve got to look for the brand, it’s not clear to me, I eventually 
found it in the bottom right hand corner. The ad is pretty cool, they are using kind of like an endorsement idea, but 
it’s almost like the car is not the ad it’s like, when you set the ad in front of me I thought the ad is about something 
tennis related, not for a car. 
What do you think the benefits the advertisement is trying to sell? Why? 
Well like I said, I think its endorsement, I suppose it’s trying to appeal to people that know Martina N and 
therefore there is that’s sporty, robust sort of feel. The ad is beautiful to look at. 
What do you think is the key message of the advert? Why? 
I don’t think there is a key message here – I think it’s just saying, you know, Martina is sporty, she’s fit, she’s a 
Wimbledon champion, tennis champion and this is what she drives. I think it’s trying to say that.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Visually is does appeal to me. I think that being an endorsement I don’t there’s a key message about the car it 
doesn’t actually tell me about the Forester, it’s very hard to find the brand, like I first said, and so it was very hard 
find out what car brand is this? Then you finally see it in a very fine print that it is a Forester, but I really had to 
look for that. But because it is such a good looking ad, I was happy to look for it. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
It is probably a little more persuasive, because it is visually appealing, and because it is easy to look at, and it is 
easy to then even though the car and the brand is quite insignificant, at least because it is a nice looking ad and it 
is quite well laid out ad you tend to look for what it is they are trying to say. 
Who do you think the advertisement’s target audience is? Why? 
I think we are over 35’s, I think it’s – I think it is necessarily a family sort of ad, I supposed it naturally says, sporty 
types, I mean obviously there’s hints at a Lesbian market as well, but you can’t be that specific, but it does have 
that sort of feel to it. It’s quite a masculine looking image to how she is and the forester is quite masculine, so it’s 
over 35’s, couples, singles, I dunno if it is seen as a sort of family kind of ad. 
Are there any underlying messages that you can identify? If so, what are these? 
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Are there any symbols or visual cues that you can identify? If so, what are these? 
The shape of martina and the muscular definition of her in that shot. I think there’s a correlation between 
between the masculine lines of the car and the, yeah I think it comes through but it is very subtle. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
That’s a nice ad, a nice ad, positive (feel). 
Describe the ad (4) what strike you about it? 
First of all I looked straight at the brand, I saw the brand straight away, then I looked at the car, then I saw the 
guys in the car, then I read ‘being out has never been more in’. Because I looked at the guys and I thought they 
looked very gay. And then yeah. 
You said the guys looked very gay – how so? 
In the way that one is looking at the other. 
What do you think the benefits the advertisement is trying to sell? Why? 
It’s seems to be totally an image thing, it’s about the drop top of the convertible but I think they are trying to plug 
it as obviously a gay‐friendly brand, and it is a bit tongue and cheek – being out has never been more in, so 
obviously the connotations of sexuality but then with the correlation to a convertible which is quite cheeky, cute 
and fun. I think the brand comes through very well – classic BMW stands out and the logo stands out really well. 
What do you think is the key message of the advert? Why? 
I think it’s a – even though it’s an ad for the Z4, and even though the Z4 suits the gay‐ that kind of market, well 
they have, lifestyle based car, so that’s perfect for this car to be enjoyed. I think they are trying to get themselves 
out there as a gay friend car, I think it’s really quite cutesy and some people and some members of that 
demographic may not respond in the way that the brand would hope, but generally those who don’t take 
themselves too seriously would think it is a pretty cool ad. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
It does – I think the fact that the brand pops out straight out at me that’s important in a car ad. I don’t want to go 
in search for who’s manufacturing this car. Obviously the car itself is beautiful and it looks nice – I mean they look 
relaxed, they look like they on a great, sort of maybe a weekend, or headed somewhere nice, having a bit of a joke 
in the car, and one’s looking lovingly at the other, admirably. Yeah it is a good ad. 
That visual element is important to you? 
At least it is very clear that the car is what is being promoted, unlike the last ad with Martina, and biggest thing is 
that the brand is clear. 
So the gay factor, the possible gay factor, does it play a part, do you like it in the ad? 
It’s not possible, it very clear and definite. No I don’t think so – I think that this could have been an ad that could 
have adapted itself to a variety of different target audiences. You can picture with their four wheel drive they 
could have had a similar sort of thing and they could have had another slogan that went with that but keeping to 
the consistency of this idea, so I think it is a good ad irrespective of the gay aspect. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Look it is a very nice looking ad, the car looks sexy, if anything they’ve cropped it a little bit and you can’t see the 
whole vehicle, but then I don’t think it’s about that, it’s just meant to about image, lifestyle, this is cool this is 
great, and again you going to jump on and they give you a very clear link to their website which is in a different 
colour to everything else. If you want to read, you can, if you don’t want to read, you don’t have to ‐ there are 
visuals to guide you.  
Who do you think the advertisement’s target audience is? Why? 
Obviously a gay audience – probably – look I’m going to hint it’s probably an established, not old, older, so over 35, 
a bit more young professional, quite affluent, able to afford such a car and the prestige that goes along with it. I 
don’t see it being terribly young, there’s a little bit of a hint of gray hair in the guy that’s driving the car, they don’t 
look young, they look possibly late‐30’s to early 40’s, but then given the price of the vehicle that’s who they need 
to get to buy, the practical purpose of affordability. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
I think the message is really clear – they are trying to make themselves again I think a gay‐friendly brand, this is a 
gay suitable car, possibly if you read more into the slogan ‘out has never been more in’ I mean that’s possibly 
that’s a comment across society, accord media, suddenly it’s favourable to link yourself to the gay market, so 
BMW is trying to do in this ad and they are doing it quite effectively. 
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Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Love one – is there a prize for doing this survey? 
Age:     26‐35 
Gender:     Male 
Education:    Bachelor Degree   
Profession:    Real Estate Agent    
Income level:   >$100,000 
Sexual Orientation:  Bisexual 
‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐ 
 
GM3 
Describe the ad (1) what strike you about it? 
The orange car – the bright orange, I’ll never drive a bright orange car. To be honest. 
What do you think the benefits the advertisement is trying to sell? Why? 
The Nissan Micra car and it’s got a young, hip guy there, so instead of the girl in the bikini, it’s got a young, hip guy. 
Why the girl in the bikini because sex sells. So typically if you drove, that’s what you are going to attract or be like. 
Anything intangible with the car ad 
Hipness, coolness. It’s a hip cool guy, if you drive this car you’re going to be cool. 
What do you think is the key message of the advert? Why? 
The text is fun, bring the joy back to city driving, so joy is fun. Some of the features – gear push button start, so it is 
not just an econo‐box, it’s got some features and fuel economy obviously, being a small car they are trying to 
pushing the fuel economy. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
To me personally, no. I don’t like small cars.  
Is the ad getting your attention, is it selling effectively about the car, the brand? 
Yes in general, I don’t have any issues ‐ it is a clean looking ad as far as the type and the layout and everything, it is 
quite neat and modern. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Who do you think the advertisement’s target audience is? Why? 
To me I’d say – mid‐30’s, under 30’s. Probably males and/or females. Demographics of who’s going to buy small 
cars like that, again the guy that is in there being a younger guy, the colour choice it is not a conservative colour 
choice, it is an in your face, out there so that’s why I’d say like that. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Not particularly, no. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
I’m pretty in indifferent about Nissan, I am neutral. 
Describe the ad (2) what strike you about it? 
Definitely going after the gay and lesbian market with the rainbow flag and the HRC, which is funny because it is 
only known in the US. It is not well known here. And it says camp out, dorothy, friends of dorothy, the rainbow 
benefits jump out of me, being a gay man. And talking about different drivers and different roads, different drivers 
as in gays and lesbians being different minorities. 
What do you think the benefits the advertisement is trying to sell? Why? 
Benefits – not as much so. The cars are going for more for the corporate social responsibility or trying to say hey, 
we care about you as an audience, gay and lesbian we are trying to appeal to you, not as much about the actual 
car itself.  
What do you think is the key message of the advert? Why? 
Is that we respect you as a customer, you being gay and lesbian, we respect you as a customer. 
The word respect – do you suspect that they are trying to tap upon the gay market, and do you like that they 
are trying to do so? 
Absolutely. It’s an interesting question, so yeah ‐ it is always the dichotomy of, as a minority you want to be 
recognised but you don’t want to be taken advantage of. You want someone to recognise you and respect you but 
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you don’t someone to just chase you for the pink dollar simply because it is a marketing opportunity, without 
supporting the broader community. Not just advertising to it, but supporting the community like HRC.  
Is it a blatant attempt in this ad? 
When I read it so Subaru supports the community as a whatever the sponsor the human rights campaign, the 
founding sponsor of the rainbow – so when I read this, so yes they do give money to organisations that benefit the 
gay and lesbian community. So I feel that that’s it’s not just targeting advertising but actually supporting the 
community through donations. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Yes, I’d say so. I appreciate it, I respect that. Again me, it’s – doesn’t say much about the car, it’s more about ‘we 
are Subaru we donate to the gay community so you should look at our products’. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Yes – I would take it as a factor (persuade)  
Who do you think the advertisement’s target audience is? Why? 
Broad generic,, gay and lesbian, based on what I see because of the symbols and licence plate and I don’t see any 
specific gender bias or specific age bias, just gay and lesbian. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Yeah I guess from the Corporate Social Responsibility it’s had a positive impact other than the quality or aspects of 
the car, it rounds out the image of the corporation. 
Describe the ad (3) what strike you about it? 
Not so much about the car! Um – so obviously very specific targeting people who like Martina N and wanting to 
show that, she, it’s much more a corporate endorsement, so it a sports person endorsement of a brand rather 
than talking about the benefits of the brand, or any of the previous ones, rather than talking of the benefits of the 
car or the company, this one more about martina N likes this, you should too. 
What do you think the benefits the advertisement is trying to sell? Why? 
 
What do you think is the key message of the advert? Why? 
Martina drives a Subaru, you should too. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Me personally No – I put much less faith in corporate endorsement than on facts, figures and my personal feelings, 
as far as, for example, a lot of automobile appeal is the styling and the performance of the car, knowing that 
martina drives it does nothing for me about knowing do I like this style of performance it doesn’t do anything for 
me on reliability, dependability, any of that. There’s a small picture of the car – the point of the ad is that martina 
likes this and if you like Martina, you’d like this car too. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Neutral – I flip over it and it’ll be gone in 10 seconds.  
Who do you think the advertisement’s target audience is? Why? 
Um – tennis fans with like Martina N and put faith in what she says– or have respect for her. 
You’re using him to determine the target audience? 
Being an out lesbian support person. There is that kind of tie in but not as overt as the previous Subaru one– much 
more subtle. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Well I guess when I see, when I look at the text, so it talks about her sports achievement, it doesn’t talk about her 
being a proud lesbian. It says she is a Wimbledon champion, us champion, sports commentator, subaru driver, no 
where does it say proud lesbian, and even the text at the bottom, Subaru is a proud sponsor of women who kick 
butt. It doesn’t say anything about gay and lesbian, so I don’t feel that there’s any gay and lesbian slang that.  
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
No again, just ambivalent, i’d just flip past it, and might give it a second look. 
Describe the ad (4) what strike you about it? 
Again, being out – obviously going after the gay market – two guys looking very much like they can be a gay 
couple. Um ‐  
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What do you think the benefits the advertisement is trying to sell? Why? 
Interesting, other than the tag line and the two guys, none of the other checks talks about, anything about, 
specifically GLBT. So being out has never been more in is just – BMW can help you be a cooler gay‐ that what I get 
out of it. 
What do you think is the key message of the advert? Why? 
It’s a tough one – it’s not really clear because it’s – the graphic and the tagline are gay but the rest of it, the classic 
BMW is all about being BMW quality – and the fact that it’s a drivers’ car, its kind of – I dunno, It’s sort of like, if I 
would to analyse it the picture and tagline have been tagged on to types they already have. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Doesn’t do much for me, nope – again it doesn’t show much about the car, so for me automotive advertising is as 
much as about the appeal of the car itself as it is about anything else. You have to like the way the car looks – for 
me anyway, for some people who view it as different point and different point on how it looks, but.  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Not really, really ambivalent, I’d flip the page over pretty quick 
Who do you think the advertisement’s target audience is? Why? 
Definitely gay males.  
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
No – I mean, being out is the one that kind of flags it as being gay and the two guys in the car. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Not much of a difference – I guess comparing this to the subaru (Ad2) that talks about CSR and more in depth 
involvement with the gay community, whereas this one is just a picture of two guys and it says being out is cool, 
and you should come and see us. 
 Demographics. 
Age:     36‐45 
Gender:     Male 
Education:    Bachelor Degree 
Profession:    Professional dog trainer   
Income level:   $20K‐$40K 
Sexual Orientation:  Gay   
 
‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐ 
GM4 
Describe the ad (1) what strike you about it? 
He’s happy – The colour of the car is really bold. It’s interesting how it really stands out, it pops right out in the 
front there, the city is in the background, but yeah he looks really happy to be near that car. 
What do you think the benefits the advertisement is trying to sell? Why? 
What I guess, coz it’s in the city, it’s a small car, and it’s got a lot of open space around it, so I would say that a 
small car is roomier and easier to get around in. (I rarely read copy of ads) 
What do you think is the key message of the advert? Why? 
I just think that it’s efficient, it’s bright and it’s zippy, and fun car. But overwhelmingly the name is micra and says 
that it is smaller, smaller cars are more efficient and they get around the city easier.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Just the car stands out, you know it’s – pleasant but yeah – I am not fussed about car ads myself. I’d go with 
likeable (ad). 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
No – I don’t like cars, I don’t drive cars. I recently sold my car so yeah – if I bought a new car, I wouldn’t buy a 
brand new again, I’d buy second hand.  
Does brand have an impact by looking at ads? 
I do like sensible cars, like this one, smaller ones. Everything I said, economical, and easier to park. If I bought a car, 
I’d consider buying a vehicle like this but second hand or off the floor. 
Who do you think the advertisement’s target audience is? Why? 
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Well – it’s sort of your younger, interesting that it’s male – that colour is a bit masculine, it’s not your typical 
feminine colour. Yeah your younger, I’d say probably educated people. He looks to be probably University 
educated, but again it’s a sensible car, it’s a smart choice, you can say your sort of early 20s? 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
No I haven’t read that much into it. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Positive – it looks like of simple – you know, you know someone pressing that button and pressing that button, so 
it all looks kind of simple. 
Describe the ad (2) what strike you about it? 
Let’s go outside, it’s about outdoor, it’s about getting out and venturing. Many uses for the one car – this one car 
can be, maybe a bit, Dorothy is in the old, maybe it’s a granny’s car but you can go kayaking, cycling, possibly city – 
different uses for the one car? 
What do you think the benefits the advertisement is trying to sell? Why? 
Quite often you can buy a car, which is, you know a jeep. Or you can buy a Micra small call like the other one. 
Whereas this is saying that this is you can more usability. To take a car camping, or off road, or put it on the roof, it 
says – exactly that, there’s more use. It’s interesting that they have used the rainbow sticker there – it caught my 
eye. 
What do you think is the key message of the advert? Why? 
Multiple use 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
The car looks a bit old, but definitely absolutely appeal to me because I am an outdoors type person, so the 
thought of being able to have a car to put my bikes on or go kayaking, so definitely. So for me, yes.  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
It’s persuaded me more than the other one – because it appeals to my interest. I love the audience. 
Who do you think the advertisement’s target audience is? Why? 
Coz of the rainbow sticker, but then really it can be anyone, well not just the outdoors, I think they are trying to 
say that it’s also it looks efficient, again it’s not a big car – probably maybe fuel efficient. So it’s really got a wide 
appeal.  
It’s because of the visual aspects of the car or words? 
They’ve done it very cleverly I think, they are very basic, they are not prompt but. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Well the number plates are quite clever – Xena lover, Dorothy and camp out – you know that can be taken as 
combination with the rainbow sticker and camp – they are quite all the different names or just suggest different 
things. Just that potential that different people drive different cars. Like a gay person or an elderly person. Xena 
lover can be a little dykie – but... Just they are all different. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Positive but to be honest I don’t like the look of the car at all, but again that is not a big part of my consideration 
when I buy a car, the fact that I can use it – it’s practical. 
Describe the ad (3) what strike you about it? 
Love it. Well I just love tennis, this is interesting linking a lesbian to that car. I like tennis way more than I like cars 
so I am not interested in the car, I just love Martina and I think she’s awesome. So but yeah – I think maybe 
lesbians might look at that car and go oohhh, does she drive one of those, I might have one of those. 
What do you think the benefits the advertisement is trying to sell? Why? 
The linking the brand to the person. 
What do you think is the key message of the advert? Why? 
Sporty, active, be active. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
The ad – yeah absolutely. The minute you put the ad in front of me I was like – awww, woah tennis.  
Is it because of Martina? 
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Yeah – or the car has nothing to do with my interest to the advert – oh you know it’s just very active, the lines as 
well – really strong reach, strong – the strength, the physicality, it does say durable – we all know that Martina is 
mature and yet she’s still going. Maybe the car will last longer and go further. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
No. Can I compare – compared to the last one, the (A2) visual cues were more subtle, that’s (Ad3) quite strong and 
I can’t really link that to the car as much as the other one. 
Who do you think the advertisement’s target audience is? Why? 
The first word is lesbian, but heaps of people love Martina, Maybe women might like her, women in general, 
maybe lesbians a bit much more? 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Why you have to think ‐ I think there’s the trophy, she’s a winner, buy the car and you know, you’ll – not that 
you’ll be a winner, but it is a good choice, it’s a sensible choice? 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Very positive – strong, like I said – the words durable and that it’ll keep going. 
Describe the ad (4) what strike you about it? 
The two guys are happy, and they are together, I think they may not be gay, but as a gay guy, that absolutely 
appeals to me because if a car brand is willing to put what I perceive is a gay couple, who are about to head off, on 
a road trip together, for me that’s a very positive thing. I would consider that car, or be it a little out of my price 
range. 
What do you think the benefits the advertisement is trying to sell? Why? 
They are very clean cut guys, with their shirts and the car’s is very well known, a smart car. I think you’ll have the 
roof top’s down, they are having fun, they are off on an adventure, you’ll going to have a good trip. But I think 
these guys are gay and a little mature – I think that age group is interested in picturing them in there. Everyone 
knows BMW is a reliable and yeah – I like it.  
What do you think is the key message of the advert? Why? 
Well being out has never been more in – I think it’s – I think they are really – guys having fun? 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Yes – It’s what I said before, it appeals to me because it’s two gay guys, a lot of marketing is a man and a woman, 
or kids and families. For me I like the facts it’s two guys. 
So if you see ads with two guys or portrayed with supposedly gay guys, are you more likely to be persuaded about 
the brand? 
I will look at it longer, whether I am persuaded I don’t know (but I am likely to remember the brand or the advert.) 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Yes, definitely. 
Who do you think the advertisement’s target audience is? Why? 
Gay guys that have been in their late 30’s and 40’s. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
I think (the ad) is explicit, I think they are having a great time. As in he’s got a big smile on his face – the roof’s 
down and they are on a road trip. Life’s good. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Very positive. 
Demographics 
Age:     36‐45  
Gender:     Male 
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Describe the ad (1) what strike you about it? 
The car – the colour of the car. That’s the initial thing and then I had to look up and then I see the title and the 
ignition.  
What do you think the benefits the advertisement is trying to sell? Why? 
I dunno – small – I have to look closer to look for the benefits, but it looks like it is a touch, push to start, 
something else I can’t read. Good on petrol. 
What do you think is the key message of the advert? Why? 
Well it says your city just got simpler, I’m assuming it is a small city driving car. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No (not appealing) – I mean, initially it looks like you are selling a car, so straightaway it doesn’t tell me anything 
other than what I see on the car. 
If you were flipping through a magazine, 
Keep going, keep going. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
No – (won’t consider it) 
Who do you think the advertisement’s target audience is? Why? 
City drivers. It doesn’t give me any – it doesn’t push me to one gender or another gender or sexual preference – it 
just looks like someone who wants a fuel efficient car. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
No – I mean the guy in the background doesn’t do anything. It doesn’t seem like he’s attracting or doing anything 
exciting. He’s just there. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Indifferent. 
Describe the ad (2) what strike you about it? 
Looks like a practical car – car that someone likes outdoors, especially the top two. Obviously a little bit of a gay 
connection with the first car in the top left with the flag and two identical bikes, pretty much. Yeah – I mean it says 
different drivers, different roads, one car, so I’m assuming it is appealing to all types of market audience.  
What do you think the benefits the advertisement is trying to sell? Why? 
I mean to be honest the cars look ugly from behind, I think it’s really just saying that, you can get the same brand 
car for those who, for different interest, but personally I don’t think it’s very attractive. 
What do you think is the key message of the advert? Why? 
I think the benefit is trying to say that different drivers, different roads, one car, but the reality is it’s not the same 
car, it’s the same brand, so it can get lost. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Not really, the photos aren’t attractive, so they are just looking at the behind of a car but it doesn’t tell me much 
of a car. So really what I am looking at is what it offers such as the attachment such as the roof top and that sort of 
thing 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
I wouldn’t, it doesn’t really look like – it doesn’t tell me much about the car itself. It’s just telling me that I can put 
bikes or canoe on top of a car – and that’s one element of buying the car. 
Does the aesthetics of the car play an important role? 
Absolutely. Like you want to be able to feel, you want the look‐feel, how you try to, how it appeals to you. Right 
now it only gives me one element of the overall package.  
Who do you think the advertisement’s target audience is? Why? 
Different drivers – so first car is the gay people, second car maybe someone who is outdoors, and then Dorothy 
could be, I dunno, a mother or daughter or someone else.  
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Well obviously there are underlying messages, as in camp out – very gay kind of words, and the flag. It’s very 
underlying message. There it appeals to a particular kind of the audience. Without reading the text, I mean it does 
– last sentence the rainbow benefits community helps civil rights and cultural interest, I dunno whether they, 
Subaru are supporting those particular markets. But I have to read through. 
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Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
I mean, you get excited for whole two seconds but it doesn’t make me want to buy it, it’s just more of the 
association of something that I belong to. 
If this car is targeting the gay and lesbian market, does it make you think more positively about the brand? 
Yeah If it is supporting the community, absolutely, but then, I would probably prefer a car, just out of the three 
car, just that car out of the ad. 
Describe the ad (3) what strike you about it? 
I love her, Martina is hot. She was my first preference about the ad – I mean, they are probably advertising the car 
secondary but she’s attracted me to it – I love Martina and I love tennis. 
What do you think the benefits the advertisement is trying to sell? Why? 
She’s probably endorsing the car, so obviously people who like Martina would obvious say wow, okay good. The 
reality is if you are not a tennis player or if you didn’t know who she was, you’ll probably be flipping over.  
What do you think is the key message of the advert? Why? 
It’s saying the next generation – I dunno how you connect the next generation with Martina so, because I 
assuming the next generation, she is the generation, so the next generation is the up and coming next person in 
tennis. So if it is someone who has come to the tennis game is looking to going breaking records, like she’s out of 
tennis, so it almost like (not relevant). 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
It does because I love tennis and that, but I do think about the car. I would be saying, oh wow, but that’s it.  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
More than the others (persuaded). 
Who do you think the advertisement’s target audience is? Why? 
Tennis players. And sportsmen – sportswomen. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
She’s a lesbian so she may attract that kind of crowd. People who do love the fact that she came out and a bit of 
story about it, absolutely (important to use her). 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Positive. 
Describe the ad (4) what strike you about it? 
It’s very gay. Two guys and obviously the caption, being out has never been more in. So yeah – it’s hot, I like it. 
What do you think the benefits the advertisement is trying to sell? Why? 
Obviously the benefits will be – the car – the picture, a better picture of the car somewhat compared to the 
others. You can look at the feel.  
What do you think is the key message of the advert? Why? 
Well let’s just say, being out has never been more in, I dunno it’s more, I think it is saying it’s probably a good thing 
to come out, and probably appealing to those people who may not be out. Or some form of. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Yes it does, yeah I do. (dislike) I want to see more of the car – so if they took two frames back, you actually get a 
picture of the whole car and it’ll probably just be as effective. I will also do it on a different angle – if they are going 
sell two guys on it, you want to probably put two hot guys and you want to see their faces. So you’ll probably take 
the photo that way (frontal). You want a bit more sex appeal. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
No – but it makes me want to read the column. 
Who do you think the advertisement’s target audience is? Why? 
Probably the gay community – using (visual and words) to determine – it has gay undertones that are obviously 
pretty easily.  
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Just supporting gay, just gay – BMW supporting gay. It’s explicit – it’s encouraging people to come out. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Positive. 
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Age:     26‐35 
Gender:     Male 
Education:    Bachelor Degree   
Profession:    HR Manager    
Income level:   >$100,000 
Sexual Orientation: Bisexual  
 
‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐ 
GF1 
Describe the ad (1) what strike you about it? 
The colour strikes me ‐ the colour of the car strikes me. 
What do you think the benefits the advertisement is trying to sell? Why? 
I think it’s trying to ‐ to me ‐ it’s given an impression of a city car, you got a guy here who’s looking pretty cool ‐ city 
landscape, so probably a little more of a car around town. 
What do you think is the key message of the advert? Why? 
I would say economical, small, cheap. When I say cheap, I mean affordable. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
I think there is something quite attractive about it ‐ living in the city I’m thinking about a city lifestyle, I think 
probably for me it’ll more around the convenience and ease in terms of parking. In terms of the your city just got 
simpler. Simpler as in simpler to get around and park.  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
It’s quite a girly car, the ad is pitched in quite a blokey way.  
Who do you think the advertisement’s target audience is? Why? 
It’s a good question. I think it’s a little confusing from that point of view, because you’ve got a, sort of a blokey 
bloke there but it’s quite a girly car, and quite a girly colour. So I’m probably a bit confused about that ‐ but aimed 
at sort of, 20’s, people in their 20’s possibly. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
It’s promoting, obviously, economical, easy to drive, easy to start, so I don’t know. Yeah (I don’t see any) 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Probably neutral. 
Describe the ad (2) what strike you about it? 
I think the one thing that strikes me is diverse, diversity. So I actually didn’t straight away see the gay reference 
over there. More around the same car but you and I have completely different lifestyles, one of us has a family, 
the other doesn’t but we could driving the same car. Very different lifestyle choices in terms of whether it’s active 
or family ‐ single or family but we essentially have the same car. 
What do you think the benefits the advertisement is trying to sell? Why? 
This car would appeal to anyone. I mean I don’t like the look of the car but I like idea that you can think about your 
own lifestyle and how you spend your time and think this car can possibly suit me, whether or not I go cycling, or i 
have a family ‐ this could still be the car for me. 
What do you think is the key message of the advert? Why? 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
I think it would it actually, and again, the look of the car, the concept of it, I think it’s appealing. 
Who do you think the advertisement’s target audience is? Why? 
I think for something like this, this ad, people in their 30’s that maybe a bit of all of these things. So you might go 
cycling on the weekends and you will put your bikes on the top, you might go surfing, so probably active, active 
people. People that use the car as part of the lifestyle as opposed to maybe using it to commute to work. I don’t 
think it’s targeting those people, it’s targeting those people who would be thinking about ‘I’m going to go cycling 
or I’m going camping or whatever and how can my car can help me do that. I don’t think it’s necessarily targeting 
people who use the car to travel to and from work. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
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Yes I think, I think the gay reference ‐ so again going back to that, I think there’s a message of diversity in there, 
but whoever you are and whatever you do, that this car could be for you.  
Targeting gay community? 
It’s interesting actually, I wouldn’t necessarily think it was, no. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Yup. 
Describe the ad (3) what strike you about it? 
Probably the imagery, in terms of the car is minimal. So I think it is building on the brand as opposed to the car. 
What do you think the benefits the advertisement is trying to sell? Why? 
That the benefit is that a successful person that you admire might be driving the car you drive. Certainly not a 
benefit around what the car can do for you but more around the feeling you might get, feeling driving that car, 
thinking someone might admire driving that car. 
What do you think is the key message of the advert? Why? 
I think this one is a bit clearer, in that you know champion sports person chooses to drive that car. The successful 
person drives that car, you too can drive that car. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
So ‘proud sponsor of women who kick butt’. I mean I do like it, I do quite like it. I am not sure if it will make me, 
necessarily ‐ I think if anything, it will make me more aware of the brand, so yeah ‐ maybe that I might be going to 
look at Subaru the next time I want to buy a car. 
Does the champion athlete, visual aesthetics? 
I would say both, in terms of who they are using, but also the imagery. Maybe she’s playing tennis, but that will 
grab my attention.  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Who do you think the advertisement’s target audience is? Why? 
I think possibly that this is targeting the gay audience ‐ probably gay women. (Lesbian will possibly respond to this 
ad.) 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
I think the ‘Subaru is a proud sponsor for women who kick butt’ I think that’s probably quite powerful. Well it’s 
quite strong statement I think, in that one thing says she kicks butt throughout her career and that they are 
prepared to sort of put themselves out there to support someone like that, especially you know with years I know 
she struggled to get sponsors, for instance so they are putting themselves out there and I think it is a strong 
message, they are probably, I think there’s a message there around being quite bold. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Yeah it will be positive, positive yeah. 
Describe the ad (4) what strike you about it? 
Okay ‐ that’s a pretty out there ad. Well it is just not an ad that you see very often, two guys quite a positive 
image, two gay men. Being out there has never been more in, two things ‐ obviously, the out thing being gay, and 
out and about, roof off out enjoying life. 
What do you think the benefits the advertisement is trying to sell? Why? 
I think it’s quite a cool car and I think they are trying to sell the aesthetics of the car, if you drove in a car like that, 
you’re pretty in. Quite trendy. 
What do you think is the key message of the advert? Why? 
I think it’s try to say, quite a sexy about the ad I think. Just reading it actually, the description of the car, I think it’s 
more, about lifestyle, being in an accepted lifestyle and that BMW accept your lifestyle. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
I do like the ad ‐ I think to me it’s very positive image, it’s two guys you know, looking happy, obviously enjoying 
whatever they are talking about, and enjoying spending time together, just occurred to me that they are both 
wearing the same shirt. But I think it’s quite a positive ad. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
I would (persuade) 
Who do you think the advertisement’s target audience is? Why? 
Gay audience. I think probably targeted at gay men.  
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As a gay woman, does this ad make you feel good about it as well? 
Yeah absolutely, it’ll be interesting to see what the gay men think about it, to me it’s not about what it is male or 
female, it’s more around the gay thing. Doesn’t matter to me whether it is male or female, it’s more around 
promoting, or about the gay lifestyle, out there.  
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
I think it’s designed to grab attention. It is quite attention grabbing ad ‐ you’re so used to seeing car ads where it is 
a single person, or straight couple and to see a gay couple in an ad like that, I think it’s pretty attention grabbing. I 
actually think ‐ I can’t speak for straight people, But I think it’s a very positive image ‐ and it makes the car look 
nice. They look like that they are having a great time in the car. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Positive, definitely positive. 
Demographics 
Age:     36‐45  
Gender:     Female 
Education:    Bachelor Degree 
Profession:    Recruitment manager    
Income level:   >$100,000 
Sexual Orientation:  Gay 
 
‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐ 
GF2 
Describe the ad (1) what strike you about it? 
Looks like – well it’s just about a practical fun car for the city – the city just got simpler, this car will be easy to 
park, nice to drive in the city. 
What do you think the benefits the advertisement is trying to sell? Why? 
That’s what I see when I see the ad. 
What do you think is the key message of the advert? Why? 
The car is perfect for city driving 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Not to me personally, maybe I don’t like the design of the car so much, and the guy seem a bit arrogant somewhat.  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
No it wouldn’t make me consider it. 
Who do you think the advertisement’s target audience is? Why? 
His age group – mid 20’s – student, something like that. Mid 20’s. 
You’re using him to determine the target audience? 
Yes 
Are there any underlying messages that you can identify? If so, what are these? 
I didn’t get any underlying messages there 
Are there any symbols or visual cues that you can identify? If so, what are these? 
I didn’t read the small text – straight forward 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
I don’t know much about this car actually so, I don’t know anyone who buys a Nissan, so. 
Describe the ad (2) Strikes you? 
So the ad shows the versatility of the car, seem much more practical than the one before. The visual – the first car 
has two bicycles on the top, the one on the right has a suitcase on the top – the visual already gives you the 
practical impression. Different drivers, different types of car. 
What do you think the benefits the advertisement is trying to sell? Why? 
Functional car ‐ functionality 
What do you think is the key message of the advert? Why? 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Again, wouldn’t really be a car that I would buy because of this ad, it wouldn’t appeal to me in that way. Actually I 
dunno, I don’t it very appealing ad, it seems a bit boring.  
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Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Less impact than the one before. 
Who do you think the advertisement’s target audience is? Why? 
Family, definitely practical family car 
Are there any underlying messages that you can identify? If so, what are these? 
Maybe that you know, doesn’t matter if the husband drives the car, or the wife drives the car. Switches its 
appearance. 
Are there any symbols or visual cues that you can identify? If so, what are these? 
No. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positive, negative, indifferent? 
Not really. 
Describe the ad (3) Strikes you? 
Action, energy, dynamism that come to mind when I see the ad, the car seems to have a lot more power, straight 
away think of a car that is more powerful. 
What do you think the benefits the advertisement is trying to sell? Why? 
Would be a good, looks like a good car to take on trips, trekking trip, camping trip. Outback. 
What do you think is the key message of the advert? Why? 
Trying to sell the car obviously – looks like they are more trying to appeal to potential future drivers – based on 
personality would be interested in the car.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Who do you think the advertisement’s target audience is? Why? 
Professionals who are quite active – doesn’t necessarily have to be single  
Are there any underlying messages that you can identify? If so, what are these? 
It’s martina Nav – she’s a little bit older so that’s perhaps the only thing that might indicate the target audience a 
little bit but she looks so active there, so it doesn’t really, doesn’t seem to be too narrow. 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? 
Yes ‐ More positively than the one before definitely– because I love so when I see a tennis ad like that it appeals to 
me. 
Describe the ad (4) 
Oh yes the classic BMW – so two guys first of all, I have not actually seen the BMW before the two guys, so it is 
quite interesting, quite good. So straight away it appeals to me more, because – on the other hand, that kind of 
car is not my thing, it is fancy car, it is sort of a business audience, professional, a lot of money and indulge in 
hedonism, those of the things that come to mind. 
What do you think the benefits the advertisement is trying to sell? Why? 
A certain lifestyle – I’m driving a BMW, I am a classy kind of guy. 
What do you think is the key message of the advert? Why? 
Well – Really trying to target the gay market here – Broadening their target audience obviously, I think which can 
make BMW a little more cooler.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
I think, good. I dunno – the slogan is fairly good  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
I would probably – so I would be more persuaded by the brand as such but that kind of car wouldn’t appeal to me 
at all. The brand yes.  
Who do you think the advertisement’s target audience is? Why? 
The gay market is part of the target audience it is obvious but it is broader than that. For this ad particular it is the 
gay market. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Apart from the slogan and the two guys, no – I can’t pick up any hidden phallic symbols and things like that but I 
can’t see anything. 
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Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? 
Yes more positively about it. 
Demographics. 
Age:     26‐35 
Gender:     Female 
Education:    Doctorate      
Profession:    Lecturer 
Income level:   $80K‐$100K 
Sexual Orientation:  Gay 
 
‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐ 
GF3 
Describe the ad (1) what strike you about it? 
What strikes me about the ad? I wonder how they got the car up there. The first thing that gets my attention is the 
pose of the man really. Quite odd. Well I don’t know what to make of it – so I would have thought, if you are 
talking about bring the joy back to city driving, that open handed stance, but then he’s got his legs crossed in front 
of him, so there is an in congruity between the words and the picture.  
What do you think the benefits the advertisement is trying to sell? Why? 
Simplicity? Fuel efficiency? Looks like it’s got a good turning circle or something like that, not that I can actually 
read that, but I can see from the little graphic. It’s small and apparently it is‐ oh yeah, shortest turning radius, so 
yeah simplicity.  
What do you think is the key message of the advert? Why? 
If you buy this car, it will be really simple to drive. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No. Well – that’s not my demographic – that guy. It’s a bit – the colour is all a bit – running together. It’s not 
visually attractive.  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
No (persuaded) – I’m not in the market for a car. If I was in the market for the car, what I would be interested in is 
the details, statistics like, whether it is fuel efficient and those types of detail I would be more interested in 
information than any what an ad looks like.  
Who do you think the advertisement’s target audience is? Why? 
Young men, aged between 18‐25? The young man who’s in the ad (reason). 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Well it’s not parked very well. It’s got such a short turning radius why can’t he get it within the lines. It’s sort of on 
an angle. No I don’t know if there are subliminal messages there. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Neutral. 
Describe the ad (2) what strike you about it? 
Woo – Dorothy. See the rainbow symbol here, so this ad targeting gay and lesbian community. We’ve got a 
rainbow symbol on one car, camp out, Xena what’s her name, warrior princess. Xena what’s her name warrior, 
we’ve got some very active people there, riding bikes. And Dorothy who’s of course – what’s the word – not a 
pseudonym – Dorothy – a reference which is has a gay and lesbian subtext.  
What do you think the benefits the advertisement is trying to sell? Why? 
Difference. We’ve got different people but this car is, you know, different people, different roads. 
What do you think is the key message of the advert? Why? 
Lifestyle? Sexual orientation. Although if you read the text there are some great features about various car – I 
mean Subaru is a good car. It’s a decent car to buy.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
If I have enough money I’d probably buy a Subaru. In terms of the ad, it’s a dreadfully boring colour I mean who 
would buy that? This is appealing, but because of the number plate and the outback, but that it’ll be a useful car to 
have, to go anywhere and that, which is what I think that’s what they are suggesting. I don’t know which one that 
is because I can’t pick up the wording on it – that’s the outback, is that the forester?  
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Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
I would be more likely to buy this brand over the Nissan. 
Who do you think the advertisement’s target audience is? Why? 
Gay and lesbian, bisexual, transgender people – or actually no, just gay and lesbian, I think.  
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Xena is the lesbian, camp is gay male and Dorothy is gay male.  
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Positive. Especially since they sponsor the Rainbow endowment.  
Describe the ad (3) what strike you about it? 
Ooh, action! Oh god, Martina! Does she drive a Subaru. I’d probably buy one if that was the case. Subaru is a 
proud sponsor of women who kick butt! Woo hoo! 
What do you think the benefits the advertisement is trying to sell? Why? 
The benefits they are trying to sell. Champion tennis player, successful. Athletic. The first – I can’t think when billie 
jean king came out, so we are talking about the first openly gay woman on the tour. Yeah. So that’s the Forester – 
next generation.  
What do you think is the key message of the advert? Why? 
Well as a gay – as a lesbian tennis player, it’s very, the key message would be, that this is someone who has been 
really successful and she drives a Subaru! Join the dots. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
I like it because it has got that nice green, it’s action ‐ like this is a fantastic photo that’s, you know, she’s full 
stretched, she’s got the ball in the middle of the racket. It’s brilliant. Not really (dislike about the ad) ‐ this picture 
is a little odd – it’s trying to sell the car but it’s the smallest part. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Look I’ll be more incline to buy – having seen this ad – than having seen the previous two.  
Who do you think the advertisement’s target audience is? Why? 
Lesbians! Look I supposed Martina has cross sectional appeal in that other women who are not frightened of.... 
lesbians, would admire her. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
What does this wording down her says? The beautiful of four wheel drive (slogan). No I quite it because I like the 
idea of women kicking butt. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Positive! 
Describe the ad (4) what strike you about it? 
(Laughter) BMW! Get with the program! Well it’s‐ being out has never been more in! It’s mainstream – very 
mainstream. I mean we’ve got two very gorgeous looking men, successful men, they’ve got beautiful clothes on, 
expensive watches you know if you blew that up, it would be expensive. I mean not blow it up but to enlarge it. 
BMW just, straight away, we are talking about upmarket – it’s an expensive brand.  
What do you think the benefits the advertisement is trying to sell? Why? 
Well I think – well you’ve got two men, one would have to assume target market – wealthy, gay men. So we’re – 
disposable income. There no, this is not going to appeal to people on a pension, who are not going to be able to 
afford this brand. Being out has never been more in, it’s like – there’s nothing radical about this – it’s about hip, 
now, being more in so – it’s not being an outsider, it’s about bringing gay maleness into the norm, mainstream I 
suppose? 
What do you think is the key message of the advert? Why? 
I think that’ll be the key message (as before). 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
It’s very masculine – the lettering, the colours and neutered, and that’s nothing bright going on. It doesn’t excite 
me – I don’t dislike it but I wouldn’t be tempted to buy a BMW because of this ad – because of the other factors. 
Wow ‐ A roadster, if I can afford a roadster, who wouldn’t want a BMW roadster. If I had enough money to afford 
to buy that car, I would buy some other type of car that is of the same level, but not the BMW. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
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Who do you think the advertisement’s target audience is? Why? 
Men with disposable income. And but, because of the wording, like if you took that off (headline) we just are 
talking about people who have the money, who can afford it. Although it is unusual to see two men – normally 
you’ll see a woman here, she wouldn’t be driving. So being out has never been more in, gay men. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Only I think – I don’t know if there are any underlying message. Not that I can see. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
After seeing the ad, neutral.  
Demographics 
Age:     46‐55 
Gender:     Female 
Education:    Bachelor Degree 
Profession:    Law    
Income level:   >$100,000 
Sexual Orientation:  Gay 
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GF4 
Describe the ad (1) what strike you about it? 
What strikes me? Well straight away I am looking at a car ad from Nissan – I dunno, I think I like the colour – I have 
an orange car. I like the guy being a bit happy, he’s cool. He’s funky. 
What do you think the benefits the advertisement is trying to sell? Why? 
What are they trying to sell? I think they are trying to show that this is a real city car, that’s why they are saying it 
has a little right turning radius and I have a little car and I live in the city and I agree with it. The guy looks like 
someone who lives in the city, and there’s the city in the background. I guess that’s what makes me think of that.  
What do you think is the key message of the advert? Why? 
I guess it’s a happy car – it says it right here I guess. It’s a happy, easy to move around car in the city.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Yeah – I think so. I guess it’s just – gives you a positive feeling about the car, rather than being boring. I like the 
striking colour of the car and as I said, the guy is a bit, like out there. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
I guess so. Yeah. I would remain with the same thing (e.g. colour, size, turning radius) 
Who do you think the advertisement’s target audience is? Why? 
I guess people that live in the city that need a car to get around but don’t need an enormous car, and need to park 
in small places and narrow streets. I guess that what it says, tells you that the short turning radius and that it is a 
smaller car.  
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Good question – I’m not sure. There must be something – No.  
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
I think it comes across positively. 
Describe the ad (2) what strike you about it? 
What strikes me – I guess – they are trying to show that they have the different cars for different aspects of what 
you can use it for in your life. They are trying to mainly to look at maybe, going off road, going more into the – 
yeah – rural areas I guess. I dunno I think I like the fact that they have some community support at the bottom – 
there’s a lot of writing – I think if I would see the ad I would not necessarily read all of it, if I was not asked by you 
about it. I would see the rainbow – and I like that they have added that. I guess it makes me feel good about the 
brand, because it makes me think they support. 
What do you think the benefits the advertisement is trying to sell? Why? 
I dunno – I guess they are really trying to appeal to different people – they are just added the little rainbow flag on 
there and they got this here. So I guess – being a gay person I guess I can see that straight away.  
What do you think is the key message of the advert? Why? 
339 
 
I guess the key message is that this would be a car that could be for everyone.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Yeah – I guess I feel included by the rainbow flag – And I like to do outdoorsy stuff. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
I would consider it. 
Who do you think the advertisement’s target audience is? Why? 
They might have actually targeted gay people by putting that (rainbow flag) in, I dunno if they put other specific 
things in to targeting other audience that I am not aware of. I guess maybe they are trying. I think they are 
definitely one of the main targets otherwise not they would not have put them (symbols) in. Maybe people that 
really like to go outside the city, really camping or what they have the bikes and canoe – and maybe people who 
like to go to their outdoors. 
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
I guess here they are really trying to say that – really this is like an inclusive brand that embraces anyone from any 
walk of life, I guess. That’s what I would think. I am thinking then straightaway because that my entire family 
would not pick up on the rainbow flag because they don’t know that. This is what I know, so there are probably 
things that I am not picking up that would appeal to people from different – that’s why I am not sure if they have 
other target markets as well. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Positively – I like to be inclusive. 
Describe the ad (3) what strike you about it? 
I guess you know it’s Martina N, I like her ‐ famous lesbian that we like to look up to. What strikes me about this ad 
though is it’s for the car but I am not looking at the car necessarily – I am more looking at her and what’s she’s 
done and they have got her achievements on here which is fabulous.  
What do you think the benefits the advertisement is trying to sell? Why? 
Well I guess they are trying to get me to look at how great she is and get me to compare that with how great this 
car is, and make me feel the same way about the car as I do about her. Which it is a good idea – I guess that for me 
personally I would probably not look at the car as much –it’s too small.  
What do you think is the key message of the advert? Why? 
I guess they are trying to show that they – what they are saying here is – proud sponsor of women who kick butt – 
they are trying to showing that they are proud of women who are powerful and that they want me to also assume 
that this is a powerful car for powerful women, I guess. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
I think putting Martina there in the middlel is appealing but I guess if I were to be in charge of the ad I would make 
the car a little bigger to make me look at that because now I might not necessarily look at is as much. It’s an 
attractive ad but not really for what they want me to do I guess.  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Now that I have looked at it so closely, maybe yes. I think if I saw this at a bus stop maybe not, I would have looked 
at her. 
Who do you think the advertisement’s target audience is? Why? 
I think any women that want to be powerful and independent. Or maybe men who like that in a woman. I dunno 
how other women feel about her – I guess all lesbian who would love her. (Lesbian) Might be one of the target 
market, not sure if they would put her in the ad just for that but I guess that would definitely appeal to lesbians.  
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Well I guess she is really outstretched, which they really want to show how this car has all the possibilities. She’s 
really like stretched towards the ball, showing her full – capabilities or strengths I guess I dunno. I guess they might 
want to reflect that on the car. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Sort of positive. 
Describe the ad (4) what strike you about it? 
So I am getting out of brands – I guess that are, they are trying to include gay people, because this is like – 
straightaway. Again I think about my family, if my family read this they will not think about that. But I think being 
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out, I think straightaway Oh yeah – well you’re out of the closet. So that’s funny – I like how they written in a 
sentence that is a bit more general but yet appeal to all the gay person, while other people will just see it as being 
outdoors, most likely. I like that.  
What do you think the benefits the advertisement is trying to sell? Why? 
I guess to a gay person it is trying to show that it is a cool and funky car, and that is a brand that includes us. I 
guess to other people it would be just nice car to go outdoors. They have got two guys who look really, I guess 
they are good looking, they look like they dress well. So I guess that’s what the brand BMW wants to represent as 
well. 
What do you think is the key message of the advert? Why? 
I think they are trying to say that it is a smart brand, that’s what they are trying say. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
I think it may attract gay men a little more than lesbians. But I do think it’s – I really like the sentence that they 
have up there. It’s appealing.  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Well I would definitely consider it. 
Who do you think the advertisement’s target audience is? Why? 
I think it’s target audience for this would be people – I guess – like gay people, often are still – like two incomes no 
kids, people who have slightly more money, who want to have a great looking car, and have that lifestyle, sort of 
city lifestyle. I would think this is what they look like, with the shirts, I think that would be the target audience, 
people who have slightly more money to spend on this. They have gone out of their way to include them (gay 
audience). The sentence being out has never been more in – they (visual) might not be gay I don’t know that but 
I’m think that because they are two men, and because of the sentence that way. But then again my mum will read 
the same thing and she wouldn’t think that. 
Are there any underlying messages that you can identify? If so, what are these? 
The headline is the underlying message. 
Are there any symbols or visual cues that you can identify? If so, what are these? 
I guess it’s just the fact that there are two guys this doesn’t mean anything but, it could be. That’s how I’d 
interpret it. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent? 
Sort of positive. 
Demographics 
Age:     26‐35 
Gender:     Female 
Education:    Masters Degree  
Profession:    School Principal     
Income level:   $80K‐$100K 
Sexual Orientation:  Gay   
 
‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐ 
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Describe the ad (1) 
Obviously an ad for a car, selling a lifestyle, so obviously just a, sort of saying that it is a simple city car 
What do you think the benefits the advertisement is trying to sell? Why? 
Obviously from like well the city just got simplier. I’ll interpret that as easy to park, easy to get around, the size, 
obviously the size it’s selling  
What do you think is the key message of the advert? Why? 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Probably not that appealing as I have fixed views on cars anyway on what I like and what I don’t like. I can see how 
it can be appealing as a city car, and yeah. 
Does this ad by itself make you think of the car brand more positively, negatively, not saying you’ll buy it 
Probably not, but I don’t see it negative probably just I see it the way I always see them, it’s more the advertising, 
it’s an ad, just a run of the mill  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Who do you think the advertisement’s target audience is? Why? 
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I’d say obviously having a male in the ad, id say they are targeting males, younger males. 
Are there any underlying messages that you can identify? If so, what are these? 
Em, I think with all advertising they are probably trying to, trying to sell the car through telling you some way that 
you are going to have a great lifestyle and this is going to make your life better. The way the guy is holding up his 
arms, I will interpret it as I have a great life because I have this car. 
Are there any symbols or visual cues that you can identify? If so, what are these? 
His action I’d say, the way he’s standing, also what he is wearing, he looks like he’s a metrosexual young guy in the 
city, pretty hip 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? 
I actually looked at buying a Nissan recently, the reason I didn’t is because I didn’t like the service I got at 
dealerships so it wasn’t related to the advertising at all. So it was completely different reason. Nah it probably 
doesn’t change my view of them, the company Nissan itself.  
Describe the ad (2) What strikes you about this ad? 
What strikes me is obviously the gay and lesbian references already, the rainbow sticker on the liberty here, and 
the number plate, camp out, xena and Dorothy are pretty obvious references, or to me they are.  
What do you think the benefits the advertisement is trying to sell? Why? 
I think what I would interpret it as is that they are trying to appeal to the gay and lesbian community, so and pretty 
obvious references that would, well they won’t be obvious to everyone but I think they would be obvious to the 
gay and lesbian, so they are trying to appeal to a particular community. 
What do you think is the key message of the advert? Why? 
I think Subaru are trying to say, well we... that’s a hard one, I think they are trying to reach out to a community, 
obviously let the gay and lesbian community that they are, for the lack of a better term, they are gay‐friendly? 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
I do actually yeah – I kind of like the, I guess being a lesbian I kind of love, quite a few of my friends have Subarus, 
so I kind of consider it to be a, almost a lesbian car apart from the Honda CRV that’s the other car, I’m generalising 
but I kind of like the obvious references and yeah. 
So would I say that in this case, if a car brand would to reach out like such, you will feel more value to the brand 
Yes I would say that, I think it is always nice to be recognised.  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Yes it would, as much as I hate being the subject of advertising, and feeling like I have been conned into 
something, well not conned, but sold something, I don’t like being sold something, but it actually does appeal. 
Does this ad by itself make you think of the car brand more positively, negatively, not saying you’ll buy it 
Who do you think the advertisement’s target audience is? Why? 
I would say – definitely, the gay and lesbian community – possibility, when I say gay and lesbian, I could extend to 
bisexual and transgender, but primarily, generally gay and lesbian. Probably I include gay men as well because of 
the Dorothy reference under the Subaru liberty.  
It’s probably both because there’s a play on words there, the camp being probably I would associate with gay men, 
but literally with camping I’d associate with Lesbians. I’m generalising again and obviously Xena, without saying, 
it’s obviously Lesbians.  
Are there any underlying messages that you can identify? If so, what are these? 
Are there any symbols or visual cues that you can identify? If so, what are these? 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? 
Describe the ad (3) 
Hmm, okay – Oh I’ll buy it straightaway. Oh no, I’m just kidding. Obviously it is martina Nav – yeah look, Subaru 
driver, you know, it’s pretty obvious that, they are appealing to lesbians and tennis lovers. 
Do you think the lesbian part is going to be a big drawcard, or do you think it’s using an opportunity to reach out? 
Yes I think 
What do you think the benefits the advertisement is trying to sell? Why? 
What do you think is the key message of the advert? Why? 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Yeah I do, for me as a tennis player it appeals to me, and I like the ad, and she’s obviously a great champion and 
they used her status very effectively. 
Do you think the ad is using her status as a tennis player or using her as a lesbian, an out player and athlete? 
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Yeah, I think an out known gay athlete, she is admired in the gay community, especially in the lesbian community. 
Does this ad by itself make you think of the car brand more positively, negatively, not saying you’ll buy it 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
Who do you think the advertisement’s target audience is? Why? 
Are there any underlying messages that you can identify? If so, what are these? 
I think it’s probably similar to the last ad you shown me in terms of lesbian being outdoorsy and driving a sports 
wagon. They are appealing to that market. 
Are there any symbols or visual cues that you can identify? If so, what are these? 
The visual cues – I think just having martina there, it her and her status, she is an icon. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? 
It probably would, as much as I hate to admit, it probably would, it’s quite funny as well as there was a reference 
in the TV show the L word, the tennis player in that, Dana, that she got a sponsorship through Subaru in the show, 
so it brings back, there’s a link there, it ties it in. 
Describe the ad (4) What strikes you about this ad? 
Obviously it is the caption that gets me. It’s very clever play on words, and the two guys sitting together. 
What do you think the benefits the advertisement is trying to sell? Why? 
I would say they are trying to say that BMW are an in company, and it’s the car to be seen in. 
Do you think the car has got to do with it as well? 
It’s a very nice car, and I think it’s something that, generally speaking, there’s an assumption that gay men are 
quite affluent and that they can afford a car like this. They target gay men for a particular reason. 
What do you think is the key message of the advert? Why? 
Probably – the key message is – trendy to drive a BMW – come and buy one.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
I think it’s too try hard. So I wouldn’t say offended – maybe bordering on offensive actually because they are 
taking advantage of – it is trendy to be gay at the moment. Try hard, a little too over the top for my liking. 
Does this ad by itself make you think of the car brand more positively, negatively, not saying you’ll buy it 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product? 
I probably wouldn’t – I think because it is so obvious, there’s something about this that doesn’t appeal to me 
because I think, because it’s two guys as well, I think there’s more to it, I think there’s just – it’s almost a bit 
condescending I find it. 
Who do you think the advertisement’s target audience is? Why? 
I would say gay men 
Are there any underlying messages that you can identify? If so, what are these? 
I think it is fairly straight forward – apart from what I said, that they are obviously sell a lifestyle.  
Are there any symbols or visual cues that you can identify? If so, what are these? 
Again more the caption – well probably because the two men – it’s stereotyping, but they are wearing the same, 
very similar clothes and they just, I dunno, maybe it is the caption, but I am swayed by – and maybe it’s the 
community I’m exposed to, but I don’t see too many, two straight men of that age, driving around in a convertible, 
and talking together ‐ even though one is looking straight ahead, the other is looking quite affectionately at the 
driver. Things like that I am picking up on. 
Having seen this ad, what do you think of the car brand, does it impact or change anything you think about this 
car brand? Positively, negatively, indifferent. 
I’m pretty indifferent. 
Demographics 
1. Age:       36‐45 
2. Gender:     Female 
3. Education:    Bachelor Degree      
4. Profession:    Research Advisor 
5. Annual Income level:   $80K‐$100K 
6. Sexual Orientation:   Gay 
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Advertisement 1 
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What is the first thing that strikes you about this advertisement? 
Not much – I don’t like the guy, he looks photoshopped in, there’s too much empty space at the top of the ad. That’s 
my first impression. 
What do you think the benefits the advertisement is trying to sell? Why? 
I’m guessing a navigation system but it is not clear, exactly, it’s not telling me straight away what, I am just guessing, 
because it is saying your city just got simpler. Fuel efficiency, push button start, but that’s taking me too long to see 
that stuff. 
What do you think is the key message of the advert? Why? 
New car? Yeah – couple of new features but that’s it, to me. I don’t really have an interest in cars. You’ve got four 
boxes with little features being highlighted, and the biggest text is ‘the new Nissan Micra. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No, I’ve walked past them and not paid attention, it’s just plain, nothing eye catching to me. I am not in the market for 
a new car, so that’s the first thing. I don’t think it is eye catching anyway. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Probably if I was looking to buy a car I wouldn’t go for this one.  
Who do you think the advertisement’s target audience is? Why? 
Just say, like a little metro male, metrosexual male. Just how it looks to me, like just that kind of slightly yuppie 
looking, younger male. Maybe in a, good position at work, got some money to spend. Definitely youth kind of target 
audience I’d say. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
No it’s pretty straight forward, I mean the, you can’t get much more straight forward with ‘the new Nissan Micra’ as 
the headline, there’s no catchy tag or anything like that.  
Having seen this ad, what is your view of the car brand? 
After seeing this ad, neutral. 
Advertisement 2 
What is the first thing that strikes you about this advertisement? 
It’s got more of a 80s’ advertising field, the George Slaw’s kind of style. It’s a alliteral but it has a bit of imagination, 
with the different drivers, different roads, one car sort of thing. The layout is a little better.  
What do you think the benefits the advertisement is trying to sell? Why? 
Probably this make of car you can do a bit of different things with it. Customizable I’m guessing without reading the 
fine print. The main headline text. 
What do you think is the key message of the advert? Why? 
You can take it off road, you can take it camping, use it around the city, yeah. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Yeah – it appeals to me. I just like the layout of it. The headline sort of makes me, a little, I wonder what, what’s going 
on here. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
I like the look of the ad, but I don’t like the look of the car, So I won’t buy the car but the ad’s good. 
Who do you think the advertisement’s target audience is? Why? 
I’d say family, families where you know, the mother might want to use the car to pick up the kids, the dad might wants 
to use the car to go mountain biking, a few different uses for the car, a few different drivers. Just the impression – like 
the you’ve got the same car here – one’s got bikes on it, one’s got a kayak or something, one’s dorothy, nothing’s on 
that, probably pick up the kids and go to work. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
I don’t think so, I mean maybe some people might take there’s three different coloured cars, the same models but 
three different colours, I ‘d take that as in a different modes of the car is in, even though you wouldn’t have a colour 
changing car, just helps illustrate that there are different uses for the cars. 
Having seen this ad, what is your view of the car brand? 
Positive – I like the ad. 
 
Advertisement 3 
What is the first thing that strikes you about this advertisement? 
Ah just tennis, you know it’s – if I walked past it I won’t think it is a car ad.  
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What do you think the benefits the advertisement is trying to sell? Why? 
It’s good enough for a pro tennis player, a champion, that’s you know, that’s not going to sell me a car, it’s good for 
her but it might not be good for me. Not (attractive) to me, but I think a lot of people, if they are a fan of hers, they 
might look closer at the car.  
What do you think is the key message of the advert? Why? 
That it’s – it’s a good quality car, someone with a lot of money would buy one, and when they can spend the money on 
a better brand, a more expensive brand, but they’ve gone with a Subaru. Just as she is won 13 grand slam, she working 
as a sports commentator for ESPN so she’d have a bit of money. That’s just what I took out of it. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Ah it appeals to me personally just because I like tennis. But as an ad I don’t really like it. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Slightly persuaded me, just because it’s got my attention with the tennis, but I am still indifferent.  
Who do you think the advertisement’s target audience is? Why? 
Probably people who are parents now, who would have watched tennis in the 80s and maybe are fans of Martina, but 
so I guess maybe, mothers? 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
No 
Having seen this ad, what is your view of the car brand? 
Positive – because I have an interest in tennis as well. 
 
Advertisement 4 
What is the first thing that strikes you about this advertisement? 
Looks like a website. Looks like a screen shot of a website. 
What do you think the benefits the advertisement is trying to sell? Why? 
That maybe you’ve got some – not sure how, but maybe some benefits in a convertible that you would have in a fully 
covered car – but I can’t imagine what it would be.  
What do you think is the key message of the advert? Why? 
Well actually now that I look at it closer, you could see an underlying message where there are trying to aim for like 
the gay community, like two guys here, being out has never been more in, maybe. But yeah, maybe. Might be a sneaky 
way for trying to target that audience. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
It’s alright, I like the layout of it, is better than some of the other ads I’ve seen. And it seems, it’s definitely a bit 
clearer, it looks like there’s a lot of text but the busy text at the bottom is stuff that it’s fine print that you don’t really 
have to read anyway. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Who do you think the advertisement’s target audience is? Why? 
I’m guessing that they are being sneaky and are targeting homosexuals. I dunno I just got this cynical view of 
marketers and how they have sneaky ways of doing things.  
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Not really, maybe appealing to – like I think it looks like a website, that’ll make people feel more comfortable looking 
at this ad as people spend half their day looking at websites, so that could be what they are going for, maybe? 
Having seen this ad, what is your view of the car brand? 
Neutral 
Demographic Questions: 
1. Age:       26‐35 
2. Gender:     Male 
3. Education:    Certificate or Diploma         
4. Profession:    Retail 
5. Annual Income level:   $20K‐$40K 
6. Sexual Orientation:   Straight  
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Advertisement 1 
What is the first thing that strikes you about this advertisement? 
The first thing that strikes me about the ad is the brand – Nissan. That’s the major thing. Second and third is smaller 
size and colour. 
What do you think the benefits the advertisement is trying to sell? Why? 
The benefit of this economical driving, so it would be about efficiency – I guess miles per gallon or litres per hundred – 
keeping the cost low. Fundamentally reasonable in design and attraction to a younger person, student or so on.  
What do you think is the key message of the advert? Why? 
Although it is not stated I get a sense of affordable – that’s the key message, affordable and stylish. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
For me, no. The car is too small, I prefer cars that ‐ it may sound snobbish and it doesn’t mean I have the money for it, 
but I prefer cars that have a better brand, so look I kind of like the BMW, Mercedes, if that’s going to catch my eye Its 
going be that Lexus kind of more up‐market brand not that I can necessarily afford it but that’s where the attraction 
comes from. 
I think the ad is fine – I think the image that it portrays probably suits the message that it is trying to present. As an ad, 
it looks fine – stylish, modern, maybe trendy. So I think the ad is fine. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
No it has no real attraction for me in the sense of would it persuade me to buy the Nissan Micra – Nissan somehow is a 
brand that I have at the back of my mind that is not a brand that I might be interested in. so I don’t know if an ad per 
se, change my mind. 
Who do you think the advertisement’s target audience is? Why? 
Young people – cost. I am assuming that the cost is low without actually reading it I can see the highlights for the 
kilometres, usage per liter the guy that is dressed here, young student looking, early 20’s – it’s a small car, not suitable 
for a family, and dogs and children. So in the sense a younger element of the people. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
The underlying message for me, as a mature person, is that perhaps if I were to buy this, I could look young and 
trendy, as impossible as that might be, I dunno. The visual cues would probably be the colour, and style of the car, 
closely supported by the age of the person that seems to be gobsmacked by this characteristics. 
Having seen this ad, what is your view of the car brand? 
It probably has improved, I said Nissan doesn’t really have a positive impact on me, but the ad looks quite cool, the 
setting for the ad, the colour of the car, the modern apartment blocks in the background, whereas diffused they seem 
to have an overall impact of being trendy, the whole thing 
Advertisement 2 
What is the first thing that strikes you about this advertisement? 
Without reading the verbage, what strikes me I suppose is the versatility that is implied immediately. I see Subaru, I 
see versatility, three different carry type situation, one I assume is an estate or station wagon as you call it here, it 
seems quite versatile, and I see the AWD stick out more than anything. 
What do you think the benefits the advertisement is trying to sell? Why? 
To me it’s utility is the major word I would use to describe this. Utility, versatility, families, people that might be driving 
in, alternative situations, you can take to the beach, take it down a rough track and so on, versatility. 
What do you think is the key message of the advert? Why? 
Again probably versatility – it seems a little bit sporty as the equipment has demonstrated – bicycles and sporting kind 
of activity. And I think the all wheel drive thing without reading all the text I can see the highlight here and within the 
body of the text, all wheel driving system, so I guess you are going to get the opportunity to use it anywhere. Is it 
attractive to me? No.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
The other one is young and trendy, this one to me is more aimed at the family with kids, bicycles, you can take them to 
the beach, do this, do that. I am beyond that age. The other one is too young, this one is in a different sector involving 
family life – my kids have grown up. 
The ad I guess presents versatility – but do I actually like it? It looks a little mundane, looks a bit bland to me. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
It’s probably dissuaded me because it is focused at the, in my opinion and from what I see, at the family, with kids, 
dogs, plenty of bikes and material to take around, it’s not really attracted to me at all, because it’s not what I am 
interested me, so it’s probably persuaded me that this is not what I want. 
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Who do you think the advertisement’s target audience is? Why? 
For the target audience I think it might be attractive. For that group that I consider to be a target, adults with families, 
versatile needs, going on the beach, back roads and the countryside, taking a lot of gear, all wheel drive, yes it could 
be attractive. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
As I stressed what I said earlier, versatility, being able to get anywhere, anytime, any place really. 
Having seen this ad, what is your view of the car brand? 
Neutral. 
Advertisement 3 
What is the first thing that strikes you about this advertisement? 
What strikes me is the element of sport, the element competition, the element of pushing yourself to boundaries. And 
then I see the small insert of the car in the bottom left – I kind of tie the two together. Pushing boundaries I supposed 
is a good message for that seems to be. 
What do you think the benefits the advertisement is trying to sell? Why? 
This car is a probably bit more extreme as the player is really stretching and reaching out – I get a sense that this could 
probably go places that other cars might find more difficult. 
What do you think is the key message of the advert? Why? 
I guess the message that I see to the consumer again is the sportiness of it, I am a sportsman and I love sport, I 
supposed I get an instant kind of connection with it. I do like 4wd utilities as opposed to the other Subaru station 
wagon type thing. So first of all I got an attraction to sport and I got an attraction with the 4wd utility so the two and 
two together make it quite attractive to me. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Yes (it does appeal to me, association of sports and utility) I particularly like tennis too so it just happens to be a 
coincidence. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
It’s a brand that I don’t know much about other than it is highly regarded brand for the vehicles that it produces but I 
personally don’t know much about it. Simply because I have to say that the Subaru that you showed me earlier, I think 
it was a Subaru, anyway, the forester right, doesn’t really appeal and to be frank I didn’t know that they made this 
type of utility. So that’s – they’ve got to make it attractive, because Subaru, as I said, I think is highly regarded, I don’t 
know much about it, I didn’t know they made one of these. 
Who do you think the advertisement’s target audience is? Why? 
I would think probably the younger, more outward bound type of audience. Particularly those who like sports, those 
who are going to stretch their boundaries, probably take their car to a remote, extreme places, I make a connection 
between this being extreme and sporty. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Underlying message, one thing that keeps hitting me, and it’s something that I don’t particularly like, it’s Martina 
Navratilova and she’s a very aged now, tennis star, she has certain sexual preferences which I don’t necessarily 
support, so that is a negative. But the sporting image is a real positive and it happens to be tennis. I don’t know 
whether that has answered the question. 
Does the use of celebrity of alternative lifestyle affects you? 
It hovered, I have to say. At first I didn’t know it was Navratilova I didn’t read it – this little side picture sort of brought 
it home, that it was Navratilova – but hey as a sportsman she was fantastic‐ but as I said I don’t necessarily support her 
lifestyle. But she is also not a very exciting person, come to think of it the sport is exciting, her as a personality I found 
her, she’s from my era, to be a bit bland. 
Having seen this ad, what is your view of the car brand? 
It’s improved, because I like the sporting connotation, you think maybe it is going to stretch you, maybe make you 
reach for other boundaries and I kind of like that, and I didn’t realize Subaru did this kind of thing. Yes I supposed it is 
positive impact. 
Advertisement 4 
What is the first thing that strikes you about this advertisement? 
The first thing has to be the brand – Whichever I have expressed some admiration for. The second thing is the open 
top has a huge attraction for me –and for me this ad kind of beats the others in the sense that it delivers the sort of 
message that is already there to be triggered, if you understand what I saying. A, I like open top cars, A I like the brand 
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of BMW, just seeing the logo itself and the colour – silver happens to be, with black trims one of my favourite colours, 
so everything kind of gels with what’s already embedded, not necessarily the ad alone.  
What do you think the benefits the advertisement is trying to sell? Why? 
For me, class, first of all. I think it sells class, and I think it sells quality. The logo to me is synonymous with quality. 
What is it selling – this is a freer lifestyle, the hood down, openness, a bit of carefree, throw in the quality as well, it’s a 
sporty car, the roadster. 
What do you think is the key message of the advert? Why? 
Maybe have fun, be free, with an open top, the freedom of the open top, exposure to the elements. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
It does. The thing I would probably dislike about the ad is the one‐dimensional focus. Just on the occupants on the car 
more – the photo tends to rather than the elements and style of the car, focus on the driver and the passenger. I think 
that is a mistake. Personally I would have put down more photos of the car, two or three, showing the angles and the 
styles, showing the soft top down. My point of view. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Look I think any ad from BMW persuades me, I like it. I like soft tops so it sort of reinforces something that I already 
liked. 
Who do you think the advertisement’s target audience is? Why? 
Probably those – I’d say definitely those with more money. It is probably the more affluent of the society I would think, 
those who are about the probably executive level, on the career ladder, young career executives. That’s where I think 
the target might be. There is another target the guys have slightly graying temples – generally you look at soft top cars, 
I just got rid of mine, it was not a BMW, but you’ll find a lot of them have grey hair like me, that’s probably not 
necessarily a question about having money, but it goes to maybe to a boyhood yearning to own a sift top and 
insurance our age is a little cheaper. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
I think it’s reinforced maybe that this is for an executive level kind of buyer, I do like the slogan ‘being out has never 
more in’, it kind of adds to the trendiness of it as well. So you’ve got brand, you’ve style, class and maybe trendy as 
well. 
Having seen this ad, what is your view of the car brand? 
Certainly not neutral, it has not gone down, so look it is probably just reinforced, so improved. If ever I see an ad from 
BMW I am always impressed with the class. 
Demographic Questions: 
1. Age:       56‐64 
2. Gender:     Male 
3. Education:    Certificate or Diploma      
4. Profession:    Banking 
5. Annual Income level:   <$20,000 
6. Sexual Orientation:   Straight  
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Advertisement 1 
What is the first thing that strikes you about this advertisement? 
The guy, straight out. He’s very young and it’s a very small car. 
What do you think the benefits the advertisement is trying to sell? Why? 
What’s the benefit? The features, I don’t know much about the benefits. Maybe it can squeeze into a very small car 
space. Your city just got simpler. Nah I see, maybe easy to park. 
What do you think is the key message of the advert? Why? 
Hey look at me I’m young I’ve got a new car, it’s a really small car. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No. I don’t drive in anything so small – it’s a pot hole filler that thing. It just won’t work, maybe if I live in the city 
centre, maybe. But I do a lot of country driving, if you hit a roo in this thing you don’t have a car anymore. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
I won’t even consider it, you’ve got three seconds to capture someone, this doesn’t even come close. 
Who do you think the advertisement’s target audience is? Why? 
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The headline is atrocious. I guess the young kids that live in the city, based on that. It’s a city background the thing is 
sitting on, looks like the sitting top of the roof. It’s aimed at young people. Young person, got his new fancy looking 
dressy thingy and his car that fits into a little spot. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
They get my attention no, but there possibly are. And the fact that the guy say ‘hey look at me I’m cool’, so that’ll be 
alright for someone a lot younger and live in the city, I guess. 
Having seen this ad, what is your view of the car brand? 
I like what I got, I drive a Nissan, it has done fantastic for me. That car does nothing for me, but the brand is fine – 
positive.  
Advertisement 2 
What is the first thing that strikes you about this advertisement? 
Subaru, first thing noticed, that’s a good thing. We drive Subaru. I can see the tail of that bottom car what it was 
(brand) because we’ve driven one of those. We got an outback and older forester. I identify the shape of the car first 
up and then I saw it was a Subaru. 
What do you think the benefits the advertisement is trying to sell? Why? 
I think it’s a poorly constructed ad. Different drivers, different roads, one car. Looking at the ad, I would say there is 
little benefit shown. It’s not very well targeted. I guess from what it would have said, different drivers, different roads, 
one car, it doesn’t ring true to me, knowing Subaru from what we drive, it doesn’t ring true. Not clear and it’s not true.  
If you can change the headline? 
You’ll have one car, you wouldn’t have three models. So you’d be like put possibly either the outback or forester in 
there and you wouldn’t put the liberty in there. 
What do you think is the key message of the advert? Why? 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
It’s says nothing, it goes nowhere and it doesn’t sell me anything. I haven’t even bothered – you have three seconds to 
catch someone, that headline does not capture anyone at all as far as I can see. I haven’t read the copy. There’s no 
AIDA principle, attention, interest, desire, action, nothing.  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why?  
Huge Subaru fan – I’ll turn the page really quickly. 
Who do you think the advertisement’s target audience is? Why? 
I have got no idea, it’s very, very poorly targeted, it’s terrible. Sorry but it is just bad. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
To be quite frank, the rear ends of the car, it looks a bit, you show your rear ends to someone else you don’t like them, 
so this is not very good. It’s very bad I think. I wouldn’t show them the rear end of a car – probably a side one is a fair 
better picture. I mean when you sit at the set of lights and you’ll looking at the tail end of the car, it doesn’t do much 
for you does it really? But if you saw the side of it, you saw the side of the car sitting on the side of the road, you’ll say 
‘that is a nice car’. 
Having seen this ad, what is your view of the car brand? 
That’ll be negative that one. It just very badly done. 
Advertisement 3 
What is the first thing that strikes you about this advertisement? 
There’s this person stretching out playing tennis. Oh Martina, okay. I thought it was a guy! She shows action which is 
good. 
What do you think the benefits the advertisement is trying to sell? Why? 
Nothing, there’s no benefit I can see anywhere. Unless if you happen to be Martina Navratilova which means you are 
getting sponsorship and which means you are getting more money in your account, that’s it. 
What do you think is the key message of the advert? Why? 
There isn’t any, there is zero, nothing. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No. There’s no benefits, no features, no what is in it for me, nothing, zero, zip, zilch. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Maybe, maybe if I was interested in tennis to that degree I might consider, but nah, there’s nothing there it’s neutral 
or less than neutral. 
Who do you think the advertisement’s target audience is? Why? 
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Nobody, maybe tennis people that love Martina Navratilova – I dunno, maybe. But it is very limited. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Someone is very poor at graphics as far as I can see. There’s nothing here, there’s no headline, there’s nothing. 
Absolutely nothing. 
Having seen this ad, what is your view of the car brand? 
From the ad ‐ negative, once again I do like Subaru and I’m very, very happy with their features. Neutral or less. Not 
negative. 
Advertisement 4 
What is the first thing that strikes you about this advertisement? 
Couple of young guys, being out has never been more in. It’s confusing. Once again copywrite issues. At least we got a 
good photograph of a reasonable quality car with people in it. Now we are starting to get a connection here, which is 
final. Headline is a shocker.  
What do you think the benefits the advertisement is trying to sell? Why? 
Prestige. Prestige definitely. 
What do you think is the key message of the advert? Why? 
If you get rich like me you can buy a car like – what’s this a Z3? Z4 – oh okay.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
The ad is definitely better than some of the other ones. I’m a little bit above neutral on the positive side. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Me personally, neutral – that’s just not me. So consequently doesn’t speak to me. 
Who do you think the advertisement’s target audience is? Why? 
Young, little – what do you call it, those guys, stockbroker type guys – merchant bankers, those who can afford a Z4. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
I guess it’s the success – it’s the ‘hey I am driving a BMW, I am successful’ so on and so forth. 
Having seen this ad, what is your view of the car brand? 
I don’t mind it as a car brand. That ad – better than neutral for me. 
Demographic Questions: 
1. Age:       46‐55 
2. Gender:     Male 
3. Education:    Bachelor Degree  
4. Profession:    Trainer 
5. Annual Income level:   $60K‐$80K 
6. Sexual Orientation:   Straight  
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Advertisement 1 
What is the first thing that strikes you about this advertisement? 
Promoting a car for sale. Looks like it’s on top of a building. And there’s a guy that seems real friendly.  
What do you think the benefits the advertisement is trying to sell? Why? 
The car.  
What do you think is the key message of the advert? Why? 
I am not good at this.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
It’s quite small. Probably not for me, but for others? I am just not into little cars – I rather something quite large and 
stuff that I can put, like a fair bit of gear in. If I was to go camping, or something like that, wouldn’t be able to go off 
road in it, obviously. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Nah – I don’t really like the colour – It’s just not appealing to me. It’s just not an appealing type of colour. If I would to 
choose a colour, maybe I’d go for a blue or a red. Depends if there are a lot of good features in it, like a lot of extras 
like you normally get, like leather interior and stuff like that, maybe it might be appealing to me, But I personally don’t 
like the colour, but then if I was to have the same car in a different colour, it might be appealing to me. I do actually 
like Nissan, but not in that particular model. 
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Who do you think the advertisement’s target audience is? Why? 
Maybe young, younger generation? It looks more appealing to someone in the younger generation but myself I am 
more into like – work type utes and 4WD and stuff like that. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
No, not that I can see. 
Having seen this ad, what is your view of the car brand? 
Would be positive – I mean of course I have to see the car in person, and have a good look at it myself. But yeah, 
looking off the picture it is not my type of car. 
Advertisement 2 
What is the first thing that strikes you about this advertisement? 
For a start you can fit a lot more in it. Yeah I would be more inclined to go for a Subaru – maybe the wagon. That’s my 
type than the littler car ‐ More practical for me. 
What do you think the benefits the advertisement is trying to sell? Why? 
Different types of models. 
What do you think is the key message of the advert? Why? 
Probably they are offering driving on road and off road, maybe? Because they might be actually four wheel drives like 
the wagons, so you go a lot more places. From the visual (picked up) – just by looking off the pictures – it looks more 
substantial to be able to drive off road than the other ad. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
I’d probably go through and read it up on it lot more. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Nah definitely consider looking at buying a vehicle from this place. 
Who do you think the advertisement’s target audience is? Why? 
All type of ages, really anyone who’s able to drive it. Holiday makers, as you can see off the pictures you can take bikes 
and extra things so more things you can fit in the car, the easier it is to get around. By going on holidays you can fit a 
lot more stuff in. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Nah it’s fairly straight forward. 
Having seen this ad, what is your view of the car brand? 
Definitely positive. 
Advertisement 3 
What is the first thing that strikes you about this advertisement? 
Sports player, nice looking car. Definitely consider something like that. 
What do you think the benefits the advertisement is trying to sell? Why? 
Being a sports player you’ll be able to fit a lot more stuff into the vehicle, especially if you are traveling around. 
What do you think is the key message of the advert? Why? 
Possibly (same as above) 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Probably not the picture itself but I would consider looking at the car. Promotion ad for the car (big picture) – I have no 
idea who she is (not a tennis fan).  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Not so much (appeal) – picture at the bottom too small and only a little bit of the write up about it to give you a bit of 
information about it. 
Who do you think the advertisement’s target audience is? Why? 
Sports people? Probably holiday makers, people who enjoy the outdoors.  
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Nah – not too much information about it. 
Having seen this ad, what is your view of the car brand? 
It has a positive but as I said before I’d like to see a little bit more information about the car and maybe the picture a 
little bigger. 
Advertisement 4 
What is the first thing that strikes you about this advertisement? 
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It’s a sports BMW, sports car convertible.  
What do you think the benefits the advertisement is trying to sell? Why? 
Trying to sell the car – can’t see too much – being outdoors more? 
What do you think is the key message of the advert? Why? 
That being a convertible means being out there. Spending a lot more time outdoors in good conditions I suppose? 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No. I am not a big fan of BMW, even if it is a sports car – it’s just not my type. I have never really been into flashy type 
sports car. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
I would tell people about it – but it wouldn’t appeal to me so I wouldn’t look into buying one myself. 
Who do you think the advertisement’s target audience is? Why? 
Probably business people? Not sure much by looking at the ad but I just know in general that it’s more business type 
people that would buy one. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Maybe it’s trying to get more business people to have a good look and make one of them to buy it. 
Having seen this ad, what is your view of the car brand? 
Probably just neutral to me – it’s just not my type. 
Demographic Questions: 
1. Age:       26‐35 
2. Gender:     Male 
3. Education:    Completed High School        
4. Profession:    Water Proofing 
5. Annual Income level:   $20K‐$40K 
6. Sexual Orientation:   Straight  
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Advertisement 1 
What is the first thing that strikes you about this advertisement? 
The car. 
What do you think the benefits the advertisement is trying to sell? Why? 
Small, inner city, runabout car. Just by the word ‘your city just got simpler’ and the car with the city in the background. 
And it’s a super small, economy car.  
What do you think is the key message of the advert? Why? 
Really just city runabout for young people. Because of the guy in the picture. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No because I’ve sat in some of the small, small cars similar to that and I find the first thing I have to check is whether, 
since I am 6 foot 6, whether the car is built for small people. So that’s what I always, first thing I look at a car, it’s the 
first thing I look at. I dislike it because I’m technical engineering background so I am not interested in the lifestyle it’s 
trying to sell me, I am interested in the mechanics of what it’s going to give me. So I am more interested in the 
specifications of the car rather than the lifestyle. They don’t stand out to me, it’s more the lifestyle and I am not 
interested in the lifestyle. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Probably it’s because it screams to me the demographics and I am not interested straight away. If it was portrayed 
differently and more about the fuel efficiency and so forth standing out as oppose to, I am more into factual 
advertising rather than selling the gimmick of that, so that will automatically, straight away I will just bypass that and 
look at what are the facts of the product that I am looking at. 
Who do you think the advertisement’s target audience is? Why? 
To me, early 20s women? Because there is a good looking guy and its sort of a cute car, good looking guy.  
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Just trying to give me a different message? I guess I come back to the – it’s showing and it seems to be saying that the 
inner city lifestyle, which unless I am living in the inner city, I guess I do since I live within 10km, it’s sort of – I want to 
know more about what the car can do, not just running around in the city, any car can do that. To me the subliminal is, 
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the guy and the buildings behind it and so forth, you know I’d be satisfied with the car and what the car can do and not 
the other stuff. 
Having seen this ad, what is your view of the car brand? 
Makes me discount the car brand altogether. 
Advertisement 2 
What is the first thing that strikes you about this advertisement? 
To me this one as opposed to the other one, this one is more about I can do whatever I want with the car, it gives me a 
lot of options. If I’m looking at semi‐ off road, or getaway weekends, or a bit more sporty, it’s almost can do whatever I 
want with the product, whereas the other one is sort of saying this is what the product should be for you. 
What do you think the benefits the advertisement is trying to sell? Why? 
To me this is more or less speaking to the specs and what the car can do and in turn what I can do with the car. So 
that’s what makes me consider looking at the range within, even if I don’t like one model, but looking at other models 
within the range. 
What do you think is the key message of the advert? Why? 
Versatility of whatever I want to do with the product.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Yes – it’s seems more factual in that it’s practical things like I can put a roof rack on it, put bikes on it, you can put a 
canoe on it, it’s – or a sedan it’s more of what I look at when I judge a product, not the lifestyle behind it but what I 
can do with it. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
More persuasive. 
Who do you think the advertisement’s target audience is? Why? 
It ranges from it could be anything from families to young people getting out and about, and camping, and outdoor 
lifestyle people and people that as oppose to the other, get away from the city on the weekends. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Definitely the canoes and the bikes are, this is part of a outdoor adventure lifestyle and the car sort of fits that. 
Having seen this ad, what is your view of the car brand? 
More positively, I mean obviously there’s cues in the number plates but yeah more positively, even though I see those 
I discount those straight away I’m still looking at the practicalities but I see there, the number plates are either here 
nor there for me. Number plates are number plates, everyone writes whatever they want on them, it is not going to 
affect how I think about the car.  
Number plates add value to the ad? 
No. 
Advertisement 3 
What is the first thing that strikes you about this advertisement? 
The sporty tennis player. And I guess the second thing I would say is it’s an ad for a car.  
What do you think the benefits the advertisement is trying to sell? Why? 
I guess it’s trying to say that the car is for an outdoor lifestyle but again with me I look past the lifestyle of the person 
and I am more interested in the car, because at the end of the day the car has been purchased and whether Bjorn Borg 
or Federer tells me it’s a great car, I am spending $30,000 of my own money or saving a year or two years for the car, 
and I am going to look at the mechanics of the car and what it does for me. 
What do you think is the key message of the advert? Why? 
Probably that winners and champions drive this car, because of Martina and there and holding up the trophy.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No – the same as the first one, as soon as it’s selling me a lifestyle I switch off straight away. I am very focused on the 
product, very focused on, only on products. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Even though it is the same brand as before it would dissuade me. I am very focused on what the product is without 
any hyper variably, without anyone telling me how I should use it, or anyone telling me it is a good or bad decision. I 
like to judge the product on its own merits and how I am going to use it. And not, it’s wanky to be driving something 
because someone else drives it, because of that recommendation. 
Who do you think the advertisement’s target audience is? Why? 
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I would probably say middle aged, school mums. Because Martina’s last generation and not current generation so no 
one young would associate with her, it’ll be a older generation and they’d be mums having kids who want safety and 
drive to school in a 4 wheel drive. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
The winner’s and the champion’s choice of the car – I think it is a bit sort of talk about the next generation and they 
are using someone that’s too far out of the current generation, so the message I think is sort of lost on why anyone 
young would associate with Martina.  
Having seen this ad, what is your view of the car brand? 
Negative only from the same of trying from before because they are portraying a lifestyle choice and it’s contrary I 
would buy a product, especially an expensive purchase, something that is less of a investment, a capital investment, if 
it was a tennis racket maybe, but for a car that is so substantive in cost there is a lot more factors than someone, some 
sporting endorsement. 
Advertisement 4 
What is the first thing that strikes you about this advertisement? 
This isn’t testing me if I am gay? (Laugh) I am joking! Well first thing it is two guys in a car – which is sort of guy issue if 
you are trying to sell as a lifestyle, you would want a guy with a nice looking girl. Being out there has never been more 
in, it sounds – could be taken that way.  
What do you think the benefits the advertisement is trying to sell? Why? 
Really it is the same sort of thing, it’s I guess it’s showing these two guys and they are enjoying the driving experience 
but it doesn’t show me anything about the car. And it’s the car I am interested in looking at and not these two guys 
and how much they are enjoying it because they are not me and it doesn’t mean anything to me. 
What do you think is the key message of the advert? Why? 
That I guess they are enjoying driving the car. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No. It’s really not showing the car. There’s very little of the car to see, you can’t even see the wheels. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Well it’s I guess it’s dissuaded me in that there’s nothing that’s sort of piques my interest about the car and unless I 
was just curious because I want to have a look of what is the car actually looks like but I can’t even see the car. 
Who do you think the advertisement’s target audience is? Why? 
Could be – yeah well could be quite a few people – look yeah – could be gay guys, could be middle age men that want 
to go for a thrill ride, I dunno I don’t think it would, the way it is presented, would appeal to women? 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Something different? I guess the main thing that’s got my attention about the whole thing, is there’s one guy driving 
and the other guy smiling at him, so lifestyle effect of me than me than seeing the car, there’s nothing to see and 
nothing to grab my interest, besides the beamer logo I’d flick right past it in the newspaper, wouldn’t even, if I can see 
the shazzy, I’d pay a bit of interest just looking at the shazzy, but I mean a lot of advertising that you see is all about 
some experience that you are going to be sold with the product, my experience is my experience so it doesn’t sell me 
seeing someone else’s experience. 
Having seen this ad, what is your view of the car brand? 
This is probably be the worse beamer ad I’ve ever seen.  
Demographic Questions: 
1. Age:       46‐55 
2. Gender:     Male 
3. Education:    Certificate or Diploma      
4. Profession:    Project manager 
5. Annual Income level:   >$100,000 
6. Sexual Orientation:   Straight  
 
SW1 
‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐ 
Advertisement 1 
What is the first thing that strikes you about this advertisement? 
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Probably the first thing is the colour – the orange is very bold and stands out from it. And then my eyes probably are 
drawn up towards the Nissan Micra, the wording there.  
What do you think the benefits the advertisement is trying to sell? Why? 
That it is small, it’s compact, you can get around the city easy, probably, your city just got simpler, I imagine you can 
then mean that you can get a park quick and easy, and different things. 
What do you think is the key message of the advert? Why? 
Probably the drive simply, drive better. You push the button, it’s there, this is here, he’s pretty cool, relaxed, driving is 
not a hassle, you can live in the city, enjoy. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
It’s not really an issue of mine, I don’t like small cars and I don’t live in the city. So it’s not something that I have a 
problem with to be looking into this particular market. I take too much junk with me everywhere, I like SUV sort of 
cars. So just from my personal point of view, probably not really. But I’m a different age bracket to that guy, so he’s 
pretty cool, calm, collected, sort of a guy, 20s, 30s sort of thing, so it’s not appealing to like a mum who’s trying to 
drop off kids around schools or anything, it’s reaching that sort of young, yuppie sort of market. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Probably not overly, it’s not really grabbing, even if I was in that, yeah. He’s not good looking enough (laugh). Yeah and 
the colour I probably, orange, isn’t something I really grab or particularly like. The writing is very small to try to read, 
yeah‐so not overly, I wouldn’t be grabbing to go and run to book to test drive this one. 
Who do you think the advertisement’s target audience is? Why? 
Young guy living in the city, having to get around work sort of thing. Because of the city behind and he’s on the top 
floor of a city apartment block, and he’s got a small car that nothing bigger will fit there. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
I think probably the four boxes if that are trying to tell you something. Not that I have any idea what 16.06 is or 4.65 is 
supposed to be, but I can see that you push a button and something works. So I haven’t got anything that is grabbing 
me other than Micra means micro and small. 
Having seen this ad, what is your view of the car brand? 
Positive for the target audience but you’re probably reaching there. For me as a target audience, well I am not the 
target, I am not in the target market, or that particular, but yeah, positive if it was, if they like orange car. 
Advertisement 2 
What is the first thing that strikes you about this advertisement? 
Get out there, get going, do things. Different cars, different road, one driver. Oh okay. My eyes were probably drawn 
to the first one, that can do things, and that camp out. 
What do you think the benefits the advertisement is trying to sell? Why? 
I don’t really know at the moment. Oh okay, Subaru liberty, oh okay. I don’t rightly know actually. Different drivers, 
different roads, different cars, so yeah the one car they’ve made into different things to different range of target 
markets.  
What do you think is the key message of the advert? Why? 
That the company gets to, they will meet other people, they are versatile, and no matter what your needs go and talk 
to them and they will be able to match something for you. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Well we drive Subarus, so once I realized it is actually, but It took me a while to figure out which cars they were, before 
I got down to here (brand logo) so I would re‐read it again because we are Subaru people. Oh definitely (think of 
Subaru in a positive way). 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
No (Is it a good ad). I don’t think it sells the features, it doesn’t sell me on the things I really enjoy about the Subarus. 
Well we really, we take our Subarus four wheel driving, I supposed it’s a little bit but there’s no country scene in it – I 
use this for, I’ve got one of these and I use it for all the shopping and things of it doesn’t show the practical family sort 
of side, we buy this for our children we’re about to get another one, we buy them for the 5 stars safety rating, yeah 
we’ve just bought both of our brand new young drivers into each, into Subaru, so one of them has driving this, 
because she would go out back and the other will drive the impreza. So (this ad) no, doesn’t show me the reasons, the 
10 reasons why I buy a Subaru, everytime. (looking at this ad alone) Probably not, oh, that one (Liberty) this one here, 
the bottom one, doesn’t show me any different to any normal car. It does draw me to the red car. At least they have 
got a range, I have no ideas why they are not putting white cars when white cars is something like 70% of what people 
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drive, some huge amount of people drive white cars, why don’t you put white cars in the picture. I have no idea why 
they wouldn’t. Why wouldn’t you want to put down what people want to buy? 
Who do you think the advertisement’s target audience is? Why? 
Active people? From the top two. And the everyday people for the bottom person, without having read it. It is the 
visual, the writing is far too small to read it. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
No, just probably the versatility, but you really got to read the, to see the bottom, to even see that they are all all 
wheel drives. So no, I wouldn’t say it was good. 
Having seen this ad, what is your view of the car brand? 
Well the cars look pretty basic, so they are certainly not glamming me up, but I know when you get inside those, they 
are. But the other guy was a little more modern looking, sort of active but very mid‐range, so it’s not grabbing. I’d go 
neutral to negative, it’s not grabbing me but we are about to buy another Subaru, so it’s kind of yeah – the brand! We 
have driven Subarus for the last twenty something years so (laugh) 
Advertisement 3 
What is the first thing that strikes you about this advertisement? 
The guy is about to do the splits (laugh). What grabs me about the ad – he’s got a long reach. If I didn’t know if I was 
supposed to be looking for a car I certainly haven’t seen a car yet. I was not drawn to a car. I was drawn to this guy 
trying to stretch and hit a tennis ball, and that’s about the whole thing. 
What do you think the benefits the advertisement is trying to sell? Why? 
I have no idea. Nope, no idea. 
What do you think is the key message of the advert? Why? 
No idea. Shocking – I have no idea. I do see and find one when I look in detail, it’s a Subaru down here but no. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Well I don’t know what I am looking at. I would flip straight over it because I have no idea what it is talking about, or 
what I am looking at. I can’t see any correlation between a lady, somebody playing tennis and a picture of a car. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
No, oh yeah, no it doesn’t persuade me from considering purchasing it at all 
Who do you think the advertisement’s target audience is? Why? 
I have no idea. No I am – you’d probably find it in the sports section of the newspaper. But somebody may recognize 
Martina, and then go ooh what’s she doing, and then it’ll have to be a Martina fan. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
I imagine the guy, he’s done a very good job but there’s success when you drive a Subaru, is what probably what it’s 
trying to say, I’ve not idea what the second picture. Nope I’m lost, I’ve already turned the page. 
Having seen this ad, what is your view of the car brand? 
Well I didn’t know it is a car brand – I didn’t get that far to even see that. Neutral – there’s heaps wrong with the ad. 
(feel negative about the brand) No because I didn’t know what the brand was so I totally missed it from the word go. 
Advertisement 4 
What is the first thing that strikes you about this advertisement? 
Finally, we have something classy, now we are talking. Being out has never been more in, alright! The colour – silver 
and blue, matches to the classic, the BMW stood out, I can clearly see who it is, classic being, iconic classic, it does fit 
the silvers, the greys the blues. Classy but not that showy. So it means that more people can drive this. This is classy 
this is nice, but it is not that far out of the reach.  
What do you think the benefits the advertisement is trying to sell? Why? 
You’re in, you’re cool, and you’re in. In flavor. Probably because the guys are quite modern but not really showy. 
Never been more in is not a bad slogan. That you take it out, it’s good. 
What do you think is the key message of the advert? Why? 
That it is for a nice car for anyone that wants to feel in with the crowd. But not too showy. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Yeah it does, yes. It is – It does draw my focus to it, I can clearly see it is an BMW, I like the colours, where the orange 
before really sort of turn me off. The other one I had no idea what I was looking. So now this one is quite cool and 
suave, yeah I will go for a test drive in this one.  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Yeah I would go for a test drive, that guy can take me for a test drive! (Laugh) 
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Who do you think the advertisement’s target audience is? Why? 
Young, young upmarket people. Because of the guys they’ve put into the car. The roof down, you are either going to 
be old or, you know it’s certainly not mum and two, three kids, doing the grocery shopping. Or the family going on 
holidays. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
You don’t get to read ‐ Lots of wasted space as you don’t get to read any of it in there – you really only got the one 
word there, the classic BMW, BMW logo stands out really well. Other than – if you want to be in the in crowd, drive 
one of these. 
Having seen this ad, what is your view of the car brand? 
Positive! 
Demographic Questions: 
1. Age:       46‐55 
2. Gender:     Female 
3. Education:    Bachelor Degree 
4. Profession:    Manager 
5. Annual Income level:   >$100,000 
6. Sexual Orientation:   Straight  
 
SW2 
‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐ 
Advertisement 1 
What is the first thing that strikes you about this advertisement? 
It looks very small. It’s a little car – I’d ignore it straight away because it is a little, pokey car. 
What do you think the benefits the advertisement is trying to sell? Why? 
That it is small and that is something that would work in the city. The fact that it is a little car and the word city.  
What do you think is the key message of the advert? Why? 
That if you live in the city, you need a little car. I don’t get much else out of the ad – it’s very , very plain.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No – because it is a little car. I don’t like little cars. Not that little – and doesn’t appeal to me at all. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Probably dissuaded me – doesn’t appeal to me at all. The word micra (dissuaded me). Even now it seems to have four 
doors, the angle that they’ve got the ad on, makes it look smaller than a four door car. 
Who do you think the advertisement’s target audience is? Why? 
Well there’s a young guy next to it, so you’d tend to think a young guy would want that car, but I really doubt that. 
Young guys usually don’t want little cars. They want something bigger, faster, bolder. Not a young guy’s car.  
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
The underlying message I would get is from that young guy, but I think it is really the wrong market for the size of the 
car. The big thing that still stands out is the word ‘city’ so they are really focusing on city driving. Mind you, we do wish 
now we got a smaller car because we used a smaller car recently and it uses so much less garage space, whereas the 
bigger one takes up so much garage space, and next time we will look at a smaller car, but not a Micra, thank you. 
Having seen this ad, what is your view of the car brand? 
I always thought Nissan’s were not too bad a car, (looking at the ad) put me right off. It’s a negative. 
Advertisement 2 
What is the first thing that strikes you about this advertisement? 
They are aiming for the outdoors, so they would appear to be trying to pick up the male market out there, and female 
market down here. Because they have the word Dorothy on it, and also because it looks like it is a sedan, rather than a 
whether they are wagons or four wheel drives, and also the camp out, Xena lover on the back of that one, and quite 
honestly females wouldn’t be able to get a bike up onto the roof. 
What do you think the benefits the advertisement is trying to sell? Why? 
I supposed what they are trying to say is the one style of car fits lots of different people.  
What do you think is the key message of the advert? Why? 
I supposed what they are trying to say is drive it in the city, drive it in the bush. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
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If that was the ad, in a paper or whatever, it’d probably pull me in a little more than the other one would. The other ad 
focused on one thing, this one focusing on more, that it can be like city, or it can be bush, that it could be a wagon, it 
could be a sedan. Yeah I probably would have looked a second time at that ad. The first ad I would have turned the 
page and kept going. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Probably would have made us go and have a look at it. Just to see what it was all about. After that it would have – 
when you get up close to look at the car then you look a little bit further but that will make you take a second look. 
Who do you think the advertisement’s target audience is? Why? 
I am not sure with this one because that’s sort of a younger, camping out age group. That one would be too but the 
bottom one it just looks like a normal city car, I’m not sure which age group they are trying to target there, unless they 
are trying to cover more than one age group at the same time.  
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
I think all the number plates are really what’s telling you, what the car is all about. The camp out, the Xena lover, and 
Dorothy, that could be anything. The person that would drive that car like camping. Xena lover, well I am not sure if 
that’s a male or a female, because when you get that sort of a number plate on it theoretically, it’s the owner of the 
car that’s the number plate – so obviously they are targeting men, if it is a Xena lover, camp out it is a male type car, 
while that’s a female type car (Dorothy).  
Having seen this ad, what is your view of the car brand? 
Neutral.  
Advertisement 3 
What is the first thing that strikes you about this advertisement? 
That is a bit dark. It’s the same as the first one, second one I should say. Because that was a forester wasn’t it. Because 
I picked up that word there and I can read the word Forester there. Okay four wheel drive, sporty, so that’s obviously 
that’s the person that drives the camp out car. It’s interesting that you have used a woman in the picture. Not sure if 
they are trying to say that women drive foresters too. There are a lot of women who drive four wheel drive but a lot of 
them don’t buy four wheel drives, it usually the men that buy the four wheel drives. 
What do you think the benefits the advertisement is trying to sell? Why? 
That it would hold a lot of gear and that it’s a tough little car that can get mucked around by sporting people, camping 
out people, so it is a sturdy I supposed car, with lots of space. 
What do you think is the key message of the advert? Why? 
It’s interesting that one. Because it is Martina Navratilova. I supposed it’s trying to say that women need tough cars as 
well.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
I think it’s interesting – it’s most interesting of the lot. Because it is her, and she’s female and it tying it into a car. Mind 
you if I haven’t seen the second ad, not sure if I would have noticed the car so much. It’s very little. That’s interesting 
that one, I like that one. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
That would have persuaded me to go and have another look. I supposed that women don’t necessarily have to have a 
little sedan, they can be out with the tough cars as well. 
Who do you think the advertisement’s target audience is? Why? 
Women. Women in general because you don’t have to be 23 to want to drive a nippy little car, you can be older and 
still want to drive a nippy little car.  
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Let’s see – (laugh) I didn’t read the little bit down there because it was too little. Subaru is a proud sponsor of women 
who kick butt. Yes I think most women like that – I like that one. I think that’s the big underlying message. Strong 
women – not necessarily effeminate women but strong women. 
Having seen this ad, what is your view of the car brand? 
It would still make me go and take a second look, but once I get to the car, then I’d decide. I feel quite positive about 
that. 
 
Advertisement 4 
What is the first thing that strikes you about this advertisement? 
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Okay – boy’s toy. Yup boy’s toy. Not a family guy Young guys, hip car. Women won’t get a car that doesn’t have a roof 
on it because they will get their hair messed up. Mind you, BMW, that is nice.  
What do you think the benefits the advertisement is trying to sell? Why? 
To be young and virile, you will need to have a BMW sports car (laugh). Because it is a sports car, because it has no 
roof, because it is young guys in there, because it looks like an expensive car.  
What do you think is the key message of the advert? Why? 
I think the key message is still young guys who want to have a sporty little car. And that it looks like someone who is 
successful. Young guy who’s successful has to have a car like this. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No. There’s no women in it. Well I’d like to go for a drive in one, I think everyone would. Because it is such a lovely 
little car but not one that I would buy. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
If I had enough money to buy that car, and seeing this ad, oh yes – if I had enough money to afford that I would buy 
one. The thing that would’ve made me consider it is the brand. Simple as that. The ad itself is irrelevant – it’s a BMW. 
Who do you think the advertisement’s target audience is? Why? 
Men. Young guys. They are not aiming at the gay market are they? The wording ‘being out’ – I don’t know, it just 
occurred to me. It’s a bit blatant if it is. And there shouldn’t be a market for gay or non‐gay people anyway. Males 
between the age of 25‐65. Because you see a lot of 65 year olds in one of those. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Classic BMW certainly does stand out – because that’s blue there and leads you across to the blue there and leads you 
to the blue in the logo, blue shirts. Nah that’s about all. 
Having seen this ad, what is your view of the car brand? 
Oh BMW has always been a very positive ad. But you know the other thing when you start looking at it a bit more, it is 
only a two seater. You certainly wouldn’t get much in there – and that’ll be worth a $100,000. You’d need to be a 
millionaire to afford one of them. 
 
Demographic Questions: 
1. Age:       56‐64 
2. Gender:     Female 
3. Education:    Completed High School      
4. Profession:    Retiree 
5. Annual Income level:   <$20,000 
6. Sexual Orientation:   Straight  
 
SW3 
‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐ 
Advertisement 1 
What is the first thing that strikes you about this advertisement? 
The colour of the car was the first thing, but then the guy in the back, strangely – being in the back. My eyes then 
moved up here, to see what is going on, but I didn’t even read anything to be perfectly honest. (My eyes moved to) 
the four boxes to sort of see what they are but I’ve always been more drawn to pictures. 
What do you think the benefits the advertisement is trying to sell? Why? 
The car. Assuming the new car, and then the special features that go with it, probably.  
What do you think is the key message of the advert? Why? 
That it is just a more simpler car. But it looks like it has all the fancy features with it as well. It is simple but it is better 
than the others maybe.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Yeah – the car does. I’d be interested in it. It’s clear (ad) in the sense that it is not, to me, it is not too busy, it is quite 
simple. There’s a big car, clearly they are selling the car, the four small pictures telling you that push start and what not 
and all the other stuff. And it is just a simple, simple ad. I don’t really see his purpose (male) but it might be you are 
drawn to another person, makes it more realistic or, makes it more of a personal level, by just having a person’s face 
there, that recognition – but I wouldn’t say that there is nothing that I don’t like about it. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
I’d say towards the positive, it would, definitely. 
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Who do you think the advertisement’s target audience is? Why? 
Probably the – when I say first car buyers, I mean like coming out of school and buying yourself your first new car in 
that sense, and maybe 17‐18 to 25 might be more the target audience. You could possibly consider it as a small family 
car, but I don’t have a family so I don’t know what you’ll be looking for in that sense. Probably more up to the 25 year 
old age group. Just from when I left school I know this is the kind of car all my friends are buying, and I bought the little 
Honda Jazz just a smaller compact car, just to zip around, cheap on fuel, that sort of thing. But then again, maybe if I 
was older, I could be looking at a going grey older person’s car, from the 50’s and above because they only need 
something smaller and same reason, zip around, couple of trips to the shop or something. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
I don’t know – it’s kind of saying that when you look a little deeper, that if you have this car, you’ll going to live better. 
Which I dunno, just because you have the new car, does it mean all of the sudden you’ll going to have a better life. 
That’s the link to me, maybe that’s a bit like, I dunno about that but,nope that’s pretty simple to me. I dunno I might 
be missing something. 
Having seen this ad, what is your view of the car brand? 
Positive, definitely positive. 
Advertisement 2 
What is the first thing that strikes you about this advertisement? 
A family car that I am not interested in. I dunno why, I think with the bikes and all these other stuff on there, I just sort 
of think – It’s not what I am interested in. 
What do you think the benefits the advertisement is trying to sell? Why? 
They are trying to sell, maybe the more, it’s more versatile. So it looks like obviously, can go camping, or whatever you 
want with the car. A more all rounder maybe?  
What do you think is the key message of the advert? Why? 
It works for everyone? Different drivers, different roads, one car – so doesn’t matter where you driving or who you 
are, the one car suits everyone. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No. Maybe if it was a different car, but – it’s a bit weird but you are looking at the back of the car and not the front. 
But I can understand that it is showing that is probably the fold up back or whatever you call that. And you have got all 
the roof racks on or it can be a basic car, sort of thing. Just different series of it. It’s pretty clean – but it – I dunno why 
it is a bit weird, but just white in the background. For me it is nice if there’s a colour, like the sky in the background 
that just makes it more appealing. But it is a very clean ad, it is a very simple ad as well. But it is just, it doesn’t really 
appeal to me, unfortunately. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
I probably wouldn’t be too interested in it. Probably just because, I love camping and going surfing and having the roof 
racks on there, but this style of car really doesn’t interest me, so if I were to see this ad, I’d probably wouldn’t – oh hey 
– I like that brand Subaru I’m going to go look it up and see what other cars they’ve got whereas with the Micra, it’ll 
probably go oh that’s nice I wonder what else they’ve got. But having this as their car, it just doesn’t ‐ the three I don’t 
even know if they are the same one, But yeah whether or not I would go look I don’’t think so.  
Who do you think the advertisement’s target audience is? Why? 
Probably, maybe more family type, So I know that that age group can be huge, but probably more the family age 
group if that makes sense. Maybe30 – and up to 45 or maybe a bit younger as well. Just because it looks like a more 
family car, like it is obviously a bigger car and it can take your bikes when you go traveling or camping or anything like 
that, with the kids, that sort of thing. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
No I don’t think it is underlying – I think it’s right there. 
Having seen this ad, what is your view of the car brand? 
Neutral.  
Advertisement 3 
What is the first thing that strikes you about this advertisement? 
The tennis – It’s funny it’s the same brand and it is completely different. I didn’t think it was going to be a car ad when 
I saw that but – seeing that this ad appeals to me, now when I see this I go oh that looks like a fun car. I have no idea 
why it looks like a fun car compared to what it was. Even though it’s simple, it is quite busy with the colours and it is 
very smaller picture of the car down at the bottom, but it does make it look fun.  
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What do you think the benefits the advertisement is trying to sell? Why? 
Sporty. Maybe that’s a sporty car. Coz they have a big tennis player picture right in the middle. And from what I can 
sort of see, it looks like it might be on a rough terrain or something like that. All that and maybe the tennis player 
drives that – oh there you go, yes Subaru driver, so trying to probably to get you to go there coz this celebrity got it as 
well. 
What do you think is the key message of the advert? Why? 
That you can be like a celebrity if you drive this car? Yeah definitely by saying that Subaru driver, I’m not big into 
tennis, but this is a famous tennis player, 9 times Wimbledon champion obviously – yeah I probably say that just from 
the text, that’s all I can see from it. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Yeah – because it makes it looks fun. If I was looking for a car, I’d probably then go further with it. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
More persuaded. 
Who do you think the advertisement’s target audience is? Why? 
I reckon this could be an all rounder – From maybe early 20s right through to whenever. Because I am early 20s, I 
definitely, I like the look of it, and all the way through because it is a bigger car, you probably could go families and 
maybe the generation above that doing road trips and stuff like that, you know like going to the top of Queensland, 
and things like that. Bigger car‐ goes well from the rough terrain picture, that sort of thing. I reckon they can go with 
anyone. And tennis is a pretty all rounder sport. I say that may have an influence, but I am not sure. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
No – not really. No underlying things that I can see, other than the fact that they are saying, Be famous, drive the car, 
drive the car. Yeah that’s sort of it. 
Having seen this ad, what is your view of the car brand? 
Positive now. 
Advertisement 4 
What is the first thing that strikes you about this advertisement? 
The guys, the blue collared guys sitting in it. It looks like an expensive, fancy car. It looks very – like you know your 
Havard school boys, driving it – they look more like that than businessmen. That’s why I see from it. 
What do you think the benefits the advertisement is trying to sell? Why? 
It looks like they are selling the lifestyle of the car. Just by the way that they dress and the view. I dunno why, but I the 
view looks like that maybe, you see the length of the car, but you see the guys in there having a great time, nice 
watches, nice outfits that sort of thing. 
What do you think is the key message of the advert? Why? 
Probably – from reading that‐ it would be that to get – to get the car, you get the lifestyle. That it’s a cool car. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Yeah – coz it’s a really nice car. It’s BMW, that is a nice car. Definitely the visuals – yeah nice car. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Probably persuaded yeah. If I take out all the other stuff, like the money side of it, the brand of it, it’s still a very nice 
looking car, like it is a clean looking car, convertible – which is nice – I used to own Suzuki softop and it was just 
awesome to flip the top off and go off to the beach or something like that. Especially on a hot day like this, it was fun – 
so convertibles have always appealed to me because of that – and that car was like $900. It was nothing, you know so 
–the money side of it is not that. Just because it always – before I had the Suzuki – it was always a fun thing to see 
someone drive past with the hood off, because ‐ it’s that thing –the wind’s in your hair, you can put your music up, and 
just – it can just be fun – so it’s always had that side to it. 
Who do you think the advertisement’s target audience is? Why? 
Because of the brand it would probably be the older generation, but if you weren’t including the brand and just 
looking at the ad, I’d say 25 upwards, maybe? I don’t really know – I couldn’t imagine coming out of school and getting 
into something like this. Even if you didn’t have the brand involved. It still looks like quite a large car and it only got 
two seats. When you are coming out of school and you got all your friends in the back and you’re off here and off 
there, so two seats isn’t the greatest thing. Also you’ll only be learning to drive and parking can be a bit difficult so you 
want a smaller car. Whereas from this look, it does look like it is quite a long car. So maybe that bit about when the 
two seater is small, you could just have a two seater and your partner has a bigger car or something like that. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
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Not really – saying that it is a classic, which makes people like in the sense that, to me if it is classic BMW it kind of 
means that it is going back to the old school and people seem to like that if you’ve got the original of something. So by 
using the word classic BMW probably hitting that little bit more in whatever your target audience taste like – going like 
being more original, I might like that rather than the fancy new ones with all the gadgets, which I am sure this one has 
got but in the classic body. 
Having seen this ad, what is your view of the car brand? 
Positive. 
Demographic Questions: 
1. Age:       18‐25 
2. Gender:     Female 
3. Education:    Bachelor Degree 
4. Profession:    Retail/personal trainer 
5. Annual Income level:   40K‐$60K 
6. Sexual Orientation:   Straight  
 
SW4 
 
Advertisement 1 
What is the first thing that strikes you about this advertisement? 
The colour of the car, which is, I dunno, I think they’ve done that on purpose to get your attention. I guess, it’s a Micra 
because it is a small car as well. I dunno, the dull background is a big thing. And of course the guy, trying to be cool, 
wearing a leather jacket and jeans and stuff.  
What do you think the benefits the advertisement is trying to sell? Why? 
Well it’s, they are I guess trying to sell I think it’s more like youth oriented kind of the thing, because they are trying to 
sell the colour of the car and that it is a smaller car kind of the thing. And it’s got your city’s just got simpler kind of 
thing, so I guess and coz the guy is dressed up in what he is, that’s all. 
What do you think is the key message of the advert? Why? 
I guess that it’s a small car and that it is a cool, small cool little car. But it’s very vibrant and new age kind of thing. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Not really, I don’t like the colour of the car, doesn’t really work for me. I don’t like the colour, the background, I dunno 
it’s too obvious with what it’s trying to do. Do you know what I mean? Because I can see straight away that’s what 
they are trying to advertise, because your eyes are automatically drawn to the car. The slogan is pretty good ‘your city 
just got simpler’. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
I guess because I haven’t really heard of the Nissan Micra before but the colour doesn’t really work for me and that’s a 
big thing for girls, it’s stupid but I guess it is a small car and I am interested in small car so that might stick out as an 
option if I chose to buy a new car. 
Who do you think the advertisement’s target audience is? Why? 
Girls, young girls. Because the colours, and that it’s small and the guy. I dunno I think they are trying to make him look 
cool. Maybe it is a new age guys as well, I dunno that they are trying to go for guys but I don’t know if it works if that’s 
what they are trying to do. Well I am re‐thinking now maybe it is supposed to be for the metro guy kind of thing, I 
guess they are trying, if it is for girls they are trying to attract, then the guy is quite looking and stuff, and looking cool 
and stuff. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Well now I am sitting on the fence I dunno if it is for young girls or for metro guys but I know it is a young audience 
they are trying, maybe they are trying for both. Maybe that was a subliminal thing because I thought it was 
automatically for girls but not really anything else. 
Having seen this ad, what is your view of the car brand? 
Neutral. 
Advertisement 2 
What is the first thing that strikes you about this advertisement? 
This kind of car suits anybody, they make a car to suit anyone. Whether you’re like a sporty person or whoever 
Dorothy is. So from that I feel that they are trying to stretch out more like, trying to get other people to just – I dunno.  
What do you think the benefits the advertisement is trying to sell? Why? 
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Well I guess making it more rather than trying to make it a certain audience, they are trying to make it more broad. I 
suppose it is pretty effective. 
What do you think is the key message of the advert? Why? 
Well that Subaru has heaps of different cars suited to everybody. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Not really. I’m not really a sporty person, and the Dorothy cars, it’s not really a car that, I am not really into Subaru’s 
anyway. I guess maybe the outback one does because if I was looking for a car, that’ll stick out on my mind now as a 
possible car because it has bikes on it. I guess I like, it’s more general than they are trying to show that there’s 
different cars by Subaru that are suited for everybody.  
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Probably persuaded me just because I never really thought of getting an outback as a car, to do trips and kind of thing. 
Who do you think the advertisement’s target audience is? Why? 
Well can I say each car or as in general. The liberty one would be anyone, any backpacker kind of thing or anyone who 
likes going on big road trips weekend kind of thing, and I guess the other Subaru, the one with the canoe on it, it’s for 
sporty people so they can move around. And the Dorothy one is for younger people. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Well there’s that rainbow on the back of that car, so trying to be more open kind of thing, like – and I don’t know what 
that sign is, but definitely the rainbow I think, it’s not really something that annoys me, is it subliminal thing, I just 
thought of that. Like I dunno if that is right but it automatically makes you think of gay rights, so yeah. 
Having seen this ad, what is your view of the car brand? 
Probably more positively. 
Advertisement 3 
What is the first thing that strikes you about this advertisement? 
The car is really small. And it’s all focused on the tennis. I guess it’s, you know don’t really realized it is a car ad straight 
away because you are looking at her. It’s kind of strange compared to the other ones. 
What do you think the benefits the advertisement is trying to sell? Why? 
They are trying to appeal to women because they are talking about this woman, US Open champion, you automatically 
look at her because it is quite a unique photograph. I guess it’s a different way trying to get women and they are trying 
to sell this particular type of car to women, like the bigger car, to sports mums kind of thing, that take kids to their 
games and things like that. 
What do you think is the key message of the advert? Why? 
Trying to appeal to women. Just I think it’s for – the key message is trying to keep it minimal the fact that it is for a car 
ad but kind of sink it later to what it is for. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No, not really, just because I am not a sports mum, that’s the main thing that I related to since you can see that they 
are trying to appeal sporty women or sports mums. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
I’d say it is neutral, I don’t think it’s either persuaded me or dissuaded me kind of thing. 
Who do you think the advertisement’s target audience is? Why? 
I reckon it is mums, I reckon it’s mothers. I dunno why I think that, and because they have got this ‘Subaru is a proud 
supporter of women who kick butt’ but I just don’t understand why sports women will buy such a big car unless they 
have kids. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Well yeah I think the fact that they are trying to get you to look at her first and then the car second, It’s probably a big 
thing. Well she’s probably sponsored by them. 
Having seen this ad, what is your view of the car brand? 
Probably neutral – doesn’t really affect me but it’s not going, because if I look at that I’d probably forget it, I don’t 
think I’d be reminded that that is a Subaru. 
Advertisement 4 
What is the first thing that strikes you about this advertisement? 
That it is for middle aged guys. I guess it’s definitely for guys like – my dad. Because it has it’s top down and it’s guys 
who are just before retirement and want to buy a new car and going through middle age crisis. Don’t tell my dad 
(laugh). 
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What do you think the benefits the advertisement is trying to sell? Why? 
Being out has never been more in – so it’s for‐ I am assuming it’s probably for gay guys. The benefit I guess – I dunno – 
well it’s letting you know that BMW do those kind of cars? Yeah I do think it’s for guys that are in a middle aged crisis. 
What do you think is the key message of the advert? Why? 
Well it’s having the top down, maybe it’s not, maybe it’s just the first thing I think, just having the top down and being 
out is more in, that’s what appeals to middle aged guys I guess, being able to take the top down and show young 
ladies that they are boss, kind of thing. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No not really. It’s not really targeted towards me and I don’t have any money to buy that car. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
It’s a nice looking car, so that kinda, but I don’t think the ad would have helped me – like I think I am leaning on 
neutral, because they doesn’t really appeal, two guys sitting in, middle aged sitting in a car, doesn’t really appeal to me 
that much 
Who do you think the advertisement’s target audience is? Why? 
Yeah definitely middle aged guys – going through their middle age crisis kind of thing with their money. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Well being out has never been more in I dunno if that is supposed to be a homosexual reference or not, but that’s 
automatically what I thought, maybe I am wrong. And the fact that the roof’s down and everything, being out has 
never been more in, they want to be able to – put the roof off and have the wind blow through their hair and 
anything. 
Having seen this ad, what is your view of the car brand? 
Neutral – It doesn’t really appeal to me.  
Demographic Questions: 
1. Age:       18‐25   
2. Gender:     Female 
3. Education:    Bachelor Degree 
4. Profession:    Retail 
5. Annual Income level:   <$20,000 
6. Sexual Orientation:   Straight  
 
SW5 
‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐ 
Advertisement 1 
What is the first thing that strikes you about this advertisement? 
It’s a good colour, good coloured car.  
What do you think the benefits the advertisement is trying to sell? Why? 
Probably the size of the car, and the weight, and the yup. Because it is up on the rooftop, from the looks of it. 
What do you think is the key message of the advert? Why? 
It will save you money. Or easy to park, or convenient. Probably being on the skyline.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
It doesn’t go either way – doesn’t offend me, doesn’t particularly, I am not a big fan of Nissan, I wouldn’t be looking at 
it. I’m not a big fan of advertising at all – it needs to be something pretty spectacular to grab my attention. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Certainly hasn’t persuaded me – I tend to do research rather than knee‐jerk. This ad will not make me look up this 
brand. 
Who do you think the advertisement’s target audience is? Why? 
Probably young people. Small, zippy, hatchback, they don’t necessarily have kids and bags and luggage and what not 
to fit into the car. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Not necessarily. No. 
Having seen this ad, what is your view of the car brand? 
Negative at the moment because I don’t like Nissans. 
Advertisement 2 
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What is the first thing that strikes you about this advertisement? 
For some reason they don’t want to show the front of the car. They don’t often see advertisements that just focuses 
on the back of the car, so maybe it is something that captures your attention. 
What do you think the benefits the advertisement is trying to sell? Why? 
Probably good family car – the bikes the luggage ‐ yup 
What do you think is the key message of the advert? Why? 
I think they are trying to say it suits everyone. The camping out, the going away and the Dorothy is probably grandma.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
Again it doesn’t really bother me either way. To me they actually look like old cars rather than the latest cars. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Dissuaded – I am not a big fan of station wagons or hatchback so they are not going to attract me with the campaign 
with a hatchback or station wagon in it. 
Who do you think the advertisement’s target audience is? Why? 
Probably parents with kids. It’s just the – showing you there’s room in the back to chuck stuff. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
No – probably out of practice reading ads. 
Having seen this ad, what is your view of the car brand? 
It actually looks dated – and you’re not going to get the latest. More to the negative – you are not going to get all the 
bells and whistles. 
Advertisement 3 
What is the first thing that strikes you about this advertisement? 
It’s very dark, dark and dingy. Yeah if they are advertising a car they certainly do not want you to focus on it. 
What do you think the benefits the advertisement is trying to sell? Why? 
I have no idea – that it is a crappy car so they want to use something else to advertise? 
What do you think is the key message of the advert? Why? 
If it is good enough for Martina, it’s good enough for everyone. Or if Martina wants it, everyone should want it. 
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
No – because it is not about the car – so they have something to hide. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
Dissuaded – they trying to take the focus off the car and onto something else. 
Who do you think the advertisement’s target audience is? Why? 
People who are gullible? Well probably sports fans – I dunno. 
Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
Yeah it is a crappy car. I think they are probably going for more of an affluential market, more money to spend, more 
time to spend on leisure activities. 
Having seen this ad, what is your view of the car brand? 
I’d go negative because – to me, they are trying to hide something. 
Advertisement 4 
What is the first thing that strikes you about this advertisement? 
They have way too much time on their hands and too much money to spend. The brand and the hatchback, and 
business shirts, sleeves rolled up. They’ve finished their day and now they are going out to play. 
What do you think the benefits the advertisement is trying to sell? Why? 
That you can run away in it – you can use as an escape vehicle that you can get away from life.  
What do you think is the key message of the advert? Why? 
I dunno, work hard, play hard. The car is a reward.  
Does this advertisement appeal to you? What is it you like and dislike about this ad? 
I wouldn’t mind a convertible but that’s about it. I don’t like silver cars. I’d be more inclined to buy to, I would be more 
interested in an ad if it had a brightly coloured car, like the orange. 
Do you feel the advertisement has persuaded you or dissuaded you from considering this product/brand? Why? 
No. 
Who do you think the advertisement’s target audience is? Why? 
Again people who have got more money than they need to budget – mainly the colour of the car. Silver colour to me 
looks like you are trying to show me you have money to burn, it’s a pretentious colour. 
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Are there any underlying messages that you can identify? If so, what are these? Are there any symbols or visual cues 
that you can identify? If so, what are these? 
No, possibly two guys in a car together I don’t know. No, not really. Unless it is without the roof on the car, you going 
to go fast to get away from anything so you don’t have to be as safe. To me, convertible cars, you’re a risk taker to go 
in them, because if it rolls. It’s an American car too – I just noticed them too. 
Having seen this ad, what is your view of the car brand? 
Neutral – With cars I have my favourite makes, models and brand, so the ad is not going to sway me in any way. But 
some ads will annoy the crap out of me, and I’ll avoid those brands. 
Demographic Questions: 
1. Age:       36‐45  
2. Gender:     Female 
3. Education:    Certificate or Diploma      
4. Profession:    Administration 
5. Annual Income level:   $40K‐$60K 
6. Sexual Orientation:   Straight  
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PARTICIPANT INFORMATION FOR QUT RESEARCH PROJECT 
– Questionnaire – 
Assessment of Print Advertisements 
QUT Ethics Approval Number 1200000696 
RESEARCH TEAM    
Principal 
Researcher: 
Mr Kelly Choong, PhD student, Faculty of Business, Queensland University of Technology (QUT) 
Associate 
Researcher: 
Professor Judy Drennan, Dr Clinton Weeks. QUT Business School 
DESCRIPTION 
This study is conducted by Mr Kelly Choong as part of the requirements for the PhD studies at Queensland University 
of Technology (QUT) under the supervision of Professor Judy Drennan and Dr Clinton Weeks.  
 
The purpose of this study is to examine the attitudes of consumers on various motor vehicle print advertisements. You 
are invited to participate in this project because you fit the target audience in which the advertisements are intending 
to communicate to. 
 
PARTICIPATION 
Participation will  involve completing a anonymous questionnaire with  likert scale answers  (strongly agree  ‐ strongly 
disagree) that will take approximately 15 to 25 minutes of your time. Questions will include attitudes towards specific 
car brands and their print advertisement. 
 
Your  participation  in  this  project  is  entirely  voluntary.  You  have  the  right  to withdraw  from  the  questionnaire  by  closing  the 
browser  and no  responses will be  submitted. Your decision  to participate or not participate will  in no way  impact upon  your 
current or future relationship with QUT or with the advertisements’ featured brand and/or organisation.  
 
The questionnaire will be conducted online and  information collected will be treated with total anonymity. Data collected from 
this research study will be used for the researcher’s PhD thesis and for future conferences papers and/or academic publications. 
 
EXPECTED BENEFITS 
It  is  expected  that  this  project  will  not  benefit  you  directly.  However,  it  may  benefit  you  indirectly  through  our  better 
understanding of advertising and its effectiveness in targeting consumers like you.  
 
RISKS 
There should be no risks beyond normal day‐to‐day  living associated with your participation  in this project. However,  if you do 
experience discomfort or distress, QUT provides  limited free counselling for research participants of QUT projects as a result of 
their  participation  in  the  research.  Should  you wish  to  access  this  service  please  contact  the  Clinic  Receptionist  of  the QUT 
Psychology Clinic on 3138 0999. Please indicate to the receptionist that you are a research participant.  
 
PRIVACY AND CONFIDENTIALITY 
All comments and responses are anonymous and will be treated confidentially. The names of individuals are not required in any of 
the responses. Any data collected as part of this project will be stored securely as per QUT’s Management of research data 
policy. Please note that non‐identifiable data collected in this project may be used as comparative data in future projects 
and the possibility of publications.  
 
CONSENT TO PARTICIPATE 
Submitting the completed online questionnaire is accepted as an indication of your consent to participate in this project. 
 
QUESTIONS / FURTHER INFORMATION ABOUT THE PROJECT 
If have any questions or require further information please contact one of the research team members below. 
 
Professor Judy Drennan  Dr Clinton Weeks 
School of Advertising, Marketing and Public Relations 
Faculty of Business, QUT 
School of Advertising, Marketing and Public Relations 
Faculty of Business, QUT 
Phone: (07) 3138 5308    Phone: (07) 3138 5349   
Email: j.drennan@qut.edu.au  Email: Clinton.weeks@qut.edu.au   
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Mr Kelly Choong 
School of Advertising, Marketing and Public Relations 
Faculty of Business, QUT 
Phone: (07) 3138 2050   
Email: w.choong@student.qut.edu.au 
 
CONCERNS / COMPLAINTS REGARDING THE CONDUCT OF THE PROJECT 
QUT  is committed  to  research  integrity and  the ethical conduct of  research projects. However,  if you do have any concerns or 
complaints about the ethical conduct of the project you may contact the QUT Research Ethics Unit on [+61 7] 3138 5123 or email 
ethicscontact@qut.edu.au. The QUT Research Ethics Unit is not connected with the research project and can facilitate a resolution 
to your concern in an impartial manner. 
Thank you for helping with this research project. Please keep this sheet for your information. 
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Breakdown of Survey Questions and sections 
 
Q1: Participation Information Sheet 
Q2: Consent and 18 years old  
 
Q3: Cars have become an important part of everyday life, whether its function is as a form of 
transportation or a representation of one’s self image and personality. Brands play an important role 
in developing this image, adding intangible value to cars, such as prestige, affluence, power and 
identity. The following are some statements about the importance of car brand to you as a 
consumer, please rate them accordingly. 
Q3a1  I choose my car brand very carefully 
Q3a2  Which car brand I buy matters a lot to me 
Q3a3  Choosing a car brand is an important decision for me 
Q3a4  Cars reflect the kind of person I see myself to be 
Q3a5  My car helps me ascertain my self‐identity 
Q3a6  My car makes me feel good about myself 
Q3a7  My car is an instrument of my self‐expression 
Q3a8  My car plays a critical role in defining my self‐concept 
Q3a9  My car helps me to establish the kind of person I see myself to be 
Q3a10  It is important for my friends to know the brand of car I possess 
Q3a11  Cars are a symbol of social status 
Q3a12  My car helps me in fitting into important social situations 
Q3a13  I like to be seen with my car 
Q3a14  The brand of car that a person owns, tell me a lot about that person 
Q3a15  My car indicates to others the kind of person I am 
1= Very Strongly Disagree; 7 = Very Strongly Agree 
 
Q4/Q12/Q20: Brands play a big part in consumers’ lives and each and every experience differs 
between individuals. Because of this, it is important for companies to be aware of consumer’s 
attitude towards their brand. Please rate the following statements against the brand above: 
Q4a1  Q12a1  Q20a1  This brand is trustworthy 
Q4a2  Q12a2  Q20a2  This is a reliable brand 
Q4a3  Q12a3  Q20a3  This brand is likeable 
Q4a4  Q12a4  Q20a4  This brand is a very good brand 
Q4a5  Q12a5  Q20a5  This is a very attractive brand 
Q4a6  Q12a6  Q20a6  I trust this brand 
Q4a7  Q12a7  Q20a7  I rely on this brand 
Q4a8  Q12a8  Q20a8  This is an honest brand 
Q4a9  Q12a9  Q20a9  This brand is safe 
Q4a10  Q12a10  Q20a10  I feel good when I use this brand 
Q4a11  Q12a11  Q20a11  This brand gives me pleasure 
1= Very Strongly Disagree; 7 = Very Strongly Agree 
 
Q5/Q13/Q21: Please rate your opinion about the brand shown above to the following statements. 
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Q5a1  Q13a1  Q21a1  If I were looking for a car, my likelihood of purchasing this brand would 
be high 
Q5a2  Q13a2  Q21a2  If I were to buy a car, the probability that I would consider buying this 
brand would be high 
Q5a3  Q13a3  Q21a3  If I had to buy a car, my willingness to buy this brand would be high 
1= Very Strongly Disagree; 7 = Very Strongly Agree 
 
Q6/Q14/Q22: Please rate your overall perception about the brand shown above: 
1  2  3  4  5  6  7 
Extremely 
unfavourable 
Very 
unfavourable 
Unfavourable Neutral  Favourable  Very 
Favourable 
Extremely 
Favourable 
 
Q7/Q15/Q23: Advertisements help companies convey messages across to consumers about their 
brand, product, service and benefits. Messages vary in terms of what advertisers believe consumers 
are interested in and what is important to consumers that add value to the overall purchase. Please 
refer to the print advertisement below 
 
Q8/Q16/Q24: Based on the above print advertisement, please rate your response to the following 
word. ‘The advertisement left me feeling...’ 
Q8a1  Q16a1  Q24a1  Disgusted 
Q8a2  Q16a2  Q24a2  Angry 
Q8a3  Q16a3  Q24a3  Contemptuous 
Q8a4  Q16a4  Q24a4  Uneasy 
Q8a5  Q16a5  Q24a5  Skeptical 
Q8a6  Q16a6  Q24a6  Envious 
Q8a7  Q16a7  Q24a7  Interested 
Q8a8  Q16a8  Q24a8  Stimulated 
Q8a9  Q16a9  Q24a9  Loving 
Q8a10  Q16a10  Q24a10  Happy 
Q8a11  Q16a11  Q24a11  Involved 
Q8a12  Q16a12  Q24a12  Surprised 
1 = Not at all; 4 = Moderately; 7 = Very much 
 
Q9/Q17/Q25: After evaluating the advertisement just shown to you, please rate the brand (shown 
above) to the statements below: 
Q9a1  Q17a1  Q25a1  This brand is trustworthy 
Q9a2  Q17a2  Q25a2  This is a reliable brand 
Q9a3  Q17a3  Q25a3  This brand is likeable 
Q9a4  Q17a4  Q25a4  This brand is a very good brand 
Q9a5  Q17a5  Q25a5  This is a very attractive brand 
Q9a6  Q17a6  Q25a6  I trust this brand 
Q9a7  Q17a7  Q25a7  I rely on this brand 
Q9a8  Q17a8  Q25a8  This is an honest brand 
Q9a9  Q17a9  Q25a9  This brand is safe 
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Q9a10  Q17a10  Q25a10  I feel good when I use this brand 
Q9a11  Q17a11  Q25a11  This brand gives me pleasure 
1= Very Strongly Disagree; 7 = Very Strongly Agree 
 
Q10/Q18/Q26: After evaluating the advertisement shown to you, please rate your opinion about the 
brand shown above to the following statements. 
 
Q10a1  Q18a1  Q26a1  If I were looking for a car, my likelihood of purchasing this brand would 
be high 
Q10a2  Q18a2  Q26a2  If I were to buy a car, the probability that I would consider buying this 
brand would be high 
Q10a3  Q18a3  Q26a3  If I had to buy a car, my willingness to buy this brand would be high 
1= Very Strongly Disagree; 7 = Very Strongly Agree 
 
Q11/Q19/Q27: After evaluating the advertisement shown to you, please rate your overall perception 
about the brand shown above. 
1  2  3  4  5  6  7 
Extremely 
unfavourable 
Very 
unfavourable 
Unfavourable Neutral  Favourable  Very 
Favourable 
Extremely 
Favourable 
 
Controlled Ads 
Section 1  Section 2  Section 3  Section 4  Section 5  Section 6 
4‐11 
 
28‐35 
 
52‐59 76‐83   100‐107 
 
124‐131
12‐19 
 
36‐43
 
60‐67   84‐91 108‐115 
 
132‐139 
 
20‐27
 
44‐51 
   
68‐75 
 
92‐99 
 
116‐123
 
140‐147 
           
Cryptic Ads 
Section 7  Section 8  Section 9  Section 10  Section 11  Section 12 
148‐155 
 
172‐179 
 
196‐203  220‐227  244‐251 
 
268‐275 
156‐163 
 
180‐187 
 
204‐211  228‐235  252‐259 
 
276‐283 
 
164‐171 
 
188‐195 
 
212‐219 
 
236‐243 
 
260‐267 
 
284‐291 
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Explicit Ads 
Section 13  Section 14  Section 15  Section 16  Section 17  Section 18 
292‐299 
 
316‐323 
 
340‐347  364‐371  388‐395 
 
412‐419 
300‐307 
 
324‐331 
 
348‐355  372‐379  396‐403 
 
420‐427 
 
308‐315 
 
332‐339 
 
356‐363 
 
380‐387 
 
404‐411 
 
428‐435 
 
Q436: Disclaimer: It is important to note that the advertisements you have just witnessed were 
research stimulations and they are not real or meant to be used as potential advertisements in the 
future. Please disregard any newly formed attitudes or perceptions about the brands as it is not the 
intention of the researcher to disrespect the brands in anyway. 
 
Q437: Society today is made up of many different cultures and subcultures, some having been 
around for centuries while others only formed in recent times. Marketers have tapped onto 
cultures/subcultures as a way to target new consumer groups. Some cultures/subcultures have 
formed to be part of mainstream society while others, such as the gay community, still strives to be 
accepted. 
 
Q438: The following are 10 statements about gay men and their community. Please rate your 
opinion to the following statements: 
Q438a1  Male homosexual couples should be allowed to adopt children the same as heterosexual 
couples 
Q438a2  I think male homosexuals are disgusting 
Q438a3  Male homosexuals should not be allowed to teach school 
Q438a4  Male homosexuality is a perversion 
Q438a5  Just as in other species, male homosexuality is a natural expression of sexuality in 
human men 
Q438a6  If a man has homosexual feelings, he should do everything he can to overcome them 
Q438a7  I would not be too upset if I learned that my son were a homosexual 
Q438a8  Homosexual behaviour between two men is just plain wrong 
Q438a9  The idea of male homosexual marriage seems ridiculous to me 
Q438a10  The male homosexual lifestyle should not be condemned 
1= Very Strongly Disagree; 7 = Very Strongly Agree 
 
Q439: Demographic Information 
 
Q440: Please select your gender 
1  Male 
2  Female 
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Q441: Please select your age group from the list below 
1  18‐24 
2  25‐34 
3  35‐44 
4  45‐54 
5  55‐64 
6  65 or older 
 
Q442: Please select your education level 
1  Less than finishing high school 
2  High school 
3  Certificate/Diploma 
4  Bachelor Degree 
5  Masters Degree 
6  Doctoral Degree and higher 
 
Q443: Please choose your current country of residence 
1  Oceania 
2  Europe 
3  Asia 
4  Africa/Middle East 
5  North America 
6  South America 
7  Other 
 
Q444: Please select your sexual orientation 
1  Heterosexual 
2  Homosexual 
3  Bisexual 
 
Q445: Thank you for your participation. 
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Study 3 Control Advertisements 
 
  
376 
 
377 
 
 
 
  
 
 
 
 
  
378 
 
Appendix	G	 	
379 
 
Study 3 Target‐cryptic Advertisements 
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Study 3 Target‐specific Advertisements 
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Gay Intolerant Respondents 
Descriptive Characteristics
 
Frequency
Valid 
Percent 
Gender 94 100% 
Male 52 55.3 
Female 40 42.6 
Missing 2 2.1 
Age Group 94 100% 
18-24 11 11.7 
25-34 29 30.9 
35-44 19 20.2 
45-54 13 19.8 
55-64 20 21.3 
65 or older 1 1.1 
Missing 1 1.1 
Education Level 94 100% 
Less than finishing High School 1 1.1 
High School 26 27.7 
Certificate/Diploma 22 23.4 
Bachelor Degree 36 38.3 
Masters Degree 7 7.4 
Doctoral Degree and Higher 0 0.0 
Missing 2 2.1 
 
Gay Indifferent Respondents 
Descriptive Characteristics
 
Frequency
Valid 
Percent 
Gender 95 100% 
Male 55 57.9 
Female 39 41.1 
Missing 1 1.1 
Age Group 95 100% 
18-24 10 10.5 
25-34 34 35.8 
35-44 23 24.2 
45-54 13 13.7 
55-64 12 12.6 
65 or older 0 0.0 
Missing 3 3.2 
Education Level 95 100% 
Less than finishing High School 2 2.1 
High School 22 23.2 
Certificate/Diploma 19 20.0 
Bachelor Degree 42 44.2 
Masters Degree 8 8.4 
Doctoral Degree and Higher 1 1.1 
Missing 1 1.1 
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Gay Friendly Respondents 
Descriptive Characteristics
 
Frequency
Valid 
Percent 
Gender 108 100% 
Male 52 48.1 
Female 54 50.0 
Missing 2 1.9 
Age Group 108 100% 
18-24 17 15.7 
25-34 47 43.5 
35-44 17 15.7 
45-54 14 13.0 
55-64 10 9.3 
65 or older 3 2.8 
Missing 0 0.0 
Education Level 108 100% 
Less than finishing High School 0 0.0 
High School 22 20.4 
Certificate/Diploma 23 21.3 
Bachelor Degree 52 48.1 
Masters Degree 8 7.4 
Doctoral Degree and Higher 3 2.8 
Missing 0 0.0 
 
Gay / Bisexual Respondents 
Descriptive Characteristics
 
Frequency
Valid 
Percent 
Gender 103 100% 
Male 64 62.1 
Female 39 37.9 
Missing 0 0.0 
Age Group 103 100% 
18-24 16 15.5 
25-34 39 37.9 
35-44 26 25.2 
45-54 12 11.7 
55-64 9 8.7 
65 or older 0 0.0 
Missing 1 1.0 
Education Level 103 100% 
Less than finishing High School 1 1.0 
High School 25 24.3 
Certificate/Diploma 17 16.5 
Bachelor Degree 44 42.7 
Masters Degree 15 14.6 
Doctoral Degree and Higher 0 0.0 
Missing 1 1.0 
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Gay
Intolerant
Gay
Indifferent
Gay
Friendly
Gay/Bisex
ual
Brand Image / Target
Specific Ads 4.35 4.56 4.92 5.00
4.00
4.20
4.40
4.60
4.80
5.00
5.20
M
ea
n S
co
re
Brand Image / Target Specific Ads
Gay
Intolerant
Gay
Indifferent
Gay
Friendly
Gay/Bisex
ual
Brand Image / Target
Cryptic Ads 4.87 4.79 4.97 5.19
4.50
4.60
4.70
4.80
4.90
5.00
5.10
5.20
5.30
M
ea
n S
co
re
Brand Image / Target Cryptic Ads
Gay
Intolerant
Gay
Indifferen
t
Gay
Friendly
Gay/Bisex
ual
Brand Image / Control Ads 4.90 4.91 4.91 4.79
4.72
4.74
4.76
4.78
4.80
4.82
4.84
4.86
4.88
4.90
4.92
M
ea
n S
co
re
Brand Image / Control Ads
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Gay
Intolerant
Gay
Indifferent
Gay
Friendly
Gay/Bisexu
al
Brand Trust / Target
Specific Ads 4.24 4.32 4.50 4.82
3.90
4.00
4.10
4.20
4.30
4.40
4.50
4.60
4.70
4.80
4.90
M
ea
n S
co
re
Brand Trust / Target Specific Ads
Gay
Intolerant
Gay
Indifferent
Gay
Friendly
Gay/Bisexu
al
Brand Trust / Target
Cryptic Ads 4.70 4.51 4.70 4.94
4.20
4.30
4.40
4.50
4.60
4.70
4.80
4.90
5.00
M
ea
n S
co
re
Brand Trust / Target Cryptic Ads
Gay
Intolerant
Gay
Indifferen
t
Gay
Friendly
Gay/Bisex
ual
Brand Trust / Control Ads 4.66 4.71 4.60 4.57
4.50
4.55
4.60
4.65
4.70
4.75
M
ea
n S
co
re
Brand Trust / Control Ads
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Gay
Intolerant
Gay
Indifferent
Gay
Friendly
Gay/Bisexu
al
Brand Affect / Target
Specific Ads 4.09 4.02 4.32 4.61
3.70
3.80
3.90
4.00
4.10
4.20
4.30
4.40
4.50
4.60
4.70
M
ea
n S
co
re
Brand Affect / Target Specific Ads
Gay
Intolerant
Gay
Indifferent
Gay
Friendly
Gay/Bisexu
al
Brand Affect / Target
Cryptic Ads 4.61 4.34 4.41 4.81
4.10
4.20
4.30
4.40
4.50
4.60
4.70
4.80
4.90
M
ea
n S
co
re
Brand Affect / Target Cryptic Ads
Gay
Intolerant
Gay
Indifferen
t
Gay
Friendly
Gay/Bisex
ual
Brand Affect / Control Ads 4.32 4.49 4.21 4.36
4.05
4.10
4.15
4.20
4.25
4.30
4.35
4.40
4.45
4.50
4.55
M
ea
n S
co
re
Brand Affect / Control Ads
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Gay
Intolerant
Gay
Indifferent
Gay
Friendly
Gay/Bisexu
al
Purchase Intention /
Target Specific Ads 3.80 3.85 3.81 4.61
0.00
1.00
2.00
3.00
4.00
5.00
M
ea
n S
co
re
Purchase Intention / Target Specific 
Ads
Gay
Intolerant
Gay
Indifferent
Gay
Friendly
Gay/Bisexu
al
Purchase Intention /
Target Cryptic Ads 4.33 3.97 3.89 4.45
3.60
3.70
3.80
3.90
4.00
4.10
4.20
4.30
4.40
4.50
M
ea
n S
co
re
Purchase Intention / Target Cryptic 
Ads
Gay
Intolerant
Gay
Indifferent
Gay
Friendly
Gay/Bisexu
al
Purchase Intention /
Control Ads 3.94 4.05 3.87 3.97
3.75
3.80
3.85
3.90
3.95
4.00
4.05
4.10
M
ea
n S
co
re
Purchase Intention / Control Ads
